3 Store Studies 


Document Effects of 
47-0-P on Sales Volume 


By S. R. BERNSTEIN 
IcCAGO—In its March 13 issue, 
ERTISING AGE reported that 
strongest positive statement 
® ithe value of point of purchase 
te yet made was issued Jast 
be by A. C. Nielsen Co.” 
he marketing research organi- 
on at that time made this posi- 
® statement, based on a “co- 
m-ative special research study” 
the drug stores included in its 
ug Index: 

Display increases sales 41%; 
‘isplay decreases sales 24%.” 
added: 


‘Sales in the stores properly 
playing a typical, nationally ad- 
ttised brand increased 41%. 
les in the non-display stores 
nt down 24% on the particular 
ands featured in the display 
bres. In other words, the display 
res divert business from the 
m -display stores. 

" The net effect of increased dis- 
a effort is frequently a gain in 
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Slielsen Cases Prove 
‘Value of Displays 


sales—an average 842% sales gain 
in the particular cases studied. 
Only by knowing this can the 
manufacturer judge how much 
dollar effort to spend on display. 
The druggist who doesn’t tie in 
with national advertising cam- 
paigns on leading sellers risks 
greater individual loss—or stands 
to gain 41% in his sales.” 


sw Intrigued by these startling fig- 
ures and the positiveness with 
which they were asserted by Niel- 
sen, ADVERTISING AGE asked the 
marketing research organization 
for elaboration and further con- 
firmation of its findings. 

A search of the Nielsen records 
of the test resulted in the develop- 
ment of two additional case 
studies which demonstrate the im- 
portance of point of purchase dis- 
plays under varying conditions, 
and which present statistical evi- 
dence heretofore lacking on the 
medium. 

Referring to its records, Nielsen 
discovered that the case history 
described above (which might be 
called “Case A”) referred to a 
product whose market was declin- 
ing, and the figures cited above 
therefore indicate’ the role of 

(Continued on Page 76) 


Whole Package’ 
o Be Theme of 
OPAI Meeting 


| To Stress Coordinated 
| Planning at Point of 
Purchase Symposium 


|New York—Highlights of the 
o-day exhibit and fourth annual 
mposium of the Point of Pur- 
ase Advertising Institute, April 
and 12, at the Waldorf Astoria 
otel will include discussions on 
e relation between point of sale 
d publication advertising, led 


Special attention to point of 
purchase advertising is given 
in this issue, which contains a 
score or more of stories and 
| picture layouts dealing with the 
| use of this important medium 
j by advertisers in many lines. 


y Arthur H. (Red) Motley, presi- 
ent of Parade Publication Inc. 
| In addition, John Wiley, chair- 
man of the board of Fuller & 
Smith & Ross, will talk on “com- 
jleting the selling job at the point 
f purchase,” 


John M. Palmer, president of the 
itute, told AA last week that 
all of the 52 exhibit areas will be 
ioccupied by exhibitor members of 
Hithe institute, and that advance re- 
servations indicate an attend- 
jfance in excess of 10,000. 
The exhibit will feature ex- 
} (Continued on Page 83) 


Premium Sales for 
‘50 May Hit High 
of $1,250,000,000 


Cuicaco—Use of premiums to 
promote sales may involve ex- 
penditures of $1% billion this year, 
compared with about $1 billion 
spent in 1949, according to F. H. 
Waggoner, executive secretary of 
the Premium Advertising Associa- 
tion of America. The association 
sponsored the 17th National Pre- 
mium Buyers Exposition here last 
week. 

One reason for the expected in- 
crease in premium use is today’s 
buyer’s market. Premium manu- 
facturers feel that increased com- 
petition between products will 
make it necessary for many man- 
ufacturers to employ premiums to 
gain a competitive advantage. Still 
another reason is the ability of 
manufacturers to furnish a wide 
variety of premiums, now that they 


(Continued on Page 110) 


Gripes Aired 
and praises are sung 
in ‘Voice,’ Page 100. 


Other features: 
Advertising Market Place ...........:-::sss0 88 
Coming Co ti 54 


Creative Man’s Corner 
Department Store Sales 
Editorials 
Employe Communications 
Eye and Ear Dept. 


Getting Personal 16 
Information for Advertisers ............-.:000+ 88 
In Washington 90 
Obituaries 110 
Photographic Review 95 
Rough Proofs 12 
What They‘re Saying 12 


TESTS EDITORIAL COPY—Meyercord Co., 
Chicago, through J. M. Hickerson Inc., 
will run this full-page editorial-type ad 
in newspapers in ten cities April 26 to 
test this type of copy for the company’s 
Fabri-cals and Decal borders. 


Speedie Explains 
His ‘Emotronics’ 
Advertising Idea 


New YorK—“The impact of an 
ad on the average person is de- 
termined in the first three-fifths 
of a second,” Gordon A, Speedie, 
Arlington, Mass., advertising spe- 
cialist and small business consult- 
ant, told members of the copy 
testing group of the American 
Marketing Association last week. 

Mr. Speedie analyzed the basic 
elements of an ad, namely, mass, 
form, line, color, type style and 
copy in relation to his recently de- 
veloped theory of alternate op- 
posites in advertising, which he 
designates as “Emotronics.” 

“When I first started writing 
ads, I looked for alternate thought 
opposites as ideas for copy. These 
alternates gave the copy a sense 
of rhythm, and clients bought the 
copy. Like the simplicity of Mutt 

(Continued on Page 4) 
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by Sawyer’s Encomium 


Young Asks ANA 
Backing for Two 


Media Actions 


Advocates Study of Free 
Circulation and ARF’S 
Magazine Audiences 


Hot Sprincs, Va.—The Associ- 
ation of National Advertisers was 
asked Wednesday to endorse for- 
mally two highly controversial ac- 
tions in the media field—the busi- 
ness analysis of free portions of 
business paper circulations, and 


For other news of the ANA 
meeting see Pages 2, 8, 21, 84, 111 
and 112. 


the proposed studies of magazine 
audiences to be made by the Ad- 
vertising Research Foundation. 

The proposal came in a sug- 
gested statement read to the mem- 
bers at their meeting here by 
Thomas H. Young, director of ad- 
vertising of U. S. Rubber Co., a 
former chairman of the ANA and 
at present a director of the Audit 
Bureau of Circulations. 

No formal action on the pro- 
posed statement was taken, and 
the next step is up to the ANA 
board of directors, whose next 
regularly scheduled meeting will 
be held May 8. It seems safe to as- 
sume, however, that Mr. Young’s 
statement would not have been 
read to the membership if a sub- 
stantial number of board members 


(Continued on Page 6) 


Last Minute News Flashes 


Bauer & Black Account Moves to Leo Burnett 


Cuicaco—Bauer & Black division of the Kendall Co., which man- 
ufactures Curity brand surgical dressings and Blue-Jay foot products, 


has appointed Leo Burnett Co. to 


direct its account. Bauer & Black 


spent about $500,000 in magazines last year. It was only a week ago 
that Leo Burnett Co. was appointed by Mars Inc. 


Ted Cott to Manage WNBC, WNBT 


New YorK—Ted Cott, vice-president and manager of independént* 
Station WNEW, has been named manager of National Broadcasting 
Co.’s WNBC and WNBT here. He replaces Tom McFadden, who has 
been shifted to the West Coast as manager of KNBH, Los Angeles NBC 


television station. 


Deering Sets Schedule; Y&R Appointed 


New York—Deering, Milliken & Co. will use color bleed pages in 
August issues of Glamour, Harper’s Bazaar, Mademoiselle, The New 
Yorker, New York Times Magazine and Vogue, and in fall issues of 
McCall’s Simplicity Pattern Book and Vogue Patterns to launch a cam~- 
paign on new woolens and blends for the fall season. Carl Reimers Co. 
is the agency. Young & Rubicam has been appointed to handle adver- 
tising on the company’s new “warmth-without-weight” fabric. Ad 


plans are being developed. 


Heublein Plans Test on New Mustard 

Hartrorp, Conn.—G, F. Heublein & Bros. will start newspaper test- 
ing in three different market areas in April with 140-line ads weekly 
for 13 weeks to introduce its new product, A.1 mustard. Duane Jones 


Co., New York, is the agency. 


(Additional News Flashes on Page 111) 


_ Value of Census, BMB 
Data Described; Cone 
Elected 4 A’s Chairman 


WHITE SULPHER SprIncs—‘Ad- 
vertisers should not only display 
the products and services of Amer- 
ican business to the people, they 
should tell clearly and honestly 
how these products are designed, 
produced and distributed,” Sec- 
retary of Commerce Charles Saw- 
yer told the American Association 
of Advertising Agencies here Fri- 
day. 

Advertising, he said, can “take 
advantage of the average man’s 
absorbing curiosity to explain the 
fascinating processes of our ad- 
vanced business civilization.” 

The Secretary urged the impor- 
tance of selling American business 
to the public, and advertising’s 
role in telling about business’ scope 
and function. “Business must 
take time to study and reflect 
upon their place in American 
civilization... must find time to 
talk to their employes, with gov- 
ernment officials; must establish 
closer relations with teachers and 
professors... Above all, they must 
be calculated to convince the Am- 
erican people that business is a 
friend,” he said. 


ws The advertising advisory com- 
mittee was formed “because I 
believe in the importance of ad- 
vertising,” the Secretary said, and 
he said of its members, “I have 
been impressed by their compe- 
tence and idealism.” Through this 
committee, “business and govern- 
ment can find ways to serve the 
public more effectively,” he said. 

Earlier the Four A’s had care- 
fully reviewed problems of ethics 
and taste in advertising (see sep- 
arate story, Page 56), and Heard 
from George C. Reeves, vice-presi- 
dent of J. Walter Thompson Co., 
about the association’s efforts to 
correct the situations. Prefacing 
his speech with examples of criti- 
cism—including those of AA’s 


(Continued on Page 107) 


Get a Free Pass 
on the ‘Owensboro 
and Elsewhere’ 


LovuisvILLE—Glenmore Distill- 
eries Co. will make an outstand- 
ing offer in a color page in Life 
next weekend. 

The distillery is offering to all 
readers a free annual pass on its 
little railroad, the Qwensboro & 
Elsewhere. Offer is bona fide. 

For those who don’t know, the 
O&E keeps an on-time schedule on 
Glenmore’s property along the 
Ohio River at Owensboro, Ky., 
delivering barrels of whisky to 
aging racks. 

“Conditions” on the properly 
countersigned passes which readers 
will get are not exactly like 
those on other railroads in the 
U. S. 
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Hoipoint and Liebmann Presidents 
Speak Their Minds about Advertising 


They Say It Hasn‘t 
Reached Perfection 
—But Isn’t a Luxury 


Hot Sprincs, Va.—More effec- 
tive advertising to compensate for 
a still-rebuilding sales force was 
advocated here last week by James 
J. Nance, president of Hotpoint 
Inc., in a speech which also in- 
cluded a backhand to the agency 
commission system. 

Mr. Nance said he believes ad- 


GLOSSY PHOTO TYPE POSTCARDS 
SaveTMoney! cast omy 


Mow yeu con eHlerd thet “glory phote” book, 
Mew Krome-Tene process brings your product g 
inchedes 
EACH 
IN 5,000 LOTS 


te ite — Ale 
30 word sates message Prices ond samples on 
request. 


ADVERTISERS LITHO 
161 W. HARRISON ST. © CHICAGO 5, mt 


vertising can stand much improve- 
ment and noted that, while much 
attention has been paid to reviving 
salesmanship, little has been said 


ANA Meeting 


about reviving advertising. “We 
have neglected the fundamental 
principle that advertising must 
pave the way for salesmanship,” 
he commented, adding that “ad- 
vertising is no good after the sales- 
man has missed the sale.” 


mw Mr. Nance reemphasized the im- 
portance of effective advertising 
in periods of high break-even 
points, noting that in 1949 when 
consumer income declined 1% 
from $212 billion to $210 billion, 
net profits of business are esti- 
mated to have dropped from $21 


billion to $17 billion, a decline of 
nearly 17%. 

Media are vastly improved, he 
noted, and, in his opinion, “men 
who sit in the seat of management 
have a right to expect more for 
the dollar invested in advertising 
than ever before.” He thinks he 
sees considerable evidence of ad- 
vertising failure, and said that the 
country’s present prosperity is no 
answer. The dollars now being 
wasted are failing to lay the 
groundwork necessary for future 
sales effort, he observed. 


ms Mr. Nance also does not share 
the view that too little money goes 
into advertising. The decline of ad- 
vertising expenditures in relation 
to consumer income is, to him, an 
indication of reduction of distribu- 
tion costs, which he said still need 
to be cut. 

He also vetoed the notion of 
advertising as a function of top 
management—‘“it would lose the 
close mesh it should have with 
sales’—and he noted a tendency 
of ad men to separate themselves 


from the sales team. Advertising 
thus often plays ou! of tune with 
the rest of the sales @peration, he 
said, urging that “advertising today 
must take more responsibility for 
every phase of marketing, from 
planning through to the actual 
sale. Top managemefft must see 
that it does.” ; 


ws At Hotpoint, he pointed out, ad- 
vertising is grouped under “mer- 
chandising,” along with sales plan- 
ning and promotion, sales training 
and product exploitation. Although 
he doesn’t believe in advertising 
as a management function, he does 
believe that “any management 
which is not always accessible to 
its advertising people and not al- 
ways informed is failing in its ob- 
ligation to the business.” 

As for the agency compensation 
system, Mr. Nance admitted he 
does not expect to see the custom 
changed. “But the compensation 
method often proves unsound be- 
cause it places emphasis on spend- 
ing first and results in the form 
of profits to the advertiser second,” 


~ What makes 
4 good ad 


do its best? 


8 it Copy? Layout? Art? The Big Idea? 


We make so bold as to say it’s none of these things. They 
are all needed to make the ad good in the first place. 


What makes it do its best is something not in the ad—but 
in the minds and attitudes of people as they read it. 


Take this couple absorbed in their copy of Better Homes 
& Gardens. Here they find themselves deep in the heart 
of their main interest—their home, their family, their 


lives, themselves. 


Here they find their dreams pictured, their problems 
talked over, many a constructive suggestion made. 


What a wonderful chance for your good ad to step in and 
complete their information: by telling them what to buy to 
get what they need—and where to buy it! 


It’s what we call 100% service content that puts these 
people in that hungry-for-further-information frame of 
mind. It’s 100% service content that makes them look 
forward to our book—read it avidly—keep it—clip it— 


act on what they read in it! 


That, we contend, is what makes a good ad do its best— 
the high value people put on it in a magazine that means 


a lot to them. 


BH&G does mean a lot to its readers. More, probably, than 
any other magazine. They number over 3,400,000* and 


\<S0555En 
Senne 


they are in the better-than-average-income ranges. 


What these people can mean to you, as an audience for 
your story, is something we'd like to tell you about. 


*Going over 3,500,000 soon! 


of more than 3400,000 
Better Homes 


Advertising Age, April 3, 1950m 


he charged. Agency people work- 
ing on the account “can too easily 
suggest or condone courses which 
they may not approve, but which 
accamplish the immediate pur- 
pose of disbursing a budget, either! 
to pander to management whims 
or to keep agency production costs) 
low.”** 5 


s Philip Liebmann, president of 
Liebmann Breweries (and ad di- 
rector for a number of years), said 
cafididly that “in many respects 
advertising has not come of age.) 
In a great many companies... it} 
is considered an expense and per- 
haps an unnecessary luxury.” 

He also noted a tendency to re- 
gard advertising as an auxiliary, 
whereas he thinks the successful 
company stands on three points, 
production, sales and advertising, 
to explain the manufacturing and’ 
selling aspects of the business, 

He urged the proper indoctrina-| 
tion of a sales force, and repeated! 
that a sales force can be an in- 
valuable means of information. 

Each advertising director should 
be equipped with a clear-cut phi- 
losophy about the advertising busi- 
ness, he believes. 

Mr. Liebmann noted that adver- 
tising offers “security to stockhold- 
ers, to the management of the com- 
pany, to employes of the company, 
to dealers and to consumers. In 
addition, it makes possible the pre- 
servation of a free press, a free 
radio and television; it pays al- 
most the entire cost of our wonder- 
ful organs of information. Adver- 
tising plays a real role inthe 
creation of a true economic democ- 
racy in the fields of public com- 
munication.” 


@ Ben Wells, vice-president in 
charge of sales, Seven-Up Co., 
told the ANA a sales manager has 
the right to expect “sales utility” § 
of advertising, ie, advertising 
salesmen can use, advertising 
they can merchandise. 

Advertising, to have sales utility, 
should, he said, (1) tell “our cus- 
tomers their story”; (2) impress 
dealers with its support, and (3) 
help salesmen use it. 

He told the meeting that Seven- 
Up advertising began in reverse. 
It started with point of purchase, 
and in 1930 the label on the bottle 
and the cardboard sign were all 
the advertising the company had. 
Then came different sizes of signs, 
then outdoor, then newspaper and 
radio copy for bottlers to use. Fi- 
nally, in 1943, the company set up 
a bottlers’ national advertising 
fund and launched a magazine 
drive through J. Walter Thompson 
Co. In 1949, the company spent 
$1,700,000 in magazines and Sun- 
day comics, and is second in na- 
tional media advertising in the 
soft drink field. 

Mr. Wells showed with slides 
how Seven-Up merchandises its 
advertising to salesmen and added, 
“the salesman’s follow-through is 
the first thing to be figured out | 
in planning the advertising.” 


If you have 


ideas... Read 


COSMOPOLITAN 


If you're selling people 
with | YOUNG | ideas... 


suY COSMOPOLITAN 


America’s Most Exciting Magazine 
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Swapped, traded and 
bartered! . . . among 
their enthusiasts 
Comics Magazines are 
virtually legal 

tender, get read and 
passed along until - 
virtually worn out. 
Thus, Comics Magazine 
advertising is hard 

at work around the 
calendar 365 days of 
the year, with a 
longer life than 

any other newsstand 
publication. 


S Hlational 


Comics 


Croup 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Speedie Explains 
His ‘Emotronics’ 
Advertising Idea 


(Continued from Page 1) 
and Jeff, alternate opposites have 
a rhythm that seem acceptable for 
long periods,” Mr. Speedie said. 

“As I pursued these thought op- 
posites I became time conscious. I 
reduced words to syllables and ap- 
plied the mathematics of the sec- 
ond principle of balance to arrive 
at my own conclusions as to what 
makes a good ad click. 

“After considerable research in 
related fields, I was impressed by 
the insurance eompanies’ studies 


of the time in which a driver of 
an automobile reacts to sudden 
changes in driving conditions. 


@ “You may have heard that this 
time is three-fifths of a second... 
If the average person’s perception 
requires three-fifths of a second 
to shift from one thought orbit to 
another where driving is con- 
cerned, it seems reasonable to as- 
sume that the same time factor 
applies in shifting from one piece 
of copy to another. 

“From this assumption, I rea- 
soned that a correctly related emo- 
tional urge is the most significant 
factor in advertising. 

“Our conscious actions are in- 
fluenced by emotions in much the 


MORE LOCAL AND REGIONAL ADVERTISERS 
SPEND MORE MONEY TO SELL MORE GOODS — 


ON WCON THAN ON ANY OTHER 


same way that volts and amperes 
are by electricity. Emotions are 
like amperes, being related to time 
inversely, that is, the shorter the 
time the greater the emotion, 
whereas copy is like volts and 
varies directly as the amount of 
time available to read the copy. 
The more tirhe the more copy.” 

Mr. Speedie recommended ap- 
plying the theory of alternate op- 
posites to layouts so that mass, line, 
color, type and copy “would seem 
to follow a descending or ascend- 
ing series of opposite thought ele- 
ments.” 


Pepsi-Cola Names Burgess 


Pepsi-Cola Co., New York, has 
named Richard H. Burgess, for- 


merly assistant to the executive 
vice-president, as vice-president 
and general sales manager. 


CKVM Appoints Hardy 


Station CKVM, Ville Marie, 
Quebec, which recently went into 
operation, has appointed Joseph A. 
Hardy & Co., Montreal, as its rep- 
resentative. 


Syracuse, N. Y.—‘“Merchandise 
should have its greatest demon- 
stration at the point of sale,” W. E. 
Long, president of Long’s, Tully, 
N. Y., wholesale dry goods mer- 
chant, and member of the execu- 
tive committee of the Wholesale 
Dry Goods Institute, told a regional 
marketing conference held here 
last week under sponsorship of 
the domestic distribution depart- 
ment of the Chamber of Commerce 
of the United States. 

“Mr. Long said that both individ- 
ual wholesalers and the institute 
“intend to do more about the point 
of sale performance than has ever 
been done before, as far as we 
know. We rise or fall at the point 
of sale.” : 

Customers today are different, 
Mr. Long pointed out. More rural 
customers now get metropolitan 
dailies. “They see the rotogravure 
sections and see what the styles 


MAKE YOUR BUYERS-BESK 
Vit t// 


The CATALOG DIRECTORY of 
products used in the following 
types of institutions: 

* Dealers, Jobbers, Supply Houses 

* Hotels; Motels 

¢ Hospitals, Sanitariums 

* Colleges and Universities. 

* Schools ' 

¢ Industrial Institutions 

¢ Restaurants, Cafeterias 

Steamship Lines and Shipyards 

Railway Systems ' 

Airlines 

Asylums, Municipal and State 
Institutions 

¢ Army. Navy and Government 

Institutions 

* Office and Public Buildings 

* YMCA’s, YWCA’s and YMHA‘s 

¢ City and Country Clubs 

* Utilities 

¢ Architects, Engineers, Decorators 


¢ Other Institutions 


Your catalog in this consolidated, 
catalog-directory is PRE-filed for 
instant accessibility, is never mis- 
oy mutilated, discarded, or 

S-filed, as is so often the case 
of loose sheets, folders and other 


product literature. 
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Catalog Material when properly designed is your best substitute 
for an actual demonstration or display of products. However, if your 
catalog material is not available at that all important moment when 
the order or specification is being written, it cannot be expected to 
do the job it was originally intended to do toward making your 


products easier to buy and specify. 
Make your buyer’s desk your showroom by placing your catalog 
material in INSTITUTIONS CATALOG DIRECTORY. 


bee’ \NSIITUINONS CATALOG DIRECTORY 


Your Advértising Counsel can render an indispensable service in planning the 
. That of 


solution to one of your most important and basic sales problems . . 


placing your product data (dimensions, weights, sizes, capacities, colors, etc.) 
in the hands of the individual men and women who specify or actually place 
the order for your firm's products. Call your account executive today and consult 
with him about the job of properly cataloging your products for your buyers... 
and REMEMBER .. . your business has been built in a large measure on your 


catalog data. 


CATALOG DIRECTO 


KEEPING such information at the finger-tips of the 
institutional field’s large-consumer buyers and deal- 
ers as well, is the primary function of INSTITUTIONS 
CATALOG DIRECTORY. For detailed information, 
write TODAY for your copy of the media file, which 
includes space rates, page sizes and an abundance 


A 
RY 


Chicago 16, Ill. 


_ Advertising Age, April 3, 1955 


Wholesalers Will Increase Point of Sale 
Promotion Effort, Long Tells Marketers 


are in apparel and home furnish 
ings. They go to the movies. Auteé 
mobiles take them to the bi 
towns. They are even being sol 
things over the radio while havirg 
dinner or washing the dishes. “Ig 
all right to talk about moving tom 
of merchandise from the produce 
to the consumer, but it’s all 
much sounding brass unless we 
have the know-how.” 


a Jay D. Runkle, vice-preside 
and general manager of Crowley, 
Milner & Co., Detroit, pointed oul 
that a considerable part of the 
dollar sales volume increase in re 
tail stores since 1940 has come 
about through an increase in the 
average gross sale, “not through 
any merchandising genius o 
the sale of additional items. 

“This is important to unde 
stand,” Mr. Runkle said, “in the 
face of steadily reduced average 
sales due to lowering prices for 
consumer goods, and to the fa 
that customers are not throwing 
their money around the way they 
did during the boom war years 
They are buying freely only ii 
much lower price brackets. 

“The answer to our sales dollar,’ 
he said, “is supposed to be through 
the sale of more items, more units 
Of course, that is the only way t 
offset a reduction in the averagt 
gross sales. But if the average grog 
sale is reduced faster than the stor 
can increase its number of trans 
actions, it will end up with lowe 
dollar volume and higher expense 
in certain categories. Many ex 
penses are tied in with the numbet 
of transactions and increase as the 
number of transactions increase.” 


RCA’s Elliott Sees 
No TV Sales Decline 


Cuicaco—Television receiver 
business this year will total about 
$800,000,000 at retail valuation, 
according to Joseph B. Elliott, vice- 
president in charge of-RCA Vic- 
tor consumer products, Radio Corp. 
of America. 

Speaking at the instalment credit 
conference of the American Bank- 
ers Association here last week, Mr, 
Elliott suggested three reasons why 
the demand for TV sets will re- 
main high during 1950. They are: 

1. Lower prices have opened 
new segments of the market nol 
touched by the early TV disiri- 
bution pattern. 

2. The growth of video set own- 
ership in TV markets has increased 
the effectiveness of the medium. 
About 2,000 sponsors now aré 
using television. 

3. Inter-market and inter-net- 
work competition has greatly im- 
proved programming. 


Appoints Stebbins Agency 

Hal Stebbins Inc., Los Angeles, 
has been appointed to handle the 
advertising of Theatre Specialties 
Inc., Los Angeles. 


What Liberty means to | 
Eleanor Roosevelt 


“Real liberty,” says Mrs. Roosevelt, ‘‘can 
ig as the control of the 
remains in the hands of the 


grossing and 
thought-provoking article in the April issue 
of LIBERTY. It’s something no freedom- 
loving American should miss. 

There are many other interesting 
articles, exciting fiction stories, and spe- 
cial features in this great new issue, too 
. . » ineluding one on the fabulous possi- 
bilities of electronics in the future .. . the 
use of psychoanalysis in preventing divorce 

. why industry is developing new-type 

. » . why labor is the world’s first 
defense against Communism ... LIBERTY'S 
outstanding Home Section devoted to the 
problems of your family; and the exciting, 
h d ti otf “Raising A 
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COAL AGE ANNOUNCES for JULY 
“NEW MINING HORIZONS” 


NO Wo“ the signing of the new two year coal contract, the longest period 
of stability in the past decade seems assured for the coal mining industry. 


THE COAL INDUSTRY IS TAKING ACTION NOW, 
planning the purchase of new and better machines, im- 
proved equipment and supplies, and more preparation 
plants to produce a precision product of unexcelled qual- 
ity. The industry is waging a cold war on high costs with 
these battle-tested weapons to regain, retain and expand 


* * 


_**We need to get away from the old-type mine, put in more and better 


machinery, get more skillful men, put mining on an assembly-line basis. 
In the next five years the coal industry can make more progress in this 
direction than it has in the past twenty-five years if the industry has 
stability in its labor relations.°? 
GEORGE H. LOVE, President 
Pittsburgh Consolidation Coal Co., Inc. 


its markets in the face of higher labor costs and increas- 


ing pressure from other fuels. The coal industry knows 


that these weapons combined with modern mining meth- 
ods based on skillful engineering in the best use of 
machines and men, have been proved in the past. 


* * | 
COAL AGE thoroughly agrees with Mr. Love — 


that the coal industry not only can make more progress in the next 
five years than it has in the past twenty-five years but, indeed, that 


_ it will do so in order to capitalize on its’opportunities for an expand- 


ing future in the years ahead. 


To aid the coal industry in its cold war on high costs — 


The editors of COAL AGE have been intensifying their editorial program issue by issue — 
seeking out machines and methods, to meet the urgent needs of the industry. COAL AGE 
in July will publish a significant contribution to mining progress. This issue, “New Mining 
Horizons” will show how coal can telescope twenty-five years progress into the next five years. 


COAL AGE, in July, will put together under one cover the results of — 


A searching re-evaluation of tried and tested methods, materials and equipment in service. 
An equally intensive exploration of the possibilities of new methods, equipment and materials 
which bid for additional cost reduction, quality improvement and safety promotion in the future. 


“New Mining Horizons” Will 
Show the Way to Progress 
in MECHANICAL LOADING 


By showing tried and tested methods of increasing loading 
time like these. (The average mechanical-loading unit actu- 
ally produces coal less than 40% of the time.) 

® Cutters, drills and other auxiliary equipment that match 

the capacity of the loading unit. 

® Bits to keep changing stoppages to a minimum. 

® Big cars, modern track and conveyors for better trans- 

portation. 

® Keeping voltage up to motor rating. 

® Insuring against machine break-down through good 

maintenance and modern electrical and mechanical 
materials. 
And by examining future developments like these — 
© New mining and loading machines. 
® New Methods of using present types of machines. 
© Equipment for mechanizing pitch mining. 


“New Mining Horizons” Will 
Show the Way to Progress 
in STRIPPING 


By showing how new designs in stripping equipment 
permit handling more or thicker overburden at the same or 
a lower cost. 


By showing how modern tested methods, in combination 
with modern auxiliary equipment and supplies, further en- 
hance cost savings. 


By showing the advantages of modern haulage, service units, 
power supply, pumping and good maintenance. 


And by looking at future developments like these. 
Further development of higher-capacity units through im- 
provements in design and alloy steels. 


New digging machines with great cost-cutting possibilities. 
New methods for higher efficiency and lower costs with other 
new machines. 


A McGRAW-HILL PUBLICATION (i) (Qf) 330 west 42nd STREET, NEW YORK 18, N.Y. 
‘ 


“New Mining Horizons” Will 
Show the Way to Progress in ALL 
PHASES OF COAL PRODUCTION 


Coal Preparation— Modern crushing equipment, high- 
capacity precision screens, special plants for preparing pre- 
scription sizes and modern dust proofing equipment. What’s 
ahead in fine coal cleaning. 

Face Preparation—Lower costs and higher efficiencies 
through modern high-capacity machines with power rather 
than manual controls and modern bits; coal-breaking mediums 
and patterns for lower cost and easier loading. 

Transportation — Belt slopes, automatic skip ye and 
the advantages of modern locomotive, mine-car and belt 
haulage. 

Power and Electrification— Tested methods for keeping 
voltage up to nameplate rating; problems and progress in 
supplying power to the new mining-and-loading machines. 

Ventilation — Mine design for low-cost ventilation. What’s 
ahead in new fans and other equipment. 

Pumping and Drainage — New low-cost gathering systems 
and equipment; new main pumping systems and equipment; 
materials and methods for handling acid water. 

Maintenance and Supplies — New tools, service units and 
materials for better maintenance; new methods and equip- 
ment for efficient supply handling. 

Mine Safety — Roof-bolting progress and prospects; new 
methods of reducing transportation, explosion and other 
hazards. 


@ The July issue of COAL AGE, “New Mining 
Horizons” will be an unusual opportunity for 
manufacturers to tell the coal mining industry 
how their products can reduce costs, increase 
production or improve quality. 
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Young Asks ANA 
Backing for Two 


Media Actions 


(Continued from Page 1) 
had not indicated their general 
approval of its contents. 


= Emphasizing that the ABC’s 
present data represent the corner- 
stone of the effort to measure ex- 


posure of advertising in printed 
publications, and that nothing must 
be done to impair its function, Mr. 
Young’s proposed “ANA state- 
ment of position” nevertheless 
said, in part: 

“It is our opinion that no harm- 
ful consequences will result from 
adoption of the two principal pro- 
cedures over which controversy 
has developed. These are: 

“a. The analysis of controlled 
circulations of business publica- 
tions, and 

“b. The studies of magazine au- 
diences proposed by the Adver- 
tising Research Foundation.” 


The DIRECT SELLING LEGION - 50,000 STRONG! 


- Greatest Single Organized Force in a 


MULTI-BILLION-DOLLAR MARKET + Founded and Sponsored by 


pe SPECIALTY SALESMAN MAGAZINE 
WRITE TODAY S*ERALOFNICSS: 


307 N. Michigan Ave., Phone RAndolph 6-0743 
— CHICAGO 1,1LLINOIS) 

45th, New York 17, N.Y, Ph 
Broadway,'los Angeles, Cal, 


Phone Vandike 9363 


With reference to occupational 
breakdowns of business publica- 
tions, Mr. Young’s statement em- 
phasized that “in the field of busi- 
ness publications, advertisers are 
faced with the practical problem 
of selecting media whose publish- 
ers have found it good business 
practice to include in their circu- 
lations a greater or lesser propor- 
tion of copies that are not charged 
for... 

“To the extent that advertisers 
buy space in such publications, it 
is obviously to their advantage to 
know the kind of persons to whom 
the free copies are sent—their 
industry, size, function, geograph- 
ical location, etc.—as contrasted 
with knowing merely that these 
copies are sent without charge.” 


s The statement continues by 
pointing out that the ABC already 
provides data of this character 
for circulation which is sold at 
less than the “list” price, and that 
“in these cases, no less than in 
the cases of circulation which is 


completely without charge, the ad- 
vertiser must attempt to assay the 
relative advertising values as com- 
pared with copies paid for at full 
prices.” 

It adds that “it would seem de- 
sirable that the apportionment of 
the field of trade publications be- 
tween the ABC and Controlled 
Circulation Audit should be made 
explicit, in terms of the percent- 
ages of free and paid circulations 
that make a publication eligible for 
one organization or the other. This 
factor should not continue to de- 
pend on the problematical con- 
tinuation of past attitudes on the 
part of the directors of those re- 
spective organizations.” 

(ABC now audits only publica- 
tions with a majority of paid cir- 
culation. CCA, as originally set up, 
audited controlled circulations 
only; now will audit paid, as well 
as controlled circulations. The 
ABC board last fall refused again 
to make occupational breakdowns 
of the free portions of ABC mem- 
ber business papers, following res- 


Announcement without fanfare . . . 


ANNOUNCING 


THe THEME OF THE ENTIRE JUNE 1950 Issue or MODERN RAILROADS 
ae 
“THe ASSOCIATION OF AMERICAN RAILROADS — PRivATE ENTERPRISE AT Work” 


= 


ENDORSED BY THE EXECUTIVES AND PuBLIC RELATIONS DEPARTMENT 
or THE A.A.R., Tuts COMPREHENSIVE AND 
Osjectrive EprroniaL Feature Now Bernc PREPARED BY OUR EDITORIAL 
Starr in Conyuncrion Wir Aut Divisions oF THE A.A.R. 
Witt Present A Vivip PicrurE OF THE RAILROAD 
INITIATIVE AND COOPERATION AS EXEMPLIFIED 


BY INprvmmUAL RAILROAD PARTICIPATION IN ALL THE ACTIVITIES 


OF THE 


ASSOCIATION or AMERICAN RAILROADS 


Because it is im 
But 


* it will 


O1N. WELLS ST. © CHICAGO, 6 
District Managers: 
CHICAGO NEW YORK BALTIMORE 
Roy Gurley Paul F. Jackson John M. Sitton 
W. 6, Downie - 415 Lexington Ave. 714 Regester Ave. 
ST ate 2-7050 Vanderbilt 6-2154 Towson 9408 
CLEVELAND PASADENA DALLAS 
Jack Warmington W. R. Mcintyre Edward M. Buck 
814 Carnegie Hall Bidg. 423 First Trust Bldg. National City Bidg. * 
Superior }-1920 Ryan 1-6981 Riverside 1230 


Chronicle the story of the A.A.R. 


t to America, we want everyone to know about this issue. 
ause we are more honored than proud that we have been en- 
trusted with the responsibility of presenting this vital message through 
the pages of Modern Railroads, we feel that the announcement should 
be without fanfare. 

Thus it is with a different kind of pride that we announce that 
our June issue will be more than a magazine. It will be a testimonial 
to the ideals of Democracy, because . . . 


% The story of the A.A.R. is the story of the American Railroads, their ideals, 
and what they are doing to maintain them. 
*® And the story of the American Railroads is the story of Democracy; for the 
railroads are Democracy—Democracy in Action! 


It is important to us, of course, that you should want your mes- 
sage included in this issue—either as a supplier or potential supplier 
to the railroads, or as a railroad (one of the 191 units which make up 
the A.A.R.). But, just as our circulation will increase tremendously 
for this issue (because it will include shippers, financial institutions 
and legislative bodies in addition to our complete railroad coverage), 
your advertising will benefit accordingly. 

So if you want more facts about this issue—plans for its promo- 
tion, distribution, editorial and advertising information, please write 
us or contact one of our District Managers. 
Closing dates: Space reservations and ads to be set-—May 18. Complete plates—May 25. 
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olutions against such breakdowns] 
adopted by the business paper and 
newspaper divisions at the annual 
ABC meeting.) 


i 
s With regard to magazine au-) 
dience research, Mr. Young’s pro-' 
posed statement said bluntly that 
if such research, as proposed for 
execution by the Advertising Re- 
search Foundation, could have the 
effect of lowering the standard of 
measurement upheld by the ABC 
in the magazine field, ANA “would 
have serious reservations about 
its support of these studies. Rest- 
ing, however, on our belief in the 
inherent intelligence and common 
sense of buyers of advertising 
space, we have no fear whatever 
of such a consequence.” 

Asserting that the advertiser’s 
millenium would be to know what 
sales effect his individual ads ex- 
erted on what people, but that this 
is not possible, the statement said 
that “unbiased studies of the char- 
acteristics of magazine audiences, 
made by the most acceptable tech- 
niques now available,” represent 
the “nearest practicable approach 
to that objective.” 


a “Such information,” the state- 
ment says, “far from replacing 
audited circulation figures, will 
supplement them and render them 
increasingly valuable ...It is only 
through surveys of the reading 
public that information can be 
obtained on important breakdowns 
in the composition of magazine 
audiences such as sex, age, and in- 
come. It should hardly be neces- 
sary for the ANA to confirm the 
fact that advertisers generally con- 
sider facts of this kind important.” 

“In some minds,” says the state- 
ment, audience studies “suffer by 
comparison because they yield ap- . 
proximations rather than figures 
that can be checked and balanced 
in the accounting sense. It should 
be remembered...that approxi- 
mations are accepted by intelli- 
gent men every day as a sound 
basis for practical business decis- 
ions.” 

The statement winds up with the 
assertion that “it is true that au- 
dience data can be misused for 
competitive purposes. This is not, 
however, an exclusive attribute of 
this particular category of facts. 
Within narrowing limitations, it is 
still necessary for the buyer to 
‘be aware,’ and we believe to be 
groundless the fears of those who 
think that buyers of advertising 
will progressively abdicate that 
responsibility.” 


Lane Resigns Chirurg Post 
as Proctor Gets Promotion 


Gordon Lane, executive vice- 
president and general manager of 
James Thomas Chirurg Co.’s Bos- 
ton office, has resigned due to ill 
health. No successor has 
named to fill his post. 

Joseph A. Proctor, Chirurg vice- 
president in charge of merchandis- 
ing and a former Lever brand 
manager, has been elected a di- 
rector of the agency. 


Fawcett Gets Service Award 


Fawcett Publications, New York, 
has been given the American 
Dairy Association’s 1950 distin- 
guished service. award for editor- 
ial and merchandising promotion 
of dairy foods and related prod- 
ucts through True Confessions. 
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One half of the 
Philadelphia Market 
lives outside the city limits 


When you tell your sales story 

in the nation’s third largest 
market—make SURE the vital, growing 
half is included in your audience. 


Schedule THE INQUIRER! 


INQUIRER GIVES INTENSE 
COVERAGE IN THE CITY AS 
WELL AS SUBURBAN AREAS 


Che Philadelphia Inquirer 


NOW IN ITS 17TH CONSECUTIVE YEAR OF 
TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Exclusive Advertising Representatives: 


TED W. LORD, Empire State Bldg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bldg., Detroit, Woodward 5-7260 
.\ Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 448 S. Hill St., Los Angeles, Michigan 0578 
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ABC Reports 1949 Loss 


American Broadcasting Co. and 
its subsidiaries have reported a 
loss of $519,085 for the year end- 
ing Dec. 31, 1949. The figure rep- 
resents the loss after reduction of 
$327,000 for recovery of federal 
income taxes under carry-back 
= of the internal revenue 
code. 


Joins Meldrum & Fewsmith 
Leslie H. Hughes has joined 
Meldrum & Fewsmith, Cleveiand. 
He was formerly advertising man- 
ager of Brown Fence & Wire Co., 
Jim Brown Stores Int., Cleveland 
Tractor Co. and Cletrac-Oliver. 
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its falas ill 


‘Nuts and Bolts’ 
Sessions Feature 
4ist ANA Meet 


Hor Sprincs, Va.—The return to 
“normalcy” in advertising and sell- 
ing was heralded at the 41st spring 
meeting of the Association of Na- 
tional Advertisers, which closed 


ANA Meeting 


here Friday with “nuts and bolts” 
sessions for members in which 
workaday advertising problems 
were explored more thoroughly 
than in any ANA sessions since 
prewar. 

The over-all meeting theme, 


“Today’s advertising must sell 
harder—or else,” was emphasized 
at fact-packed sessions put to- 
gether by a program committee 
headed by George E. Mosely, ad- 
vertising manager, Seagram Dis- 
tillers Corp. 

The opening session presented 
top management, sales and adver- 
tising managers’ and agencies’ 
viewpoints on “What I expect from 
advertising today,” and is reported 
in detail elsewhere in this issue. 


mw The Wednesday afternoon ses- 
sion, presided over by George A. 
Percy, Bauer & Black, was equally 
brass tacks, concerning “how to 
get more mileage out of advertis- 
ing.” 

J. Ward Maurer, Wildroot Co., 
opened with a case history of his 
own company’s close cooperation 
among sales, advertising, merchan- 
dising and agency executives— 
all dovetailing and harmonizing 


operations to make a sale. He em- 
phasized that the pay-off can be 
measured, in one sense, by the 
fact that the company’s advertis- 
ing budget has grown in the past 
ten years from about $300,000 
annually to approximately $3,000,- 
000. 

George Duram, media director, 
Lever Bros. Co., presented statis- 
tics to show how the market has 
changed since 1940 and how media 
coverage and rates have also 
changed. He emphasized the im- 
portance of taking a fresh look at 
the media situation from time to 
time, to make certain that media 
buying patterns match current 
marketing problems and opportun- 
ities. 


w# Robert Gunning, president, Rob- 
ert Gunning Associates, which does 
readability research, showed the 
group a number of slides to illus- 
trate how “foggy” language, long 
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says John M. Wilkerson, 


The Business Paper of Kansas Farmers 
KANSAS FARMER Editorial and Business Office 


Topeka, Kansas ¢ Published by Capper 
Publications, largest agricultural press in the world. 


Where Town meets Country 
at the Chamber of Commerce! 


“Yes, Pratt is the first city to have a Chamber of 
Commerce board member elected b 


reau!” 
Chamber of 


the Farm Bu- 
cretary of the 


mmerce. “After all, town and country 
are really one big unit: prosperity for one means 
prosperity for all.” 
“Our problem,” said one businessman, “is to find out 
what our customers want and their favorite brands. 
People here are extremely brand conscious — if the 
can’t get what they want, they don’t buy. Soun 

tough — but it isn’t! We can keep up wi 
tomers’ preferences by reading 
experience that the brands advertised in 
Kansas Farmer are the brands our customers ask for!” 


our cus- 


nsas Farmer! We 


When you're looking for a way to cover Kansas, re- 
led prestige of Kansas Farmer, 
willing to listen... 
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words and involved sentences cut 
down the effectiveness of adver- 
tising as well as other written ma- 
terial, and Eldridge Peterson, edi- 
tor of Printers’ Ink, reported on the 
results of a survey summarizing 
advertisers’ attitudes toward con- 
tinuity in advertising. 

There is almost unanimous be- 
lief in the importance of continu- 
ity, he reported, with the vast 
majority saying that continuous 
small space is better than infre- 
quent large space, if a choice must 
be made. 

At an “early bird” session 
Thursday, Wesley I. Nunn, adver- 
tising manager, Standard Oil of 
Indiana, showed the revised ver- 
ison of his company’s sound-slide 
film explaining in simple language 
how advertising works. The film 
will be shown to all personnel, 
and will also be available for 
women’s clubs, civic groups, etc. 


a The Thursday morning session, 
presided over by E. G. Gerbic, di- 
rector of merchandising, Johnson & 
Johnson, presented half a dozen 
discussions of merchandising, sales 
training and related subjects, while 
a simultaneous session on indus- 
trial advertising was presided over 
by William H. Collins, director of 
advertising, Dravo Corp. 

At this session, F, F. Gregory, 
director of public relations, A. O. 
Smith Corp., explained how his 
company’s budget is built; M. Rus- 
sell Kambach, advertising mana- 
ger of Aluminum Co. of America, 
and J. M. Sharp, his assistant, told 
how they keep management in- 
formed and sold on advertising; 
and Russell Applegate and Gilbert 
Miller of E. I. DuPont de Nemours 
& Co. showed the findings of the 
famous DuPont study of industrial 
advertising effectiveness, reported 
in detail in AA, Dec. 5, 1949. 

A. W. Lehman, managing direc- 
tor, Advertising Research Founda- 
tion, reported that the Continuing 
Study of Business Paper Reading 
is now fully under. way, with 
studies to be made of three publi- 
cations—American Builder, Chem- 
ical Engineering and American 
Machinist. He indicated that a 
fourth paper might be announced 
shortly. 


a Mr. Collins also presented a 
preliminary report on a survey of 
advertisers’ use and attitudes to- 
ward industrial shows and ex- 
hibits. A big majority—61%—re- 
gard shows as a means of selling 
products, but 10% consider them a 
“necessary evil,” and some say 
they are entered “from force of 
habit.” 

Sales and advertising depart- 
ments together select the shows 
in most instances, and regard them 
as both sales and advertising oper- 
ations, but in more than half the 
cases the advertising department 
pays the bill. In one-fourth of the 
cases it is split between adver- 
tising and sales, and in only one 
of five does the sales department 
pick up the tab. 

The ANA discussed radio and 
television at a closed session 
Thursday afternoon, and wound up 
its sessions here with a luncheon 
Friday at whieh Philip Graham, 
publisher, Washington Post, pre- 
sented a behind-the-scenes look at 
the operation of the top policy level 
in Washington. 

The group moved over to White 
Sulphur Springs. W. Va., for joint 
meetings with the American Asso- 
ciation of Aavertising Agencies 
Friday evening and Saturday 
morning. 
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NOW...MORE THAN EVER... 


HOUSE BEAUTIFUL 


SELLS BOTH SIDES 
OF THE COUNTER 


REVOLUTIONARY PRE-MERCHANDISING PLAN MULTIPLIES 
RETAIL IMPACT OF NATIONAL ADVERTISING DIRECTED 


TO AMERICA’S MOST SALES ACTIVE CONSUMER AUDIENCE 


With its May 1950 issue House Beautiful is em- 
barking on a new, highly accelerated pre-merchan- 
dising operation. This plan is designed to bring 
advance information on House Beautiful’s editorial 
and advertising pages to every retailer in the country, 
important to House Beautiful’s advertisers. 


In order to do this, House 
W HAT Beautiful is using multiple- 
page insertions in three lead- 


ing business papers reaching 
the three major industrial fields served by House 
Beautiful. These insertions will vary in size, as many 
as five pages being used on some occasions to carry 
the advance news on House Beautiful to dealers 
throughout the country. 

Labeled “Right from House Beautiful,” these big- 
space announcements will actually be a “magazine 
within a magazine.” Editorial material from the 
forthcoming House Beautiful pertinent to the mer- 
chandise sold by the dealers reading each business 
paper will be digested. Suggestions for tie-in promo- 
tions will accompany many of these dealer-slanted 
versions of House Beautiful’s editorial content. 

Window and interior display ideas will be pre- 
sented, calling upon the wealth of sales-producing 
material in each issue of House Beautiful for their 
inspiration. Newspaper ad headlines, copy angles, 
layout suggestions will be included. There'll be a 
column of radio and TV spot ideas for department 
and furniture stores picked from lead articles in 
the next House Beautiful. 

In short “Right from House Beautiful” will be 
House Beautiful itself — translated into terms that 
will help the retailer use each issue for maximum 
sales effectiveness. 

But that’s not all! 

Each monthly issue will contain an Advertisers’ 
Bulletin Board — a departmentalized listing of the 
products to be featured in the advertising pages of 
the forthcoming House Beautiful, together with the 
name of the manufacturer and any special message 
he has for his dealers. 

House Beautiful Display Cards, mounted with 
a House Beautiful advertisement, will be offered to 
the retailer free of charge. It will only be necessary 
for him to fill out a convenient coupon and return 
it to House Beautiful to avail himself of this service. 


“Right from House Beau- 
W uw t R t tiful” will appear every 
month in these publica- 
tions: Retailing Daily, 
& WH iN American Builder and 
Jewelers’ Circular -Key- 


stone. In the case of the latter two publications, it 
will appear in the issue dated one month earlier than 
the issue of House Beautiful being presented. In 
other words, the May issue of House Beautiful will 
be merchandised in the April issues of American 
Builder and Jewelers’ Circular-Keystone. 

In the case of Retailing Daily, “Right from House 
Beautiful” will appear on the first Monday of each 
month, preceding House Beautiful’s date of issue. 

More than 94,000 retailers and allied trades- 
people will be reached each month with this new 
pre-merchandising plan. Here’s the way they break 
down by retail classification : 

Home furnishings and furniture stores 8,173 

7 Department stores 3,122 

Floor covering specialty stores 624 

Curtain, drapery and upholstery stores 221 
Interior decorators 171 

Electrical appliance dealers 1,310 

Radio, music, piano and record dealers 668 
Automotive outlets 78 

Electric light and power companies 182 
Hardware stores 373 

Buying offices 87 

Building material and supply dealers 12,528 
Residential builders and contractors 39,805 
Architects 1,694 

Special trade contractors 9,758 

Retailers of jewelry and allied lines 15,488 


For years House Beautiful has, on 
WHY the basis of published statements, 

had a greater acceptance among re- 

tailers than any other consumer 
magazine. Currently, more than 50,000 persons in 
the retail trades purchase subscriptions to House 
Beautiful. This is voluntary recognition on their 
part of the fact that House Beautiful is the most 
authoritative and inspirational source for informa- 
tion on merchandise their best customers will be 
demanding in weeks to come. The retailer has 
learned, through first-hand contact with the con- 
sumer, that House Beautiful produces more Sales 
Action per copy than any other magazine. 

Why then does House Beautiful take this next 
broad step to implement further its effectiveness at 
the point-of-sales? 

The answer is important to you if you sell mer- 
chandise for the home, manufacture such products 
or distribute them. House Beautiful has for many 
years actively supported the idea that the closer the 
relationship between the retailer, the manufacturer 
and the national publication that serves them, the 
more sales the retailer will make, and the more sales 
the manufacturer will make. And that’s going to 
make House Beautiful more important, too. 

House Beautiful in itself has already demon- 
strated its ability to help the retailer make more 
sales. But it can be doubly effective if it also fur- 
nishes the retailer with detailed information in 
ample time for him to plan his promotion events 
to coincide with the peak home effectiveness of each 
issue of House Beautiful. 


House Beautiful 
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What makes a 
business grow? 


ONE REASON stands out more than others. 


And the more businesses you probe into the 
clearer it becomes. Your own business prob- 
ably confirms it. 


The life-giving force that assures business 
growth seems to be fresh new thinking by 
management. 

It pops up in analysis after analysis: as 
the weapon that keeps leaders invulnerable; 
as the panacea that rejuvenates failing busi- 
nesses; as the invincible force that pushes 
new businesses out of the “all others” cate- 
gory. 

You can write it as a theorem—almost as 
an axiom. Growth is surest where manage- 


ment periodically inspires fresh new thinking 
on all phases of its operation. 

We’ve built our own business by helping 
management to do just that on one phase of 
its operation—advertising. 

For over a quarter of a century we’ve made 
this our first and greatest responsibility — 

—to make sure that the thinking we put against 
our clients’ sales problems is fresh and new... 
and SOUND. 

As in most endeavors, long practice in- 
creases facility. 

This procedure is THE Y&R APPROACH. 
It’s effective for a lot of products. A lot of 
products in many different fields. 


YOUNG & RUBICAM, Inc. 


ADVERTISING + New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto Mexico City London 
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New Statistical Data on Point of Purchase 


The three drug products case histories whose point of purchase 
experience is catalogued in the A. C. Nielsen Co. findings reported 
in this issue should be of real value to advertisers concerned with 
the problem of securing more factual data on which to base adver- 
tising decisions. 

Factual, statistical and especially disinterested and unbiased data 
on the performance of any type of advertising or sales promotion 
medium is of the highest importance and value, and the Nielsen 
figures should be a useful addition to the data heretofore avail- 
able on point of purchase advertising. 

There is a great deal of other material on point of purchase ad- 
vertising in this issue, also, all of which ADVERTISING AGE is par- 
ticularly pleased to present because of our firm conviction that the 
best merchandising is that which closely and carefully integrates 
every step in the marketing process, from factory door to ultimate 
consumer. It is not too much to say that no “advertising campaign” 
ought ever to be discussed as such; and that the emphasis ought to 
be on a “merchandising campaign” in which every step in the move- 
ment of goods or services ought to be carefully developed and 
thought out, not in individual segments, but as essential parts of the 
one complete operation. 

But to return to statistical and factual evidence of the value of 
advertising and merchandising operations: Here is a field which 
in many respects is still an uncharted wilderness, and one in which 
the mathematician’s approach will never be the whole answer, 
because there is always the human factor to be considered. 

Yet, while every advertiser and every producer of advertising 
is impatient for more specific data which would tend to insure more 
profitable use of advertising and merchandising data, it might be 
well to point out that tremendous strides have been made, 

There will never be a slide-rule answer to selling goods and 
services, but certainly there have been substantial explorations 
down the scientific marketing path, and progress in this direction 
should be even more rapid in the future than it has in the past. 


The ‘Hidden Plug’ in Advertising 


There is a sudden upsurge of interest in the “hidden advertising 
plug,” especially as it has made its appearance on radio and television 
and in the movies. 

To a good many people in the business it is shocking to learn that 
these “hidden plugs” are available at more or less standardized 
fees, through third parties, and even more shocking to have the facts 
about the requirements for “merchandise presents” brought out into 
the open. 

Shenanigans of this kind deserve nothing but contempt, which 
apparently they have been getting from everyone except the man- 
ufacturers whose products get the hidden plugs, and who are then 
perfectly willing to pay off in cases of liquor, watches, automobiles 
or any other article of commerce. 

Deliberately building gags or situations around a particular prod- 
uct, in order to collect a fee or a gratuity, certainly ought not to be 
countenanced. And yet we hope righteous indignation will not de- 
velop to the point of ridiculousness. There are gags and situations 
which are funnier, or more realistic, or more convincing, when a 
particular watch or refrigerator or location is identified, rather than 
just any product or service or place. 

The criterion ought to be, always, the value of the mention to the 
entertainment or information value of the program. The solution 
seems to be for those who pay the costs of radio and TV shows to 
make certain that their writers, actors and producers are working for 
them, and not for some “hidden sponsor.” 


—This Week Magazine 
“By George, ! feel like a million dollars—before taxes, of course!’ 


What They're Saying 


Advertising Triumph on TV 

The casual credit, a device for 
getting a free plug on the air, is 
plaguing television as it for years 
plagued radio. This is the practice 
of fashioning a joke about say, a 
Bulova watch, rather than just 
any watch. 

The writers, the comedian, 
everyone gets showered with 
watches, the sponsor gets a cheap 
plug for his product and everyone 
is happy except the network 
which, after all, charges for that 
sort of service. 

Perhaps the most astonishing ex- 
ample of this gratuitous advertis- 
ing occurred the other day on 
“Studio One.” A girl was walking 
across the Brooklyn Bridge with 
a man who had lured her out there 
with the intention, for reasons I 
won’t go into here, of pushing her 
into the East River. 

In her moment of dire peril, 
she fell to discussing the evils of 
money: 

“Oh, what can money buy you?” 
she exclaimed. “A home, a new 
car, a few Ceil Chapman gowns,” 

It seemed an odd time to work 
in an advertisement for Miss Chap- 
man’s gowns on the brink, as it 
were, of the abyss. 

Still, it was an advertising tri- 
umph of sorts, the audience being 
at the time glued to their sets 
pleasantly titillated by the ap- 
proach of a murder that never took 
place. 

There is a great deal of this sort 
of thing going on more or less 
openly on television and it seems 
to me the broadcasters, for their 
own good, ought to stop it. 


—John Crosby, in his column in the 
New York Herald Tribune. 


Management's Role in the 
Care and Feeding of Ideas 

At this very moment, ideas are 
being born in the mind of the 
housewife for new household de- 
velopments, or of a country doc- 
tor for new medical aids; and in 


research laboratories all over the 
world. Other ideas are taking shape 
in the minds of economists, farm- 
ers, Managers, government work- 
ers, scientists, scholars, mechan- 
ics—of people of every descrip- 
tion . 

The care and feeding of ideas 
is a function of management which 
demands the full range of its 
talent...The manager’s first re- 
action in this role must be faith— 
a will to hear an idea out, the 
patience to study through and de- 
termine the reasons which may 
spell failure or success—faith to 
inspire others and to teach them... 
One of the most important attri- 
butes of enlightened management 
is a combination of faith with the 
ability to teach and inspire and to 
investigate, thus overcoming the 
common unwillingness to change 
which is so fatal to new ideas and 
progress. 

—Curtis H. Guger, Vice-President, 

General Foods Corp., speaking before 


the American Marketing Association, 
Dec. 27, 1949. 


Purpose of Advertising 

Purpose of most advertising is 
to stimulate people to buy a par- 
ticular product offered for sale 
by a particular seller. Despite 
some widely held misconceptions, 
advertising alone works no mir- 
acles. It is an important element 
in the modern marketing process, 
but it can produce consistently 
profitable results only when the 
entire structure is sound. 

The greatest advertising ap- 
propriations are devoted to prod- 
ucts of low unit value, frequently 
repurchased, and almost. univer- 
sally used. With such items the ad- 
vertising outlay to secure a new 
customer is almost always far in 
excess of the profit yielded by the 
initial sale. The advertising ap- 
propriation can pay out only if 
the new customers it wins can be 


held. 
—Robert F Elder, in “Advertising 
Handbook,” published by Prentice- 
Hall. 


Advertising Age, April 3, 1950 


Rough Proofs 


Arthur Godfrey promises to 
teach televiewers how to play the 
ukelele, and their neighbors should 
appreciate his forbearance in not 
demonstrating the trombone. 


The appropriate comment re- 
garding John Shaw’s $450,000 suit 
vs. Ford and JWT for alleged ap- 
propriation of the “feel of the 
wheel” advertising theme would 
appear to be, “The very idea!” 


There are some book publishers 
still in business who can remember 
when authors’ copy including cuss 
words was printed discreetly, 
thus: “D - - n.” 


John David’s comment, “The 
most masterly made suits and coats 
aren’t worth all the gold in Ft. 
Knox unless they flatter your fig- 
ure,” must have been written by 
the lyricist who composed the im- 
mortal line, “And that song ain’t 
so very far from wrong.” 


AA reports that you can now 
buy product plugs on network 
radio programs for a very modest 
fee. This arrangement must please 
everybody but the sponsor, the 
agency and the network. 


“Weimer urges cheesecake in 
industrial ads,” reports the world’s 
greatest advertising journal. 

In the spring, etc. 


Mrs. Ross, the Director of the 
Mint, says there’s no public de- 
mand for intermediate coins, 
but Ed Mehren is sure his demands 
have been made thoroughly public 
by this time. 


“You can’t make a bad cup of 
M J B coffee,” the outdoor poster 
says, but this may be the opinion 
of an optimist with insufficient ex- 
perience with inartistic housewives 
and restaurants. 


“Former visitors are Florida’s 
best boosters,” the news story says. 

Good wine needs no bush, but 
good resorts welcome boosts. 


“Beat Your Wife” is the title of 
a CBS radio show which sadistic 
listeners turn to gleefully, only to 
discover that it’s another quiz pro- 
gram. 


A. P. McNamee of McCall’s says 
too many appliance dealers have 
been franchised. They are likely 
to step on each other’s toes unless 
they get outdoors and start calling 
on their prospects at home. 


“Battle-tested mail-order copy- 
writer” is wanted by a New York 
agency, and naturally he will be 
able to display his wound stripes 
and battle stars. 


Point of purchase advertising, 
the experts say, makes it no longer 
necessary for the forgetful shopper 
to tie a string around her finger. 

Copy Cus. 
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*INV 
advertiser of a worthy product. 
Buy a four-color page in Coronet. 
If it doesn’t produce more inquir- 
ies (or direct sales) per dollar of 


cost than the same ad in Life, 
Look, Saturday Evening Post, or 
Collier's, then Coronet will RE- 
FUND THE FULL COST OF THE 


ORONET’S GUARANTEE is as simple, and as revo- 
lutionary, as that! 
We have file after file of proof that Coro- 
net's multimillion readers see Coronet 
advertising, believe in it, act on it. 


Why? Because the relationship between Coronet 


Because it’s a Trusted 


DVERTISI 
RESULTS! 


and its readers is something deeply different from 
that of the entertainment magazines. Only one other 
magazine evokes in its readers the same kind of con- 
fidence and loyalty. That one other magazine is, of 
course, Reader’s Digest. 

Coronet and its elder brother, Reader’s Digest, 
almost literally join the American family. Both 
Coronet and the Digest devote page after page to 
articles of service to the family. 

People believe in Reader’s Digest and Coronet, 
as they believe in a trusted friend of the family. 

Coronet is the only medium offering to adver- 
tisers this intangible but very provable power of 
reader-confidence. 


Today, Coronet makes this daring, un- 
precedented challenge: prove this 
unique selling power with your own ad- 
vertising—on a money-back guarantee. 


You can’t lose. You can win the most eagerly 
responsive family market in America! 
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“CORONET DELIVERS 
MOST BUYERS ircuation PER DOLLAR 


Multiple readership? You know a magazine like Coronet 
has it! (And independent research findings prove it.) 
BUT...like to start with old-fashioned paid circulation 
records? Like to continue with the obvious next step — 
circulation per dollar? You’re talking Coronet’s language! 


AVERAGE NET PAID 


CIRC. PER DOLLAR 
(based on 4- 
color page rates) 


**AVERAGE NET PAID 
A.B.C. CIRCULATION 


|. BPUPeTETELETe 225 
S. E. POST.......... 4,034,169......... 252 
COLLIER’S ......... 3,072,298......... 273 
To 3,041,630......... 253 
CORONET ...... pe ee 463 

**A.B.C, Publisher's Statements for 6 months ending June 30, 1949 


Yes! Coronet delivers almost twice as much net-paid- 
circulation-per-dollar as any of the four other mass- 
circulation magazines! 
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Powerful Mass Magazine 
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THESE AND MANY OTHER fine products and services 
‘ L A sold by mail, where results can be measured best .-- ts 
sae are advertised in Coronet. If you want proof that ; 
e- Coronet advertising gets results, get in on that history- 
Lit a, making Coronet guarantee. 4 | 
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Wine Advertising Regulations Summarized 


San Francisco—The Wine In- 
stitute has prepared, for the Wine 
Advisory Board, a 24-page digest 
of laws, regulations and inter- 
pretations governing wine adver- 
tising. Called an “advertising sum- 
mary,” and specifically tagged as 
“unofficial,” it revises the last 
edition, which was dated Sept. 10, 
1946. 

The Wine Advisory Board is an 
affiliate of the California State 
Department of Agriculture; Wine 
Institute is an association of Cali- 
fornia wine growers. 

The current edition brings the 
regulations up to date as of Feb. 
15, 1950. The summary says that 
proposed advertisements may be 
sent to the Wine Institute for re- 
view, for conformity to federal 
regulation, but warns that state 
and local clearance should be ob- 
tained from state or local control 
authorities. 

The summary covers federal ad- 
vertising regulations as to media, 
displays and signs, novelties and 
specialties, and references and il- 
lustrations. 


ws Also covered are state pro- 
visions, rules for cooperative ad- 
vertising, and placing of adver- 
tising material in stores. These 


BACKWARD OR FORWARD, 
“SERUTAN” SPELLS IT 
CIRCULATION ASSOCIATES 


No matter how you look.at it... head-on 
or through a mirror... you'll find the 
“Serutan” people spelling out the an- 
swers to all their mailing, sampling and 
other direct-advertising problems the 
same way...C-I-R-C-U-L-A-T-I-O-N 
A-S-S-0-C-I1-A-T-E-S! 


Says Harold E. Mertz, Promotion Di- 
rector of the company...makers of 
MO a “Nutrex,” “Sedagel” and 


“Circulation Associates is our 
entire Direct-Mail department, 
a tem all the functions of 
ist-maintenance, stencil-cutting, 
—— » mailing and other 
irect-Mail operations. 


“Since your organization is 
geared to this sort of work...and 
ours is not... we find it substan- 
tially cheaper as well as infinitely 
more satisfactory, to have you 
take this burden completely off 
our hands. 


“To anyone who thinks we’re 
tempting fate by putting all of 
our Direct-Mail eggs into your 

ket, we can only say that so 
far they've all hatched out per- 
fectly.” 


The “Serutan” company is just one of 
the scores of customers who feel pre- 
cisely the same way about Circulation 
Associates ...who use it as an efficient 
and inexpensive adjunct to their own 
organizations in the prepessies and 
distribution of their Direct-Mail...in 
the maintenance and building of their 
lists...and in all of the printing and 
processing operations that their adver- 
tising programs call for. 


Circulation Associates can function in 
that capacity for you, too...to your 
everlasting benefit. To find out pre- 
cisely how, write to the address below or 
call COlumbus 5-3150. 


CIRCULATION ASSOCIATES 


vary widely: Michigan allows ref- 
erences to wholesalers of wine, 
but not to retailers, nor may a re- 
tailer advertisement appear as 
supplementary to producer’s copy, 
and advertising space in retail 
premises may be obtained only by 
purchase or other valuable con- 
sideration. 

Other sections cover media, dis- 
plays and signs and novelties. 


a 


Another segment details copy 
and illustration requirements, and 
an appendix lists the industry’s 
statement of principles for adver- 
tising, adopted last April by the 
Wine Conference of America (AA, 
April 25, ’49). 


Rosemary McMurtry Promoted 


Rosemary McMurtry, formerly 
merchandise editor, has ap- 
pointed fashion director of Seven- 
teen. 


Issues Graphic Arts List 

The second edition of the “Index 
to the Los Angeles Graphic Arts 
Industry,” listing graphic arts pro- 
ducers in that area, has been pub- 
lished by Western Printer & Litho- 
grapher, Los Angeles. 


Seitz Joins Morrison 

Kenneth H. Seitz, former pub- 
lisher of the Pilot, West Bend, 
Wis., has joined Morrison Adver- 
tising Agency, Milwaukee, as ac- 
count executive. 


Advertising Age, April 3, 1950 
FM Installed on Railroad 


The Chicago, North Shore and | 


Milwaukee Railroad has just in- 
stalled FM radio service in one of 
its streamlined Electroliners be- 
tween Chicago and Milwaukee. 
WEAW, Evanston, IIl., handled the 
installation. 


Nancy Hughes to Von Zehle 

Nancy Bryan Hughes, formerly 
with Deutsch & Shea, has rejoined 
William von Zehle & Co., New 
York, as a copywriter. 
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Reasons Why Sales 
Drop Analyzed by 
Sylvania Official 
Detroir—“When sales fall off, 
the fault may be found in an in- 
adequate sales force or a poorly 
trained one, inadequate sales su- 


pervision, insufficient sales con- 
trols, inadequate advertising and 


bination of these faults,” B. K. 
Wickstrum, general sales manager 
of lighting products, Sylvania 
Electric Products, told the Sales 


’ |Executives Club last week. 


“Efficiencies in selling,” he said, 
“will have to come in the same 
manner as production efficiencies, 
namely, in mass operation with ex- 
pensive but highly productive 
tools. At present there is too much 


volume of sales at low sales costs.” 

Mr. Wickstrum named seven 
factors necessary to achieve pros- 
perity: “Keep costs down; ad- 
vance the scale of living; main- 
tain industrial peace; accept re- 
sponsibilities; avoid socialism; keep 
taxes down; and learn more about 
selling.” 


Rotman Heads Harshe 


Harshe Associates Inc., Chicago 
and New York public relations 
firm, has been elected president, 


following the death of Mr. Harshe. | § 


The company will continue to bear 
its present name, and to specialize 
in industrial public relations. 


Edits Airlines Paper 

Homer E.. Stricker, formerly 
assistant city editor of the New 
York Sun, has been named editor 


reliance on individualized selling} Morris B. Rotman, who has been|of “Flagship News,” American Air- 
promotion techniques, or in a com-|to bring about the desired mass| vice-president of William R.|lines bi-weekly newspaper. 


Diversions of Children 


Are Not Tax-Free! 


A tax on blowing bubbles? It is not called that in Federal, 
state, or municipal tax bills. But consider this: Recent re 
search turned up 154 hidden taxes on a cake of soap! 


Those who own no property and earn too little to pay income 
taxes may feel they are strangers to the tax collector. Not so! 
Their living costs include countless hidden taxes. Examples: 
78 different taxes on a quart of milk ... 151 on a loaf of 
bread ... 100 on an egg... 118 on a man’s suit... 125 on 


a woman’s cotton dress. 


Politicians depend on the old trick which magicians call “‘mis- 
direction” to confuse the public. They point to the heavy 
taxes on corporations and individuals in higher brackets as 
proof of their concern for the “common” man. This, they 
hope, will keep his mind off burdensome hidden taxes that 
take as much as thirteen cents of every dollar earned by those 


‘in the lowest income group. 


We, at Chilton, believe that the entire question of taxes 
should be brought out into the open . . . that now is the time 
to show that everybody is footing the bill for the “free” hand- 
outs politicians use to perpetuate their hold on public office. 


CHILTON COMPANY (INC.) 


Chestnut and 56th Sts. 100 East 42nd Street 


Philadelphia 39, Pa. ° New York 17, N. Y. 


CHILTON 
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THEY WILL 


LOOK UP TO YOU 
AND 


BUY 


WHEN PEOPLE are reading 
the pages of their church pa- 
pers, the advertising they see 
on the same pages with edi- 
torial matter of such charac- 
ter receives closer scrutiny. 

Their eyes see it more fa- 
vorably than when viewed on 
other pages, and they are 
more enthusiastic about the 
printed sales message which, 
so presented, appeals to their 
sense of loyalty to their church 
publications. 

Good advertising here pro- 
duces profitable results — 
quickly. 

Appraise this ‘‘unit."’ Ask 
for more information about it 
and the Catholic Market. 


1,292,698 


CIRCULATION WEEKLY 


Dur Sunnay Visitor 


~ Recister Unit 


ADVERTISING REPRESENTATIVE 


C. D. Bertolet & Co., Inc. 
30 N. Dearborn St., Chicago 2, Ill. 
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Goebel Brewing Opens Largest Drive; 
Territory Now Extends to 29 States 


Detroir—Using a new theme, 
Goebel Brewing Co., Detroit and 
Oakland, Cal., has launched its 
spring advertising drive, which 
calls for the greatest expenditure 
in the company’s history. It will 
carry the Goebel message into 
more states than ever before. 

While particular emphasis will 
again be placed on sponsorship 
of baseball broadcasts and tele- 
casts, the 1950 campaign wili chan- 
nel a larger percentage of the over- 
all ad budget into newspapers and 
outdoor posters. Radio spots are 
being carried on all radio stations 
in sales areas. 

Top media in Michigan will be 
the continued use of the Goebel 
baseball network, using 32 stations 
with WJBK in Detroit as the feed 
outlet. Goebel calls its network 
the largest regular baseball 
hookup in the country, except, cf 
course, for the World Series and 
All-Star games. 


@ The network will carry all De- 
troit American League games, 
when the Tigers are home and 
away. Also, 35 of the Tiger home 
games will be televised over Sta- 
tion WWJ-TV, Detroit. 

Harry Heilmann, former Tiger 
great and holder of .400 batting 
marks, will handle the broadcasts 
and telecasts simultaneously. He 
will not be assisted. 

Goebel will sponsor 100 broad- 
casts of the Oakland Oaks of the 
Pacific Coast League over Sta- 
tion KLX, Oakland, and will tele- 
cast 14 Oakland games over KGO- 
TV, San Francisco. Bud Foster 
will handle the word picture for 


STICK OUT 


your tongue at high ad- 
vertising costs. EYE* 


subjects monthly. FREE 
proofs No. 12. 
EYE*CATCHERS 
10 E. 38 St. NYC 16 


both broadcasts and telecasts. 

Detroit Tiger games will also 
be carried by Goebel over WTOD- 
AM in Toledo for daytime games 
and the company will sponsor 
games of the Toledo Mudhens of 
the American Association over 
WTRT-FM. 


s All copy for the new drive has 
been changed with the introduc- 
tion of “Brewster the Goebel 
Rooster.” 

Newspaper copy will shift to 
“‘Naturally better because it’s 
naturally brewed,’ says Brewster, 
the Goebel Rooster.” The ads will 
be in two colors where available. 
Newspaper emphasis will be cen- 
tered in Michigan, Indiana, Ohio, 
Illinois, the Philadelphia area 
and the Bay Area of San Fran- 
cisco-Oakland. Copy will be used 
in 29 states. 

Outdoor posters will be used ex- 
tensively in the Midwest and the 
San Francisco-Oakland district. 

Goebel, one of the largest mer- 
chandisers of the bantam bottle, 
will split its advertising to push 
the bantam bottle in some areas. 
In these areas it will be “Brewster, 
Goebel’s Bantam Rooster” who will 
be exploited. 

Brooke, Smith, French & Dor- 
rance here handles the account. 


Calpak Elects Granicher 


Irving H. Granicher, with Cal- 
ifornia Packing Corp. for 40 years 
and general sales director since 
December, 1948, has been elected 
a vice-president and director of the 
company and will serve as a mem- 
ber of the corporation’s executive 
committee. 


Calvert BB Calendar Out 

Calvert Distillers Corp., New 
York, has distributed its 1950 Car- 
stairs baseball calendar, which 
gives a page for every day of the 
1950 baseball season, listing Am- 
erican and National League teams 
and featuring a box score for local 
home games. 


The 


Elks market | 


for INSURANCE 


Of the 928,010* Elks who read THE 

ELKS MAGAZINE, 68.9% are home owners 
..- 51.9% maintain their own businesses 

. .. 83.3% own and operate one to three 
cars. As heads of their families and property 
owners, Elks know the value of financial 
assurance against accidents and other risks. 
Their interest in such assurance is 

evidenced by the fact that 92.6% of them 
invest in life policies. If your insurance plans 
benefit men of means, by all means tell The Elks. 


*A substantial bonus over guaranteed 
850,000, on which current rates are based. 
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Gelling Perscral 


Bill Nordburg, founder and managing director of Chicago Suburban 
Quality Group of weekly newspapers, is seeking renomination for 
trustee of the Sanitary District of Chicago in the Republican primary 
April 11, and expects to poll a substantial “advertising” vote. . . And 
Harry Grant, who heads his own advertising and public relations firm 
in Portland, Ore., has filed his candidacy for the Democratic nomination 
for treasurer of Multnomah County. . . 

Somebody in Portland cracked: “On the other hand, most any of the 
agencies will promise to pull a few rabbits out of a hat for you. . .” 
But there’s one—Searcy Advertising Agency—in the Oregon City that 
can do it any time. A commercial raiser operates next door and the 
animals burrow their way out and come over to nibble Morris Searcy’s 
grass. ... 

J. V. Ambrose, manager of the eastern advertising office of the 
St. Louis Post-Dispatch, is celebrating his 25th year of service with the 
paper. . . Sylvester S. May, city ed. of Daily News Record, a Fairchild 
publication, will be guest of honor at a dinner in New York April 11 
to mark his retirement under Fairchild’s retirement plan, after 40 years’ 
service. He will join the new business department of James Talcott Inc. 
on June 1... 
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Distillers 


of Brown-Forman 

Corp., plans to have his 98” sailfish mounted for his office in Louisville. The other 

lucky fishermen are Ad. Auriema (left), Brown-Forman exporter, and C. Frank Job- 

son, vice-president of Liquor Store & Dispenser, Conover-Mast publication. The 
scene is Acapulco, Mexico. 


PRIZE—J. Gordon Baquie (right), vice-president 


Albert Odell, vice-president and sales manager of Odell Co., Newark, 
N. J., was picked from the studio audience to bea contestant on the 
network television show, “Break the Bank.” Mr. Odell succeeded in 
tapping, not breaking, the “bank” for a considerable amount of cash. 
His success may be attributed to a queer twist of luck, for “Break the 
Bank” is sponsored by Bristol-Myers for Vitalis, and Mr. Odell and his 
company are the owners of Trol hair tonic. . . 

Louis W. Bleser, sales representative for Dell Publishing Co., hit the 
musical jackpot when two of his popular songs were broadcast over 
WNEW, New York, on two successive days. On March 3 Jimmy Atkins, 
vocalist, and the Roy Ross Trio swung into “Traveling Down the Road 
to Yesterday,” and on the following day Peggy Ann Ellis sang Mr. 
Bleser’s “Nothing to Do” with the same trio for musical background. . . 

Viola Noble, publicity director of Clarke’s, Tulsa, Okla., was given a 
civic achievement award by the Tulsa Chamber of Commerce for her 
work as general publicity chairman of the Tulsa Community Chest. . . 


There’s a new chapter of Alpha Delta Sigma, honorary ad fraternity, 
at the University of Denver, named for Merlin H. Aylesworth, a DU 
alumnus and former president of NBC. H. W. Hailey, business manager 
of the Rocky Mountain News, spoke at the inaugural ceremonies. . . 
And a new chapter of the fraternity in Dayton has been named for 
Kenneth Dameron, of Ohio State University. F. Robert Harwood and 
Edgar Phillips Jr., of Hugo Wagenseil & Associates, Dayton agency, are 
professional charter members of the chapter. . . 

Elliott V. Bell, chairman of the executive committee of McGraw-Hill 
and of the board of editors of Business Week, has been appointed a 
member of the New York State Power Authority by Governor Dewey... 
New California state administrator for the American Veterans’ Com- 
mittee is Erwin H. Klaus, marketing director in the San Francisco office 
of Buchanan & Co... 

The Springfield, Mass., Better Business Bureau has elected Edward 
J. Breck, v.p. and general manager of John H. Breck Inc., as its presi- 
dent. . . William S. Paley, CBS chairman, is a newly appointed trustee 
of Columbia University. . . 

Judges at the annual Canadian Men’s Apparel Fair in Toronto picked 
J. E. (Ted) Campeau, president of Station CKLW, as one of Canada’s 
ten best-dressed men. . . 

At a recent civic luncheon in Milwaukee, the toastmaster did a splendid 
job of introducing Frederick Miller until the punch line. “I give you,” 
he said, “Frederick Miller, president of the Brewer Milling Co.” . . 

I. E. Showerman, National Broadcasting Co. vice-president in charge 
of activities in the Midwest, gave his predictions for television’s next 
five years to graduating students and their guests at the Twin City 
Television Lab, Minneapolis, March 18. . . 

Elizabeth Firestone, composer-pianist, Harvey S. Firestone Jr.’s 
daughter, made her television debut on NBC’s “Voice of Firestone” 
simulcast program March 20. She was accompanied by Howard Barlow 
and his orchestra playing her own composition, “Concertino.” . . 

Richard Rimbach, president of Gardner, Robinson, Stierheim & Weis, 
Pittsburgh exhibit builder, and publisher of Instruments, left March 28 
for an extensive European trip to study advances in the manufacture 
and marketing of industrial and scientific instruments. He’ll visit the 
big industrial fairs in several countries. . . 
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Heinz Uses Papers, 
Outdoor, Radio for 
Baby Food Campaign 


PrrrspurGH—H, J. Heinz Co. this 
week is breaking a heavy push 
for Heinz baby foods on 24-sheet 
and 3-sheet outdoor posters 
throughout the country. 

The outdoor phase of the cam- 
paign will continue through Na- 
tional Baby Week, April 30-May 6. 
On April 27 and 28 the company 
will run 980-line ads in morning 
and evening newspapers in major 
markets. 


ws Newspaper copy will feature a 
coupon deal. Coupon-clipping 
mothers will be entitled to a pack- 
age of pre-cooked cereal or oatmeal 
with the purchase of six packages 
of Heinz strained foods or junior 
foods. 

Heinz’ continuing direct mail 
program to mothers will continue J 
the coupon offers, as a supplement 
to the campaign in other media. 

In addition, Heinz’ “Ozzie & Har- 
riet” show on the ABC network 
(9-9:30, Fridays) will plug the 
baby foods, and company salesmen 
will distribute point of sale ma- J 
terial to food stores. 

Maxon Inc., Detroit, is the agen- 
cy. 


Larger Budget Set 
for Fedders-Quigan 
Air Conditioners | 
* BurraLo—Fedders-Quigan Corp. | 
has appropriated a record adver- 
tising budget for the introduction 
of several new models of its room | 
air conditioners, according to Rob- 
ert E. Cassatt, advertising manager. 

Most of the appropriation will 
be spent in newspapers in major 
markets throughout the country, 
the remainder to be used for 
television spots and space in busi- 
ness papers. 

This will probably be a “banner 
year” for the industry, said Mr. 
Cassatt. Last year, he said, his 
company showed a sales increase 
of more than 100%, and the in- 
dustry “has merely scratched the 
surface of the market potential.” 

The account is handled by the 
Buffalo office of Batten, Barton, 
Durstine “& Osborn. 


Ford Dealers Take ‘Ball Game’ 
Chicago area Ford Dealers will 
sponsor the television show, “To- 
day’s Ball Game,” which is a 15- 
minute re-creation of the Cubs 
and Sox home games, on Mondays, 
Wednesdays and Fridays over 
Station WNBQ. The program, pre- 
sented on film nightly at 10:15, 
starting April 18, will be sponsored 
other nights of the week by 
Schoenhofen-Edelweiss Brewing 
Co. J. Walter Thompson Co. han- 
dles the Ford Dealers account and 
Olian Advertising Co. is the agen- 
ey for Schoenhofen-Edelweiss. 


Van Cleave Joins Strickler 

Bruce Van Cleave has joined 
Strickler Mfg. Co., Chicago, de- 
signer and builder of trade show 
and permanent displays, as sales 
manager. He was with Cosmopoli- 
tan for many years and previously 
was with National Broadcasting 
Co. and Portland Cement Associa- 
tion, Chicago. 


PASTE PAPE 


UNION RUBBER & ASBESTOS Co. 
TRENTON, WN. J. 


BEST-TEST MAKES PASTING A PLEAS 
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St. Louis, steeped in cultural tradition dating from the days of the pioneer West, is 
also steeped in the national sport — baseball. Sportsman’s Park, home of the famed 
National League baseball club, The St. Louis Cardinals, often draws tremendous 


crowds like the one in this picture. But LIFE’s weekly audience in the immediate 
St. Louis area alone would fill all the 33,000 seats in Sportsman’s Park 10 times over. 
(For a “baseball opinion” of LIFE, by the President of the Cardinals, see below.) 


What happens when 
LIFE hits St. Louis? 


“LIFE is a tremendous factor in making baseball’s 
most dramatic moments news events of interest to 
the entire nation,” says Fred M. Saigh, President 
of the Cardinals, “and right here in St. Louis, I’m 
sure that baseball in LIFE means more fans watch- 
ing our ball team in Sportsman’s Park.” 


ONCE FAMED as the bustling jumping-off place 
for the pioneer West, St. Louis has retained a char- 
acter and individuality all its own. 

In many respects St. Louis is different from 
every other U. S. metropolis. For example, there 
are more wholesale outlets in St. Louis than in 
any other city of its size; and there are more 
libraries than there are night clubs. 

But in one respect St. Louis is like any other 
American community. And that is in its response 
to LIFE . . . in the way its citizens regard LIFE as 
the most fascinating, most exciting of all magazines. 


In St. Louis (population 1,470,000) 22%, 
of all the people over 10 years old are LIFE 
readers every week, week after week. On 
these people, and on this city, LIFE has a 
local impact and local influence not 


equalled by any other magazine. 

The force of this impact — on many dif- 
ferent kinds of people, in many different 
phases of the city’s life — is revealed to 
some extent by the pictures and text on 
the following pages. 

Across the nation, in city after city, town after 
town, hamlet after hamlet, LIFE has this same 
kind of /ocal influence. 

For, across the nation, LIFE is read in one out 
of every three families — by far the largest audi- 
ence of any weekly magazine. 

The size of this audience — and LIFE’s power- 
ful impact on it — are the reasons why advertisers 
invest more dollars-for-selling in LIFE than in any 
other magazine, more than in any broadcasting 
network. 
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ONLY LIFE HAS THIS KIND OF LOCAL IMPACT 


IN ST. LOUIS AND 


ZOOLOGIST 


George Vierheller, Director of the St. Louis Zoo, reports on the result of a recent 
LIFE article on his performing chimpanzees. “We found that we received a tre- 
mendous mail response from all over the country and an even greater personal response. 
I attribute a great increase in visitors to the Zoo to the LIFE story on our chimps.” 


MUSEUM DIRECTOR 


Perry T. Rathbone, Director of the City Art Museum, knows that LIFE’s impact 
has a definite, immediate, and tangible effect on the attendance figures at the Museum. 
On Sunday, March 5, just 2°days after the Museum’s Mississippi River paintings 
had appeared in LIFE, attendance was nearly double that of the previous Sunday. 


OPERA MANAGER 


Paul Beisman, who is Manager of St. Louis’ Municipal Opera, says: “LIFE has terrific 
pulling power with theatergoers in the St. Louis area. We got hundreds and hundreds 
of letters as a result of just one mention of our opera in LIFE.” Adds Mr. Beisman, 
“In my opinion, LIFE has the most responsive audience of any national magazine.” 


Joe Machatschek, St. Louis baker, tells what happened as a result of this LIFE picture 
of Vice-President Barkley’s wedding cake. “Demand increased immediately for a cake 
just like the one in LIFE.” Adds baker Machatschek about the local power of LIFE, 
“That one picture established a definite trend in wedding cakes here in St. Louis.” 
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ACROSS THE NATION 
-- + ON SO MANY DIFFERENT PEOPLE 


PUBLISHER SOCIALITE 
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Joseph Pulitzer, journalist of world-wide renown, publisher of the newspaper, Barbara Budke, attractive young St. Louis debutante, was the subject of just one 
St. Louis Post Dispatch, is well aware of LIFE’s local impact. Mr. Pulitzer has this to picture in LIFE during a drive to get citizens of St. Louis X-rayed for tuberculosis. 
say: “LIFE continues to speak the universal language of pictures as it has never been The results: the local T.B. Chapter immediately got a marked increase in offers for 
spoken before. Its impact on the Middle West is always great, often tremendous.” voluntary service; and Barbara got a flood of letters from all over the United States. 


BANKER WHOLESALER 


William L. Whitehead, advertising manager of the Interstate Supply Co., RCA Vic- 
Louis Union Trust Company, is also an enthusiastic LIFE reader. Bank President tor’s wholesale distributor, knows the influence of LIFE on dealers. He says: “We are 
Calhoun has this to say about the magazine: “LIFE gives a remarkably broad coverage extremely thankful when our manufacturers use. LIFE to pre-sell consumers and stimu- 
of a great variety of topics of interest and importance to citizens of the Midwest.” late retailers in St. Louis. People buy known products, and know them best from LIFE.” 


David R. Calhoun, Jr., who is President of one of Missouri’s famous banks, The St. 
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Only LIFE has this kind of local impact 
»»-On sO many different merchants 


DEPARTMENT STORES 


Adrian Delsman, Display Director at the nationally known department store Famous- 
Barr, says: “We have found many of LIFE’s presentations of trends and fashions 
in merchandise to be timely, of real news value and interesting to customers. They 
have formed the basis for effective tie-ups that have produced excellent sales results.” 


FOOD STORES 


t 


‘Ho th bh Eb iite Hilo 


(Lobb SIMS KG | 


Frank Flotken, super market owner is one of many St. Louis retailers in all lines who 
promote LIFE-advertised products in their stores. Sales-minded Mr. Flotken reports: 
“During the one week of my LIFE promotion, sales jumped 15%. And jumping sales 
that much in a single week is a dollars-and-cents tribute to LIFE’s advertising impact.” 


DRUG STORES 


we rrewews 


T. $. Krummenacher, St. Louis druggist, recently staged a store-wide LIFE tie-in pro- 
motion. “This promotion,” he says, “certainly showed the influence LIFE has on 
consumers here in St. Louis. We got a good increase, both in store traffic and in sales.” 


APPLIANCE STORES 


ad 


As Hee aah at ie 


Ju. 


Leonard Fleck, owner of the Record Mart, says: “We’ve had lots of comment on our 
advertised-in-LIFE display. Even local merchants have come in to compliment us. 
Every news dealer in my neighborhood says LIFE is the biggest-selling magazine.” 


LIFE moves goods . . . because LIFE moves people 
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Gray Tells Esso 
Success with 


Appoints Poyntz Agency 

Alford R. Poyntz Advertising, 
Toronto, has been named to handle 
the advertising of Plate & Struc- 
tural Steel Sales Ltd., Toronto. 
Trade publications, followed by 


Ad Repetition 


Hot Sprincs, Va.—A strong en- 
dorsement of repeated advertise- 
ments as one means of saving a 
substantial portion of the $500,- 
000,000 spent annually for pre- 
paring ads was voiced at the As- 


ANA Meeting 


sociation of National Advertisers 


Gray, advertising manager, Esso 
Standard Oil Co. 


of repeating ads, Mr. Gray said, 
Esso first re-ran a number in busi- 
ness papers, then began repeating 
ads in newspapers. He showed one 
_ institutional ad originally tested in 
a limited list of newspapers and 
subsequently repeated in the same 
area and throughout Esso territory. 
Inconclusive readership ratings in- 
dicate that it did as well on the re- 
peat as it did the first time it ran. 
An ad on the independence of 
Esso dealers has been run three 
times without change, he said, be- 
cause “we have found no other 
that does a better job than this ori- 
ginal attempt.” 


ness of every outdoor poster it uses, 
Mr. Gray was able to cite specific 
figures on a number of repeated 
messages in this medium. He 
showed five different posters 
which had been repeated, all with 
good ratings the second time, and 
concluded: “We repeat radio and 
television commercials too...but 
we don’t have much evidence in 
these fields as to the effectiveness 
of the second or third repetition... 

“We all know that repetition is 
the very essence of advertising, al- 
though the theory is applied gen- 
erally to advertising themes or 
ideas, rather than to _ specific 
ads...Most every good advertiser 
believes in consistency. Isn’t re- 
petition of specific ads merely an 
extension of the theory of con- 
sistency of theme? 

“Doesn’t it all boil down to this? 
The combined opinion of ad ex- 
perts is that repetition of a good 
idea is sound. There is some evi- 
dence to prove this. There is no 
evidence to indicate that it’s bad. 
I think we should be willing to 
pay the bill to find out more about 
it. I’m confident we will wind up 
by saving a substantial part of that 
bill for a half a billion dollars.” 


‘Charm’ Appoints Pineles 

Cipe Pineles, formerly art di- 
rector of Seventeen, has been ap- 
pointed to a similar position with 
Charm. She also was art director 
of Glamour for five years and as- 
sistant to the art director of Conde 
Nast Publications for ten years. 


Joins Cramer-Krasselt 

James W. Murphy, formerly ad- 
vertising and sales promotion man- 
ager of three Dallas subsidiary 
companies of Blair Holdings Co., 
has been named an account ex- 
ecutive of Cramer-Krasselt Co., 
Milwaukee agency. 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door Selling — better known 
as DIRECT SELLING — is building 
yy ry for many manu- 
ers. It may be your answer to 
dwindling volume, vanishing profits, 
soaring and cut-throat com 
tion. lling is fully ex lained 
Eibociaming boo et—mail 4 
write on your letterhead. 


OPPORTUNITY MAGAZINE 


meeting here Wednesday by Robert | 


Intrigued with the possibilities |} 


direct mail to industrial concerns, 
will be used. 


To Armstrong. Schleifer 
Armstrong, Schleifer & Ripin, 
New York, has been named by 
Browne Vintners Co. to handle 
the advertising for Kijafa wine, 
an import from Denmark. 


Simmons-Boardman Adds 5 


Five additions have been made 
to the advertising sales staffs of 
magazines published by the Sim- 
mons-Boardman Publishing Corp., 
New York. Joseph S. Holzer, for- 
merly with Nation’s Business and 
the Dell Publications, has joined 
the American Builder. Abner S. 
Waldman has been transferred 
from circulation to sales on the 
Marine Engineering & Shipping 
Review, and will cover the Cleve- 
land territory. George K. Konz has 
joined the same paper in New 


York. He was formerly with the 
National Union Radio Corp., New- 
ark, N. J. Walter M. Steppacher 
has been assigned to the company’s 
four railway magazines in New 
Nae and William G. Vanderpool 
has been assigned to the same mag- 
azines in the Chicago office. 


Promotes Dunford 


Transfilm Inc., New York, has 
promoted T. J. Dunford, who has 
been in charge of slidefilm produc- 
tion, to general production man- 
ager. Mr. Dunford joined Trans- 


21 


film in 1946 from the Jam Handy 
Organization, film producer. He 
will be in charge of budgets and all 
scheduling for Transfilm produc- 
tions. 


BIDDLE CO. 


Advertising 


Bloomington, Ill. 
Moving to new quarters at 814 North 
Main St., same city, between April 15 
and May 1. 
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French Shopkeeper 
Pleased by Results 
of Market Research 


Paris—Several weeks ago, an 
enterprising owner of a small gen- 
eral store, selling textile goods in 
a provincial French town of 60,000 
inhabitants, decided to conduct a 
market research project. 

As told by Baptiste Renard in 
the current issue of Vendre (the 
French publication devoted to sell- 
ing), the shopkeeper appropriated 
10,000 francs (less than $30) to 
finance his project. 

The results he obtained are 
somewhat surprising. He found, 
for example, that about 95% of his 
customers prefer buying in a store 
to buying at a market. French 
markets, held once or twice week- 
ly, are traditionally popular. 

Moreover, despite the fact that 
French stores are usually highly 
specialized shops, 84% of their cus- 
tomers said they prefer to shop in 
a general store. 


ws About 84% also admitted that 
they would like to be given a 
petit cadeau, but 77% realize that 
if they were given a gift, the cost 
would be included in the price of 
the goods sold. And 94% are def- 
initely opposed to instalment pay- 
ments. 

There are, of course, a number 
of limitations regarding the use- 
fulness of his results. The study 
was made in a relatively small 
provincial city. The respondents all 
were customers of the store, and 
had already made a selection of 
their shopping place, and the tech- 
niques of selecting the sample and 
interviewing were not disclosed. 

The shopkeeper found, however, 
that his customers prefer, in order, 
newspaper display ads (82.8%); 
cinema screen slides (36%); news- 
paper ads featuring one item 
(23.4%); radio (2.7%); window 
displays (2.7%); painted theater 
curtains (1.8%) and _ posters 
(0.9%). 

And since the entire project 
cost him less than $30, he’s happy. 


"Westchester Home’ Starts 


The first issue, dated April, of 
Westchester Home Magazine is off 
the press. Headquarters are in the 
County Press Bldg., Croton. on 
Hudson, N. Y. William R. Barker is 
editor, William F. Treadwell is 
managing editor, and Julian B. 
Moss is business manager. 


LEAVE A 
LASTING REMINDER! 


The surest way to be remem- 
bered is to place your name 
and business on a Gits Quality 
Plastic Product. Inexpensive! 
Practical! Truly a friendly, ef- 
fective reminder that will serve 
24 hours a day for along time. | 
There's a wide selection to 
choose from, ranging from 
$2.50 per 1000 to $10.00 per 
item. Ask your specialty job- 
ber to see these lasting, color- 
ful items, or mail coupon 
below for catalog and prices. 


c= -GITS MOLDING CORP. ———" 
4646W. HURON ST., CHICAGO 44, 1LL. | 
| © Please send me cataleg and price list of 
Gits Quality Plastic Items. 
NAME 
i ADDRESS 
a mew BEAT csccssns 
| © Please also send suggested ways for using 
Gits Advertising Specialties and Novelties. 
Our business is .... See. BLS SS Tees 
| We sell ©) direct to consumers, CL) jobbers, 
| Cideciers,  monufocturers, 9 
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Burke Retains Agency 

Chambers & Wiswell has been 
retained to handle advertising 
for Burke Distributing Corp., Dor- 
chester, Mass., recently appointed 
metropolitan Boston distributor of 
Miller High Life beer. 


Plans Three Shoe Drives 

T. Sisman Shoe Co., Aurora, 
Ont., plans separate campaigns 
this spring for Scampers, Tredders 
and Thoro-bilts, all children’s 
shoes. E. W. Reynolds, Toronto, 
is the agency. 


Douglas Joins Lakeside 


Newhall Douglas, formerly New 
England sales manager for Cos- 
mopolitan, has been appointed 
general manager of Lakeside Pub- 
lishing Co., New York, publisher 
of Practical Home Economics. 


Hawkins to Hauserman 

Kenneth Hawkins, formerly with 
Meldrum & Fewsmith, Cleveland, 
has been appointed advertising 
manager of E. F. Hauserman, 
Cleveland, maker of movable 
steel building interiors. 


Loomis Appoints Van Slyck 

Loomis Industries, Piedmont, 
Cal., has appointed Phil Van Slyck 
Advertising Agency, San Fran- 
cisco, to handle advertising. Trade 
publications will be used to pro- 
mote the company’s portable draft- 
ing machine. 


Dell Moves Chicago Office 

The Chicago office of Dell Pub- 
lishing Co. has moved to the La- 
Salle-Wacker Bldg., 221 N. La- 
Salle St., Chicago 1. 
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S. H. Camp Names Walsh 

S. H. Camp & Co. of Canada Ltd,, 
Windsor, manufacturer of scien- 
tific supports for women, has ap- 
pointed the Windsor office of 
Walsh Advertising Co. to handle 
publicity. 


Clampitt Joins ‘Miami News’ 

Fred Clampitt, formerly news 
editor for Station WIOD, has been 
appointed promotion manager of 
the Miami Daily News. He suc- 
ceeds F. C: Mike Schindler, re- 
signed. 


THERE'S A SPECIAL 


Mi 


. 


iM 


COVERAGE PROBLEM ON 
THE PACIFIC COAST, TOO! 


W. HAVE A SPECIAL PROBLEM out here on the West Coast 
because we're different—geographically and geologically. The Pacific Coast is a big area. It’s broken up 
by mountains as high as 14,495 feet, and the marketing areas are far apart. 

The great distances between markets, the mountains, the low ground conductivity—all make long-range 
broadcasting impractical. Yet Don Lee is the only network out here that does not rely on long-range 
broadcasting. Only Don Lee is especially designed for the Pacific Coast. 

Only Don Lee offers a radio umbrella for each of 45 local markets—a local network outlet of the proper 
size to completely cover that market for the least possible amount of money. 

Equally important, with Don Lee—and only with Don Lee—you can get radio coverage to meet 
specialized distribution requirements. You buy all or part of Don Lee’s 45 stations to get coverage of all 
or part of 45 local marketing areas—with no waste. 


LEWIS ALLEN WEISS, Chairman of the Board + WILLET H. BROWN, President + WARD D. INGRIM, Vice-President in Charge of Sales 


1313 NORTH VINE STREET, HOLLYWOOD 28, CALIFORNIA * Represented Nationally by JOHN BLAIR & COMPANY 
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Of 45 Major Pacific Coast Cities 


ONLY 10 3 8 24 

have stations have Don Lee have Don Lee have Don Lee 
of all 4 and 2 other and 1 other and NO other 
networks network stations network station network station 
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‘Plant’ Opens Chicago Office 

The Plant, published in St. 
Joseph, Mich., has opened a Chi- 
cago office at 306 N. Michigan 
Ave., headed by W. W. Brown, 
vice-president of the publication 
and general manager of the Chi- 
ago district. 


Cooper Joins FC&B 

Eugene W. Cooper has joined 
the San Francisco staff of Foote, 
Cone & Belding as an account ex- 
ecutive. He formerly was with the 
agency’s Chicago office. 


NIAA Series of Ads in ‘WSJ’ Delayed 


New YorK—No publication date 
has been set for the series of edu- 
cational ads on industrial adver- 
tising to be run in the Wall Street 
Journal by the National Industrial 
Advertisers Association. The series 
has been planned since last Oc- 
tober (AA, Jan. 23). 

Bernard M. Dolan, NIAA presi- 
dent, and manager of sales and 
advertising of Peter A. Frasse & 
Co., New York steel distributor, 


told AA last week that ‘30 chap- 
ters of the association have sub- 
mitted ads to the NIAA committee 
on industrial advertising effective- 
ness. 

None of the ads has received the 
committee’s final okay, Mr. Dolan 
said, but “several could be plated 
tomorrow, or as soon as the com- 
mittee has made its selections of 
the initial ads in the campaign.” 

The committee is now working 


on problems of scheduling and 
continuity, Mr. Dolan said, and 
wants to have a sizable backlog 
before launching the series. 


@ It is likely to be well into May 
before the campaign starts, Mr. 
Dolan said, although there is a 
possibility that it may get under 
way earlier if the committee is 
able to work out a set schedule, 
All of the local chapters are co- 
operating, Mr. Dolan added, “but 
to do the kind of a job that NIAA 


On the Pacific Coast, about 14 million people spend 15% billion dollars per year. Only Don Lee sells 
them where they live. And Don Lee sells them from their own local network stations with all the local 
selling influence enjoyed by such a station. 

If you're selling Pacific Coast consumers (whether you're selling all or some), remember our specialized 
coverage. Use the only radio network especially designed for the Pacific Coast: Don Lee. 


Don Lee Stations on Parade: KYNI—COEUR D’ALENE, IDAHO 


25,800 people spending over 18 million dollars a year in retail sales. That's the market measure of Kootenai County in 
northern Idaho. Coeur D'Alene is the marketing as well as the geographical center of the county which has only one net- 
work station—KVNI. This kind of network coverage—rrom wirHin—is exclusive with Don Lee. Don Lee uses 45 stra- 
tegically located stations to reach 99.8% of Pacific Coast people where they live—where they spend their money. 


The Natwn’s Greatest Regional Network 
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wants to do requires time.” 

Schuyler Hopper, chairman of 
the committee and president of 
Schuyler Hopper Co., industrial 
advertising agency, has been work- 
ing himself and his committee 
overtime, Mr. Dolan said, and as a 
result Mr. Hopper is temporarily 
“under the weather with an at- 
tack of grippe.” 


CKNW Appoints Two 

Don MacLeod has been ap- 
pointed commercial manager and 
Al Klenman has been made an ac- 
count executive at Station CKNW, 
New Westminster, B. C. MacLeod 
formerly held the same position 
at Station CHUM, Toronto, while 
Klenman was_ associated with 
Station CKMO, Vancouver. 


Morgan To Allied Syndicates 
C. T. Morgan, formerly assistant 
to the president of National Broad- 
casting Co., New York, has joined 
Allied Syndicates Inc., New York 
and Washington public relations 
counsel. Before joining NBC he 
was public relations and publicity 
director of the French Line. 


~ Best Buy in- 
SOUTHERN © 


NEW ENGLAND 
_WTIC 


BEST BUY ON 
WTIC 


“Strictly Sports” 
with 
BOB STEELE 


6:15-6:25 PM 
Monday, Wednesday, Friday 
Alternate days sponsored 
by Camel Cigarettes 
since November, 1946 


City Hooperating 
October, 1949-February, 1950 inclusive: 


13.2 


Call WEED & CO. 
for details today 


PAUL W. MORENCY 
Vice President-General Manager 


WALTER JOHNSON 
Assistant General Mgr.-Sales Mgr. 


WTIC’s 50,000 Watts 
Represented nationally by 
WEED & COMPANY 
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Food Promotions 


in CHICAGO it's the HERALD-AMERICAN 


Chicago’s four leading food chains, Page Units Placed by Chicago’s Four Largest om 
which operate 852 retail stores in Food Chains in Chicago Weekday Newspapers total 
the Chicago area, bought more page w 
units of advertising in the Herald- HERALD- HERALD- | 
: : : FEAT SERRA ew ere Cee AMERICAN ; 
American during 1949 than in any acer sce 
other Chicago newspaper. 
ec Doany 
The Herald-American was the choice of NEWS 
Chicago’s largest food advertiser, the National SUN- 284 
Tea Co., to carry the largest single food ad- TIMES 
vertisement ever published in Chicago—an —_ SUN- 
18-page section that broke all company = 
records for sales.. (tabloid) 
Because, week in, and week out, the Herald- 
American sells Chicago’s young, active, able- a 
to-buy family market, it carries 48% of the ages 
, total linage for 318 National Tea Co. Stores; 
42% of the total advertising of 133 Kroger oe RRR }reinuxe Revs 
Food Stores, 35% of the total linage for 248 | a 74 
A&P Stores, and 29% of the total linage for | 
153 Jewel Tea Co. Stores. Of Chicago’s leading 
| 


voluntary chains, Grocerland, serving 155 
stores, broke all sales records last year adver- 


tising exclusively in the Herald-American. \S — a — 
HERE IS A CLOSE-UP OF THE 


For a BIG job in the BIG Chicago market, HERALD-AMERICAN’S BIG WOMEN’S MARKET ae 
sell the half-million Chicago housewives who i 


I buy for 17% larger families by turning first 
to Chicago’s largest evening newspaper. Ask 


757,750 women in Metropolitan Chicago read the evening Herald-American 

38.8% of ALL women in Metropolitan Chicago read the evening Herald-American 
4 z (15 years of age and over) 
the Hearst Advertising Service representative 503,146 housewives in Metropolitan Chicago read the evening Herald-American 
nearest you. These figures are from a survey made by Alfred Politz Research, Inc. 


ATIONALLY REPRESENTED aa ee HEARST ADVERTISING SERVICE 
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m Johnson Offers 
| ‘Giant Can’ of 
Glo-Coat in Drive 


Racine, Wis.—S. C. Johnson & 
Son will launch a six-week spring 
clean-up sales promotion drive 
with the April 11 NBC “Fibber 
McGee and Molly” show (Tues- 
days, 8:30 p.m., CST). On the 
program, the company will an- 
nounce a “giant can” offer—spe- 
cial cans containing one-and-a- 
third pints and one-and-a-third 
quarts of Johnson’s Glo-Coat for 
the regular price of pints and 
quarts. 

The radio kick-off will be fol- 
lowed by a page in Life on April 
21, featuring the same Glo-Coat 
offer. Ads for other Johnson prod- 
ucts will appear, starting this 
month, in American Home, Better 
Homes & Gardens, Collier’s, Good 
Housekeeping, Ladies’ Home Jour- 
nal, The Saturday Evening Post 
and Woman’s Home Companion. 


s Ads will appear in 196 news- 
papers from coast to coast during 
the campaign. Each ad will feature 
the “giant can” get-acquainted of- 
fer. 

In addition to plugging the Glo- 
Coat offer, the radio show on April 
11 will help neighborhood retail 
dealers by emphasizing the line of 
spring clean-up supplies they carry 
(brooms, mops, wall paper clean- 
ers, etc.). 

Needham, Louis & Brorby, Chi- 
cago, is the agency for Johnson. 


Carl Dittman Joins 
‘Outdoor Life’ Statf 

Carl Dittman, until recently 
with the Macfadden Publications, 
has joined the advertising staff 
of Outdoor Life, New York. Mr. 
Dittman was referred to inadvert- 
ently in the March 20 issue of AA 
as Paul. His name is Carl. 


Coleman Names Oftice Heads 

W. F. Coleman Co., publishers’ 
representative with offices in 
Seattie, Los Angeles and San 
Francisco, has appointed Jerome 
T. Jontry as manager in Los 
Angeles, and Albert M. Tewks- 
bury as manager of the San Fran- 
cisco office. 


Don Holm Joins Hyster Co. 


Don Holm, free-lance writer, 
has joined the sales promotion 
staff of Hyster Co., Portland, Ore., 
where he will assist Dar G. John- 
son, advertising and sales promo- 
tion manager. 


Hershel Fruit Names Agency 

Hershel California Fruit Prod- 
ucts Co., San Jose, has appointed 
the San Francisco office of 
Brisacher, Wheeler & Staff to 
handle its account. 


Stations Increase Power 

The Federal Communications 
Commission has granted power in- 
creases to two ABC stations: KPQ, 
Wenatchee, Wash., and KUGN, 
Eugene, Ore. KPQ changes from 
1,000 to 5,000 watts, and KUGN 
from 250 to 1,000 watts. 


Guilford to ‘U.S. News’ 
Robert A. Guilford, formerly a 


I OES ie ‘yaa =. 


DuMont Opens Big 
Video Tube Plant 


Cuirton, N. J.—The new Du- 
Mont cathode-ray picture tube 
manufacturing plant, said to be 
the largest in the world devoted 
entirely to the manufacture of tele- 
vision picture tubes, was opened 
for press inspection in a person- 


The plant will produce 12”, 12%”, 
15”, 16”, 19” and 20” cathode-ray 
picture tubes for television re- 
ceivers, half of which will be 
metal tubes. It is expected that 
more than 6,000,000 tubes will be 
produced this year. 


s Dr. DuMont disclosed at a press 
conference that he has under de- 
velopment a 30” diameter TV tube 


e 
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The new giant direct-viewing 
picture tube has been under de- 
velopment for some time, Dr. Du- 
Mont said, and probably will be re- 
leased this fall. It is intended for 
public places, such as schools, res- 
taurants, hotels and hospitals. 


Brady Heads Timken Bureau 


Gervis S. Brady, who has been 
with Station WHBC, Dayton, since 


representative of School Manage- 
ment for Parents’ Institute, has 


S. News & World Report. 


B. DuMont Laboratories. 


ally conducted tour by Dr. Allen} with over 600 sq. in. of screen area 
ned the Chicago sales staff of |B. DuMont, president of the Allen | or three times that of the large 19” 
|tube already in general use. 


Roller Bearing Co., Dayton. 


1945, has been appointed manager 
of the news bureau of Timken 
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BILLION DOLLARS 


Are you getting a share of this 
highly profitable business? 


UNITED NATIONS WORLD 
places your product before the 
men who do the buying for the 
markets of the world... the 
men who have more than 


$60,000,000,000 to spend. 
Write today on your letterhead 
for sample copy and rate. card. 


UNITED NATIONS WORLD 


The International Magazine 
® 319 E.)44th St., New York 17, N. Y. 
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to elect 


“His program will be broad 
and vague enough to please 


a Republican 


It is possible that only the Republicans can beat the 
Republicans in 1952, but their leaders are working over- 
time at the task. 

What the party needs is not a program . . . but a poli- 
tician. Not a fresh set of principles . . . but a base for 
coalition. Not a policy to distinguish it from the Demo- 
crats, but a “Me-too-ism” that sounds like “Wasn’t I 
smart to invent it?” 

After a tour through thirty states, this is the medicine 
prescribed by the politically astute Herbert Agar in 
Harper’s Magazine. 

A large number of troubled citizens, he found, would 
like to turn against the party in power, but see no hope 
from the other party. This is a misfortune, for no free 
system is safe without a trusted opposition which can 
oust the government when it becomes too sleepy, too 
self-satisfied, or too stupid. 


“They will boil some blubber off 
Leviathan, but not turn him into a trout” 


Many voters, he says, are worried by the drift toward 
paternalism, the unbalanced budgets in times of pros- 
perity, the seeming subservience to labor, the political 
cynicism, and the flight from Washington of so many 
good men. But they will not listen to despair; they want 
confidence, reassurance. 

Yet, Mr. Agar declares, the more talkative Republi- 
can leaders offer only alarm, combined with the hint 
that if they had the chance they would put the ghost of 
Benjamin Harrison in the White House. 

He has a positive prescription: 

Instead of a “safe candidate” he urges the Republicans 
to pick a practiced politician, a man who can recapture 
Theodore Roosevelt’s exuberant faith in America, his 
cheerful willingness to be radical and conservative at the 
same time. 

Such a politician will know that a national party is a 
loose alliance of local parties. Instead of a set of fixed 
“principles”, he will offer a base for a coalition. 

He will flatter the conservative fear of too much gov- 
ernment, while soothing the radical fear of too little. 

And his program will be broad and vague enough to 
accommodate an Oregon dock worker, a Wyoming 
cattleman, a Wisconsin dairy farmer, an Illinois cornhog 
producer, an Indiana steel manufacturer, a Kentucky 
miner, a Pennsylvania Negro editor, a Harvard professor, 
a Brooklyn cab driver, and Senator Taft. 

He will know that the people will not approve an attack 
on the theory of social services. 

He will understand they want as frugal a government 
as possible; but their view of what is possible has been 
enlarged. The Republicans may wisely boast that when 
they come to power they will boil some of the blubber 
off Leviathan; but they should not boast that they will 
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ing PictSweet to Push ig the ads over a 12-week per-_| sets, refrigerators and automatic) will be put to the housewife. This|caster here (AA, March 6). Pro- 
de- : . : washing machines to waffle bakers | will require her to read a certain| motion on these newscasts is con- 
Du- Frozen Food Line ontinuing its policy of national|and electric irons. Residents in| sentence from the label on a Pict-/|centrated on the company’s canned 
re- } x advertising at the local ; dealer |each area will be awarded prizes,|Sweet frozen foods package or a/peas and corn. 
for with $75 000 Quiz level, PictSweet will limit its cur- Mr. Lyons pointed out. reasonable facsimile thereof. Brisacher, Wheeler & Staff here 
es- ® rent campaign to newspapers. ‘We Weekly prize winners will be|is the PictSweet agency 
AN FRAN cisco—A $75,000 tele- are using the same advertising me-|# During the contest, a “Mr. Pict” | published in a special box in the 

phone quiz has been launched here dium which our dealers rely upon,”| will make daily phone calls in| PictSweet newspaper ads. Callees| Esso, Socony Running 
. by PictSweet Foods Inc. to pro-| Philip Lyons, general sales man-| each market area. He will ask two| who fail to answer both questions | Institutional Ads in Daili 

mote its frozen food line. ager of PictSweet, said: questions. The first will have been| correctly will receive a card en- = ” = 
= The contest will be featured in Altogether, 1,750 prizes are be-| reproduced in one of the weekly/| titling them to a free package of |; Reso Standard Oil Co. will ress 
ger a series of 672-line newspaper ad-|ing offered in the telephone quiz|PictSweet ads appearing in the | PictSweet foods at their grocers. this "yar aoe in’ its 
ren vertisements. Papers in major mar-|contest. All are Westinghouse local newspaper. If this question is} PictSweet recently signed to Maine-to-Louisiana sales territory, 

kets throughout the country will! products and range from television | answered correctly a second query | sponsor Bob Garred, veteran news-|The first ad is now being placed, 


and at least four more will be run. 
Main theme will be Esso’s harmo- 
nious labor relations. McCann- 
Erickson is the agency. 

Socony-Vacuum is also running 
a large-space newspaper institu- 
tional ad, via Compton Advertis- 
ing, telling of the large sums being 
“plowed back” into research and 
plant improvement. 


Stimson Transfers to TV 


Bud Stimson, formerly with 
American Broadcasting Co.’s sta- 
tions department, has been trans- 
ferred to the television sales de- 
partment as an account executive. 


turn him into a trout. For no party can compete with the 
course of history. 

An example of “Me-too-ism” which the Republicans 
might study is the co-operative, or bi-partisan, foreign 
policy. To continue it is “Me-Too” and would reassure 
almost everybody except the friends of the little Colonel 
in Chicago. To attack it is an independent line, and would 
probably keep the party out of power as long as foreign 
dangers darken the American scene. 

As Mr. Agar sums up his recipe for the Republicans, 
the purpose of an opposition party is not to invent new 
“principles” or exhume dead ones, but to “turn the ras- 
cals out.” McKinley or Theodore Roosevelt, he says, 
would have known all this in his sleep. 

Is Herbert Agar right? Certainly his analysis is impor- 
tant—weighted with a political wisdom that stems from 
profound study of history and close “feel of the people.” 
He is a former editor of the Louisville Courier-Journal, 
teacher at Princeton, special assistant to Ambassador 


An advertising 


tradition 
that will be revived in 


HARPER’S 
CENTENNIAL 


ISSUE 
October 1950 


eae 


| | Yardsticks for 
Not ..» but services, ag ; H 

| Diath cates’ industries, measuring sales ? 
| opportunities 


in IOWA 


. 
| repeatedly set forth their full story 
~ in Harper's over the past century 
—often in “reader” advertisements 

When you want to measure the 
sales opportunities in lowa, 
use these yardsticks—any or all. 


that ran to 4, 8, 16... and in one 
famous case to 32 continuous 
pages in a single issue. Here is 
Find out what Wallaces’ 
Farmer and Iowa Homestead 
means to its readers, in 


a technique that offers an 
For a hundred years, men of foresight, imagination extraordinarily effective way to 
and informed opinion have spoken out in Harper’s, in- 
the best nine-out-of-ten lowa 
farm families. 


USE ONE... 
or ALL 


FIVE! 


“The purpose of an opposition is not to invent 
new principles, but to turn the rascals out...” 


Winant in London, Pulitzer Prize winner. He is qualified 
to speak out in Harper’s, with the certainty that he will 
be listened to, from that forum, by people who are willing 
to think. 


fluencing the ideas and action of the times. ; give a full nee dramatic report on 
Harper’s is read with respect by the people who man- your company’s part in the | 
age and govern, who edit, teach, preach, speak and write. coming of age of America... 


We call them “dealers in ideas” because they are the your stand on vital issues today .. . 


people whose opinions are swiftly reflected in the local | a. 9 
thinking of every community. your plans for a share of tomorrow. 


1. COVERAGE: Check ABC figures 
on this page for the breakdown 
of actual farm coverage. 


| } 2. QUALITY OF READER: See the 
study titled ‘Measuring the 

Ask to see World’s Biggest Farmer’, based 
“HARPER'S NEXT HUNDRED YEARS” on special U. S. Census tabulations. 


for details of our program ‘ 
fora memorable CENTENNIAL ISSUE, ... Contantea inal & nod sonal 


and for an exceptional “penae P 
merchandising rogram ther. will put Henny many be ghd. Fccampanrony 
or o wige dg century of prestige endl waanen. 


4. READER PREFERENCE: Send for 


makes opinion 


If you would like a copy of the April issue 
of Harper’s with Herbert Agar’s article, 
HOW TO ELECT A REPUBLICAN, write us. | 


the information sources of lowa 
farmers, based on Iowa State 
College area sampling survey. 


5. DEALER PREFERENCE: Tell us the 
kind of dealer you're interested in, 
we'll give you the dealers’ own 
answers about the type of adver- 
tising they prefer. 


AND 
IOWA HOMESTEAD 


49 EAST 33rp STREET, NEW YORK 16, N. Y. earner a es 
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Plans to Separate 
Lamont and Pond’s 
Finally Completed 


New York—Plans for the final 
separation of Lamont, Corliss & 
Co. and Pond’s Extract Co. were 
completed April 1. 

Lamont, Corliss will devote its 
entire time and attention to pro- 
moting and selling Nestle’s choco- 
late products, while Pond’s will 
independently distribute its creams 
and toiletries. 

The separation of the two com- 
panies which had had a selling ar- 
rangement for more than 40 years, 
was announced last December at 
the time of the purchase of con- 
trolling interest in Lamont, Cor- 
liss & Co. by Unilac Inc., Stam- 
ford, Conn. Unilac is the Western 
Hemispere holding corporation of 
the Swiss Nestle interests (AA, 
Dec. 20, ’49). 


es No changes in advertising or 
sales promotion will be made by 
either company now or in the im- 
mediate future, AA was told. J. 
Walter Thompson Co. will con- 
tinue to handle advertising for 
Lamont, Corliss, and Cecil & Pres- 
brey will continue to handle Pond’s 
advertising. 

Lamont, Corliss was among the 
100 leading advertisers in 1949 
with an expenditure of $1,944,694. 
Of this, $1,757,549 was expended 
on advertising Pond’s products, 
and $187,145 on Nestle’s products 
(AA, March 27). 

As a result of the separation, a 
number of changes have been 
made in the sales and merchan- 
dising division of both companies. 
These include the following: 


es H. Kenneth Philips, vice-presi- 
dent of Lamont, Corliss & Co., 
who has been merchandise man- 
ager, has been named vice-presi- 
dent in charge of operations. Don- 
ald Cady, recently appointed a 
vice-president of the company, 
succeeds Mr. Philips as merchan- 
dise manager. M. H. Saxe, man- 
ager of bulk sales, continues in 
that capacity and has been ap- 
pointed a vice-president. 

Thomas F. Corrigan becomes 
sales manager, succeeding E. D. 
Lane, who has been appointed 
vice-president and director of 
sales and a director of the Pond’s 
Extract Co. John Fairgrieve, for- 
merly Chicago sales manager, has 


DISPLAYMASTER 


the Ring Binder that 


STANDS, SITS 
or LIES FLAT 


to get your prospect's attention 
At a flip of the fingers, it becomes a 
hard-hitting sales tool. Displaymaster 
props up at a 30° angle when prospect 
is standing, 60° when prospect is sit- 
ting. This better vision means better 

tations. Sets up and takes down 
4 a flash; no fussing with gadgets. 


SEND Fotoer 
Sales Jools, Tuc. 


1220 West Madison Street 
CHICAGO 7, ILL. 2 


been named assistant sales man- 
ager of Lamont, Corliss. Jeremiah 
P. Pitts, formerly manager of 
Pond’s tissue division, has been 
named assistant to the sales man- 
ager. All of this group have been 
with Lamont, Corliss for a number 
of years. Gordon Lamont remains 
as vice-president and director -of 
sales. 


a Changes in the sales and mer- 
chandising divisions of the Pond’s 
Extract Co. include: Appoiniment 


of E. D. Lane, fornierly sales 
manager of Lamont, Corliss, as 
vice-president and director of sales 
and a director of Pond’s. F. H. Orr, 
formerly assistant sales manager 
of Lamont, Corliss, is now sales 
manager of Pond’s, and L. M. 
Faulds, formerly manager of 
Pond’s toiletries, has been made 
merchandising manager of Pond’s. 


Barcalo Promotes Allard 
Adrian J. Allard, sales manager 
and assistant general manager of 


the Chandler division of Barcalo 
Mfg. Co., Buffalo, has been pro- 
moted to general manager of the 
division. Harry G. Haynes, for- 
merly field sales manager of re- 
clining chairs, has been appointed 
to succeed Mr. Allard as sales 
manager of the division. 


Uses Trade Publications 
National Radiator Co., Johns- 
town, Pa., maker of boilers, radia- 
tors, convectors and baseboard 
radiation, has resumed trade pub- 


lication advertising with spreads 


Eee. ees ‘ ee. 
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and full pages in color. Featured 
in the new schedule is a new 
small-size oil-fired steel boiler 
called the National Packet. Trade 
publications were not used last 
year. Ketchum, MacLeod & Grove, 
Pittsburgh, is the agency. 


Court Joins Melvin, Newell 

Edward C. Court has joined 
Melvin, Newell & Rector, public 
relations, Hollywood, as a vice- 
president. He was formerly gen- 
eral sales manager for Alfred Hart, 
= Angeles distiller and distrib- 
utor. 


for you 


a constantly improving 


* Cc. L. SEAMAN 
President 


5 ee its thirty year history, INDUSTRY AND 


-POWER's first purpose has been to publish a magazine to 


which its selected audience will turn with active interest 
and read with profit. Men in the works engineering group 
concerned with power and mechanical services, electrical 
equipment, power transmission, materials handling, main- 
tenance, and service facilities in the nation’s most impor- 
tant plants make up this audience. The interest of these 
men is held through exceedingly careful selection of edi- 
torial matter, generous use of illustrations, explanatory 
diagrams, and thumbnail summaries. With this formula 
INDUSTRY AND POWER has built an enviable reader- 
ship in more than 35,000 plants in which America’s in- 


. dustrial buying power is concentrated. 


During the past few years, INDUSTRY AND POWER 
has been increasingly active in assembling and presenting 
proof of quality and extent of readership. Circulation lists 
have been checked, and re-checked. Plants are chosen on 
the basis of specific criteria designed to insure a prime 


L, E. CRIST 
Vice President 


market for our advertisers. Special care is exercised in select- 
ing personal names for our mailing list as a part of our 
continuing effort to reach each person responsible for 
specifying and buying power and plant equipment. 


Mr. William J. Hargest has been appointed to head the 
expanded editorial department. His world-wide study, 
observation, and experience, and his record of achievement 
in a wide variety of important editorial positions give him 
qualifications almost unequaled in the industrial and power 
fields. 


Each department head on the opposite page has an ex- 
cellent record of achievement with INDUSTRY AND 
POWER or with other publications. INDUSTRY AND 
POWER'’s staff is complete. It gives advertisers and readers 
a magazine unequaled in its field for editorial excellence 
and quality of circulation. We invite your request for more 
information concerning our verified readers, our staff, and 
the nature of our organization. 
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‘News-Argus’ Names Brown 


Allyn S. Brown, co-publisher of 
the Evening Times, Sayre, Pa., 
has been named business mana- 
ger of the News-Argus, Goldsboro, 
N. C. He succeeds Robert C. Butz, 
assistant publisher, who has re- 
signed to become public relations 
director of the Observer, Char- 
lotte, N. C. 


Colonari Joins WNAB 


Ray Colonari has joined the 
commercial sales staff of Station 
WNAB, Bridgeport, Conn. 


Schwartzman Forms Company 


Frank Schwartzman has re- 
signed as executive vice-president 
of Inter-Racial Press of America, 
to form his own organization, the 
Frank Schwartzman Co., McGraw- 
Hill Bldg., New York. The new 
company will represent the foreign 
language press of the United 
States. 


Charles Davis Opens Agency 


Charles B. Davis has opened an 
advertising agency at 323 Mer- 
cantile Bldg., Knoxville, Tenn. 


Many Stations Buy 


Azrael's Giveaway 


New YorK—Azrael Advertising 
Agency, which has started a one- 
agency movement to revive the 
waning giveaway craze, has sold 
its copyrighted “Lucky Numbers” 
program to more than 50 stations. 

“Lucky Numbers,” heard locally 
on WBMD, an independent, is 
built around the repeated offer— 
on some stations once every hour 


—of $100 to the holder of such- 
and-such a Social Security num- 
ber. The Azrael agency, which 
furnishes the cash, scripts, adver- 
tising copy and numbers for the 
show, suggests that the simplest 
procedure is “to give news of a 
lucky number during each five- 
minute newscast every hour on 
the hour.” 


= Costs to stations are staggered 
according to size of the market 
and number of sponsored periods 


INDUSTRY «nd POWER 


WILLIAM J. HARGEST 
E 


WILLIAM J. HARGEST 
Editor 


Prior to the war, Mr. Hargest held positions as 
associate editor of RAILWAY MECHANICAL 
ENGINEER and AMERICAN MACHINIST. 
After serving as war correspondent in Europe, he 
remained in London until August, 1947, as editor 
and business manager of THE MACHINIST. Since 
then, he has been editor of AMERICAN EX- 
PORTER INDUSTRIAL. He has a broad indus- 
trial background, is the author of many authorita- 
tive technical and engineering articles, and has 
served as editorial consultant in the preparation of 
many industrial training manuals and films. At 
Pratt Institute he taught various subjects in me- 
chanical engineering, and has worked as machinist, 
supervisor, engineer and consultant. He is a mem- 
ber of the American Society of Mechanical Engi- 
neers, Ingenieurs Civils de France, Institution of 
Production Engineers (London), and is a charter 
member of the World Engineering Congress. There 
are few men equally fitted by experience and train- 
ing to edit INDUSTRY AND POWER. 


M. J. SANDERS 
Executive Vice President 


Mr. Sanders came to INDUSTRY AND POWER 
as Promotion Director. Before joining I & P's 
staff, he worked in the promotion department of 
the Meredith Publishing Company, successively as 
manager of creative promotion, manager of the 
news bureau, and assistant manager of public re- 
lations. After receiving his degree from the Uni- 
versity of Illinois, Mr. Sanders was advertising 
manager for Louden Machinery Company until he 
joined the army in 1942. As executive vice pres- 
ident of INDUSTRY AND POWER, he will co- 
ordinate advertising, production, promotional, and 
editorial work. 


M. J. SANDERS 
ditor Executive Vice President 


©. DE WITT YOUNG 
Vice President 
Manager, Cleveland District 


lems. Before becoming a part of I & P’s sales 
force, Mr. Young served with distinction as a fighter 
pilot with the naval air force in the Pacific Theatre. 


DAVID L. MC KECHNIE 
Philadelphia District Representative 


Mr. McKechnie has had extensive experience in 
selling industrial supplies and equipment. He has 
represented the General Detroit Corporation, 
American Cyanamid Company, and more recently, 
Airtemp Division of the Chrysler Corporation. As 
District Sales Manager for the latter company, he 
has become well acquainted with manufacturers in 
the Philadelphia area. 


JOHN B. KLEIN 
Director of Circulation 


Since 1948, when he took charge of I & P’s circu- 
lation department, Mr. Klein has adopted all pos- 
sible means of satisfying himself that every copy 
of INDUSTRY AND POWER reaches a qualified 
plant—and that it is routed to every desired reader 
in that plant. While he is not entirely satisfied 
even now, I & P’s staff is confident that there is 
not a “‘cleaner’’ mailing list in the field. Mr. 
Klein's previous experience includes 17 years in 
the circulation, advertising and editorial depart- 
ments of the NEWARK SUNDAY CALL. During 
the war he was circulation director for STARS 
AND STRIPES (Pacific). 


MARY MARGARET TYM 
Production Manager 


A graduate of the University of Illinois, Miss Tym 
had several years of experience in office nvanage- 
ment before she came to INDUSTRY AND 
POWER. As production manager, she has demon- 
strated a remarkable ability for bringing order and 
organization to the multitude of details that are 
a part of magazine publishing. 


MARY MARGARET TYM 
Production Manager 


0. DE WITT YOUNG 
Vice President 


TOM HOUGLAND 


Manager, Cleveland District 


Mr. Young has been INDUSTRY AND POWER'’s 
representative in the Philadelphia district since 
1945. Among I & P’s advertisers and prospects in 
this area, he enjoys an unusually fine reputation 
for his intelligent approach to advertisers’ prob- 


Promotion Manager 


Mr. Hougland has worked for three years as direct 
assistant to the director of advertising for the 
Meredith Publishing Company. He is a gradu- 
ate of the State University of Iowa, School of 
Journalism, and served in the air force during 
World War II. 


La Pk 


DAVID L. MC KECHNIE 
Philadelphia District 
Representative 


JOHN B. KLEIN 
Director of Circulation 
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TOM HOUGLAND 
_ Promotion Manager 
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sold. The weekly price schedule 
ranges from $70 to $200. 

In mailouts on the program Az- 
rael quotes testimonials from sta- 
tions. For example: | 

“Sold out 10 news programs a 
day across the board on this idea 
by the time the show hit the air,” 
WIKY, Evansville, Ind. 

“93 new accounts approved and 
signed up in a week with this 
show,” WKAX, Birmingham. 

“Had a winner on our first day, 
first number! Wonderful publici- 
ty,” KFGO, Fargo, N. D. 


Williams & Saylor Appointed 


Prizes Inc., a service organiza- 
tion which specializes in mer- 
chandising and sales promotion of 
branded products through radio 
and television, has appointed 
Williams & Saylor, New York, to 
handle its advertising. Trade pub- 
lications and direct mail will be 
used. . 


WIS Appoints Montgomery 
W. Miller Montgomery has been 


appointed local sales manager of 
WIS, Columbia, S. C 


We 


FROM COVER 
TO COVER 


THE NEW 


follanc 


COVERS THE 
with a 


900,000 § 


Guaranteed Circulation 


9 
f ~ the South's best- 
loved magazine has become the 
South’s best-looking magazine—new 
from cover to cover! 
* New Plate Size—7” x 10-3/16” 


—for new savings in space and pro- 
duction 

* New Format — more attractive, 
easier to read and handle 

* New Type Faces —: easy on the 
eyes and more eye-appeal 


* New, Top-Quality Paper Stock 
—for sharper, cleaner, better re- 
production ; 


* New, Far Better Color Repro- 
duction—for better looks and bet- 
ter readership 


* New Editorial Zest—new fea- 
tures, new writers, new interest 


“f —the South's No. 1 
home magazine, with 98.3% of its circula- 
tion concentrated in the 15 Southern states 
—is edited to fit and suit the South. No 
matter what media you 
use, you can’t cover 
the big Southern 
home market com- 
pletely—without [3 
HOLLAND'S! a 


and -4 
THE MAGAZINE OF THE SOU’ 


DALLAS, TEXAS 
Offices sn Chicage, New York, Atlonte, Noshs 


Simpson Rely, Ltd.. om the West Coast 
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F&S&R Develops 
Unusual Concept 
of P-0-P Effort 


Fits Point of Purchase 
Into Pattern of 3 Kinds 
of Selling Situations 


New YorK—Because it has 
many different kinds of accounts, 
Fuller & Smith & Ross Inc. has 
organized its staff to serve three 
fields of selling—reflex, consid- 
ered and specified. 

Filtering through all of the 
agency’s operations, this concept 
has developed an unusual ap- 
proach to, among other things, 
point of sale promotion—unusual 
in terms of definition, that is, for 
while F&S&R may pigeonhole its 
activities uniquely, it uses most 
of promotion’s standard devices 
along with its own. 

Making due allowance for a mo- 
dicum of overlapping, the three 
fields, each requiring a different 
advertising, merchandising and 
selling approach, have been de- 
fined thusly by the agency: 


ws 1. The reflex purchase (ciga- 
rets, tooth paste, etc.): 

“You spend loose change almost 
without thinking—in a direct re- 
flex action induced by repetitive 
advertising. Thus, where pennies, 
dimes and quarters are involved, 
customers by the millions can be 
created by advertising working 
practically alone. The dealer sup- 
plies rather than sells. The field 
is competitive, fast moving, packed 
with big campaigns and big 
names.” 

2. The considered purchase 
(washing machines, building ma- 
terials) : 

“When you buy ‘family capital 
goods,’ you think a long time; 
you read a lot about several 
competitive products; you ask your 
friends; you shop around. Selling 
conditions in the field of con- 
sidered buying have a profound 
effect upon the division of the 
advertising budget and upon the 
working relationship of the client 
with his agency. Each sale is part- 
ly at the mercy of the dealer, dis- 
tributor, contractor or other factor 
in the distribution chain. Mer- 
chandising becomes as important 
as advertising, because the dealer 
is a salesman.” : 


s 3. The specified purchase (in- 
dustrial products): 

“Selling to corporations is dif- 
ferent from both—different be- 
cause the reader of business ad- 
vertising is actually hunting for 
the facts you can give him and 
will make use of such facts in 
specified buying. Business execu- 
tives tend to understand this field 
of selling better than their agen- 


lf you have rove) 
ideas... 


COSMOPOLITAN 


If you're selling people 
with [YOUNG] ideas...” 


Buy COSMOPOLITAN 


America’s Most Exciting Magazine 


cies, unless the agency is provi- 
ding service for such accounts 
through fact-minded men trained 
especially for this field of activi- 
” 

Working from this premise, the 
agency’s dictionary defines point 


oe 
< 


jof purchase activity as anything 


which touches the prospect at 
the point of sale. It may be a shelf- 
strip in a grocery store, or the re- 
tail sales education material which 
is finally brought to bear on the 
consumer, or an intricate construc- 
tion plan laid on the desk of a cor- 
poration executive. 


# How this works out can be il- 
lustrated readily with the case 
of a single F&S&R client, West- 
inghouse Electric, which spread- 
eagles all three selling fields de- 
fined by the agency. 

In the “reflex” buying field, 
the firm’s chief product is light 


bulbs, which for more than a year 
have been the subject of a 
thoroughgoing contest promotion. 

With “exposure” the key to vol- 
ume in this field, and with differ- 
ences in competitive brands rela- 
tively minor, the problem was to 
create a reason outside the vir- 
tues of the product itself why the 
consumer should buy it. 

For that matter, a strong reason 
had to be created for the dealer’s 
buying it, too, since lamps are sold 
on consignment under annual con- 
tract. And, generally, a dealer car- 
ries only one brand. 


s Thus, opening of new outlets 
became the primary purpose of 
the contest promotion (in which 
entrants are to identify “Miss 
Wink”—AA, Feb. 6). 

It became a field for a novel 
application of point of purchase 


activity. In tracing the contest re- 


sults, the agency found that many 
customers, seeking the entry blanks 
promoted so heavily in advertising, 
went from store to store until they 
found a Westinghouse lamp dealer. 

With this wedge into dealers’ 
ranks, a dealer contest plan was 
drawn up, with prizes offered for 
the best examples of store promo- 
tion. In effect, this snowballed the 
manufacturer’s necessarily limited 
point of sale effort by producing 
many independent ideas among 
the retailers. (One, for instance, 
dressed his salespeople to re- 
semble the mystery character in 
the consumer contest.) 

Because of the huge number 
of dealers involved and the rela- 
tively small volume of lamp sales 
(averaging $150 a year per store), 
the manufacturer was _ severely 
limited in the amount of display 
material he could furnish. The 
sum total in the kit comprised a 
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display card, a wall or window 
streamer, a pennant set and a pad 
of entry blanks, plus mailing pieces 
provided through the distributor. 


s Another aspect of the agency’s 
point of sale definition operates 
for Westinghouse’s television re- 
ceivers—a “considered purchase” 
item. 

Here the store becomes a shop- 
ping street, a place where the 
customer wants to see a range of 
brands, with the dealer often un- 
concerned as to the make, so long 
as the customer buys. The manu- 
facturers vie for attention with 
product-top signs, illuminated win- 
dow signs, lithographed displays, 
etc., all of which are supplied by 
Westinghouse among the others. 

On top of that, F&S&R includes 
among its “point of sale” efforts 


a basic sales education job among . 


the distributor and dealer per- 


30,000,000 worth... 


@ Take a sixty-one inch wide strip of paper— 


Three-quarters of the shipments are by water, 
and about 75,000 tons by rail, in winter. 

The S. S. Colabee, News paper ship, made an 
all-time record of nineteen round trips in 1949— 
averaged 5,800 tons per trip. 

Seven chartered ships carried 5,000 tons each. 

Two vessels chartered by IP made six trips. 

About 4,000 carloads of paper came by rail. 


@ All of which means more than 500,000 rolls, 
including three-quarter and half lengths, which 
have to be moved to the News Building or 

» Brooklyn plant—about fifty-fifty, incidentally. 


@ The handling routine is as follows: 

The S. S. Colabee docks at Commercial Wharf, 
Brooklyn. In its hold are four layers of newsprint 
rolls, end on end, plus a load on deck. 

The winch on deck lowers into the hold the 


as in newspaper. Wrap about four and one-half 


miles of it around a fiber core...and you have a 
full roll of newsprint. Stands over five feet high 
on end, three feet in diameter. Weighs 1,700 lbs., 
which @ $100 per ton, is worth $85. 

Moving that newsprint roll a thousand miles 
or more from the mill, ... is not so simple. 

Newsprint is soft stuff, bruises easy. 

Mash the rim of a roll, and the outer ' layers 
have to be thrown away. 

An inch-deep gash from a Sage ig 
hook—and goodbye to 25,000 News pages. 

Dropped too hard, a roll flattens on one side, 
won’t unwind evenly and tears on the press... 
makes pressmen profane and deliveries late. 

When wet, it swells and gets mushy, never 
regains its girlish figure or tensile strength. 

So if you ever see large burly men handling 
newsprint rolls as if they were overgrown angel 
food cakes... there isn’t any other way! 


@ Last year The News used 282,588 tons of 
newsprint, worth more than $30 million. 

Some very respectable big city papers live for 
a whole year on two weeks News supply—and 
have some left over! 


@ Most of The News stock comes from 
our own mills... 50% from Baie 
Comeau, Quebec, 15% 
a from Thorold, Ontario, 
. another 30% from 

International Paper, 
and 5% here and there. 


big rubber-tipped tongs that clamp tight around 
the top of the roll, lift it high enough to tip over. 


Three rolls, in a triple sling, are picked up by 
a cable, airborn over the side, slumped softly on 
the inclined platform on the pier. 


Released from the sling, the big cylinders roll 


slowly down the incline, are braked by the body 
blocks of a T-formation of longshoremen . . . 

A hoist feeds the 22,000 ton capacity warehouse 
opposite. Mobile cranes load the long flat trucks 
with twenty rolls, about sixteen tons. 

Every eight minutes, a paper truck takes off. 
Sixty trips a day are needed to supply 700 tons 
weekdays, and 1,800 tons Sunday. 

The pre-war four trips per day per truck has 
been cut to three by present traffic. Extra trips 
must be made to keep a backlog. Storage capacity 
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sonnel. 

One element of this job, for ex- 
ample, is a “talking picture book” 
wherein a pamphlet-and-record- 
ing combination have been de- 
veloped for selling the product 
both to the salesperson and the 
customer. 


as Another is a pocket-size sales 
manual, which bears on its covers 
product information for both the 
salesman and the customer, and 
contains on the inside a capsu- 
lized selling course on the prod- 


uct. 

In addition, there is the usual 
consumer literature for giveaway 
or mailing by the store, specifica- 
tion sheets, etc. Working with the 
client, the agency has helped de- 
velop for dealers also such “point 
of sale” promotion ideas as TV 
house parties, in which customers 
are induced to invite their friends 


to see the set in operation; home 
demonstrations; free tickets to 
shows with each set, etc. Alto- 
gether, some 50 or 60 such ideas 
have been given to retailers, all 
coming under the “point of sale” 
heading. 


ws In the field of industrial prod- 
ucts, such as Westinghouse eleva- 
tors and electric stairways, point 
of sale effort becomes sales en- 
gineering. 

In this category, advertising can- 
not hope to do much more than 
bring in the names of prospects. 
The selling remains to be accom- 
plished at the point of sale and 
must influence whole executive 
staffs of the architectural, con- 
struction, financing and sponsor- 
ing firms involved in the deal. 

For such purposes, point of sale 
includes such variegated devices 
as motion pictures, folders, case 


histories of other customers’ ex- 
periences, sound-slide films, tech- 
nical news bulletins, schematic 
diagrams of the product applied to 
the prospect’s particular needs, 
and even exhibits at trade shows. 

The peak of this type of effort 
is represented by the contract form 
now used to sell Westinghouse air 
conditioning. The signing on the 
dotted line often rests with an 
executive who cannot be ap- 
proached by a contractor’s sales 
representative. Ergo, F&S&R has 
incorporated into the contract pro- 
posal a recapitulation, in brief, of 
the whole sales effort. 


ws The proposal includes such in- 
formation as the many functions 
of air conditioning; fitting it to 
the prospect’s needs; a detailed 
description of the tailored system, 
including specifications of material 
and labor. It winds up with the 


contract form itself. 

Agency compensation for mer- 
chandising services varies with 
the product, the plan of action, 
and the size of the merchandising 
job. Adhering basically to the 15% 
system, Fuller & Smith & Ross, 
however, often undertakes a com- 
plete program on a fee basis, with 
the commission applied against 
the fee. 


Represents Flash-O-Graph 

Flash-O-Graph Corp., New York, 
has appointed Mine Safety Ap- 
pliance Co., Pittsburgh, as exclu- 
sive distributor for the electric 
moving message units for use in 
industrial safety education cam- 
paigns. 


Wood Joins Ewell & Thurber 
Tom Wood, formerly with Mit- 
chell-Faust, has joined Ewell & 
Thurber Associates, Chicago,” as a 
member of the copy staff. 


and bruises easy! | 


is 5,200 tons in Manhattan, 8,000 in Brooklyn. 


@ At the plants, paper trucks back up to the 
loading platforms. Single rolls are slid off the 
tailboard, fall a few inches on thick sponge rubber 
mats, are rolled on a conveyor which automatically 
unloads the rolls on different floors. Dollies on the 
narrow-guage rails deposit them near the presses. 

At night, the strippers take off heavy kraft 
wrappings and a few outer turns of paper, trim 
mashed rims, trundle stripped rolls into position 
behind the presses, ready for the run... 


@ More than six months were needed to turn a stand 
of spruce trees into a roll of newsprint . . . which lasts 
less than fifteen minutes on the press! 


@ Newsprint waste is a headache. Waste from 
damaged rolls is slight. But when the moving web 
breaks in printing, the high speed presses chew 
up a lot of paper before they can be stopped. And 
after press cylinders are re-threaded, the first 
hundred copies run must be scrapped. 


@ The News paper lab takes samples from 
partly run rolls... tests for weight, brightness, 
opacity, fibre formation, surface smoothness. 
Constant testing assures the largest circulation in 
America the best produced newspaper! 


No other newspaper in the world uses as much 
newsprint as The News. No other newspaper has 
more than 2,200,000 circulation daily, more than 
4,350,000 circulation Sunday! 

No other newspaper in the world is so much 
wanted, and bought every day by so many people... 
without subscription, carrier boy, special rate, 
or contract of any form. 

No other newspaper reaches seven out of ten 
families in New York City, half the families in the 
metropolitan area... which makes The News 
the obvious best medium in the world’s best 
market. And the world’s best opportunity to do 
more business! 


@ True enough—no advertiser needs to use 
The News in New York, but there isn’t any even 
approximate substitute for it! 


THE (@ NEWS - New York’s Picture Newspaper 
220 E. 42d St., New York... Tribune Tower, Chicago 
155 Montgomery St., San Francisco 
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ONE 
ANSWER 


to a 


BASIC 
PROBLEM 
faced by 


MEDIA 
today 


EDIA buyer Arthur A, 
M Porter, Leo Burnett & 
Company, Inc., recently 
stated, “Advertisers today are 
buying markets and not media”. 
Editor S. R. Bernstein elabo- 
rated by pointing out, “As adver- 
tising and selling become more 
competitive, and as advertisers’ 
lists tend to get shorter . . . com- 
petition among markets is often 
more of a factor in placing ad- 
vertising than is competition 
among media”. 
Thus, you may have the finest 
medium going. But if you do not 
support your regular promotion 
with a special effort to sell your 
market—especially to agencies 
with new accounts or advertisers 
with new products—you may not 
stand a chance whatever of get- 
ting on these new schedules. 


This is a basic problem faced by 
many media today. And we have 
developed a basic approach to 
its solution—the Annual “Mar- 
ket Data Issue” of ADVERTIS- 
ING AGE. 


This is a special issue, digesting 
and cataloging approximately 
1,000 pieces of media-prepared 
market data, and carrying spe- 
cial market-story advertising of 
leading media. It is the only 
thing of its kind published any- 
where, and it generates high- 
voltage reader interest (22,000 
requests for data in 10 weeks 
last year!) 


Here in this special issue which 
is kept and used for reference 
and study, you can tell about 
the potential of your market 
and the value of your services— 
making a basic bid for new busi- 
ness. Here you may reach the 
right people at the right time— 
those who are definitely look- 
ing toward new sales horizons, 
seeking the best ways to develop 
new markets, searching for the 
most profitable ways to invest 
advertising dollars. 


The “Market Data Issue” of AD- 
VERTISING AGE for 1950 will 
come out on May 29. Forms 
close May 10. Reserve your space 
at once (regular rates apply) 
and forward your copy as soon 
as possible. 
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Ad Men Urged 
to Back U.S. 
Total Diplomacy 


WASHINGTON—Twice in less than 
a week, feelers have been put out 
suggesting that American advertis- 
ing talent get behind the cold war’s 
“total diplomacy.” 

The first was on the Senate floor 
March 22, when Sen. William Ben- 
ton (D., Conn.) called for expan- 
sion of overseas information activ- 
ities. Though he did not mention 
advertising specifically, Benton’s 
six-point plan called for “the 
establishment of a non-govern- 
mental agency to help, inspire, 
and guide the efforts of millions of 
private American citizens who 
might use their talents, resources 
and contacts overseas in further- 
ance of the programs.” 

The second occurred Tuesday, 
when a member of the White 
House staff, referring directly to 
the Benton speech, outlined in de- 
tail a plan to use advertising to 
bring the facts about the U. S. 
directly to Europeans on a “man 
to man basis.” The campaign 
would be financed by public sub- 
scription. ’ 


ws The international advertising 
program was described to the 
Washington Advertising Club by 
Charles W. Jackson, an associate of 
Presidential Assistant John R. 
Steelman. Predicting that advertis- 
ing could become “a powerful 
weapon of total diplomacy,” Mr. 
Jackson explained its greatest val- 
ue would be in overcoming miscon- 
ceptions and building good will. 
Ads sponsored by public sub- 
scription—and not by the govern- 
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ment—could give a “true and 
dramatic picture of America,” he 
argued. They would not be limited 
as are news and entertainment; 
they could be frankly and honestly 
an effort to promote understand- 
ing, and they could tell the same 
story “again and again and again.” 


a Mr. Jackson slid cautiously into 
the plan for overseas advertising 
mid-way through a speech which 
reviewed advertising’s public ser- 
vice role in the wartime and post- 


war period. One of two officials 
who serve as liaison officers for 
the government in its dealings with 
the Advertising Council, Mr. Jack- 
son reported the council is cur- 
rently handling 14 major and 31 
minor campaigns for the govern- 
ment. 

“Literally hundreds of agency 
and media people have given freely 
of their time,” he commented. 
“Incidentally, the government is 
the largest client of Young & Rubi- 
cam—that is, the largest from the 


standpoint of material prepared. 
Our billings are exactly zero.” 


s In his first formal speech as a 
member of the Senate, Benton pro- 
posed a “Marshall plan in the field 
of ideas” to dramatize abroad “the 
strength and stability of our 
economy.” 

Calling for “a full throated voice, 
and not a whisper,” he warned that 
the State Department’s overseas 
program is under-financed. “The 
United States is in a world polit- 
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ical campaign,” he declared. “What 
the United States stands for must 
be freely elected by the peoples of 
the world. Every day must be cam- 
paign day for the United States.” 

At another point he explained: 
“If you were a voter in a nation 
subject to Communist attack and 
trying .to make up its mind, or:a 
legislator or a foreign minister, and 
if wherever you turned you heard 
rumors and forecasts of economic 
disaster for America, and if you 
heard nothing in rebuttal, would 
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you care to tie your political and 
economic future to that of the 
United States?” 


s An appeal for advertising as- 
sistance in the “cold war” was 
made official by Secretary of State 
Dean Acheson to Advertising 
Council officials meeting here in 
mid-February. The text of this 
appeal, warning that total di- 
plomacy” is every citizen’s busi- 
ness, was released shortly after- 
wards at the suggestion of council 


members (AA, March 20). 

In his address before the Wash- 
ington Advertising Club Tuesday, 
Mr. Jackson noted the use of ad- 
vertising as an instrument of di- 
plomacy would have been shocking 
“to the striped pants diplomats of 
the Victorian age.” 

“But,” he observed, “the Vic- 
torian age is history. 

“There are still men in the 
world who believe advertising is 
an evil thing,” he interjected. “I 
know a few. I suppose they read 


McKinley’s state papers during 
quiet evenings at home. 

“Others will say it is not dig- 
nified. Some will say foreign gov- 
ernments will object. I agree with 
them to the extent that at least 
one government which is located 
in the Kremlin will not like it.” 


Katz Agency Moves Offices 

Benjamin Katz, Advertising, has 
moved his offices from 1420 Wal- 
nut St. to the Commonwealth 
Blidg., Philadelphia. 


King Midas Flour 
Puts Sample of 
Product in Ad 


MINNEAPOLIS—King Midas Flour 
Mills here believes in bringing its 
product directly to potential cus- 
tomers—and it’s done just that 
in the March issue of The Maca- 
roni Journal. 

In a page color ad, the headline, 
“King Midas,” is spelled out in 


Sell Popular Mechanics’ BIG Man Market and you sell 


THE BEST MAN IN EVERY DOZEN 


Popular Mechanics gives you a big man 
market: one man in every twelve in 
America. That’s an important slice of 
your market potential . . . not to be over- 
looked in selling any product bought by 
men. But that’s not all... 


Popular Mechanics offers you your 
best buy in men .. . for two reasons: 
First, this Popular Mechanics market is 
a big, undiluted, adult man market. You 
reach men in mass at rock bottom cost. 
Second, Popular Mechanics men have 
the PM. Mind... they’re extra respon- 
sive to advertising, extra interested in 
what ads have to say. 


They read ads deliberately and con- 
sciously respond. 


The extra pulling power of ads in 
Popular Mechanics has been a matter of 
record for years. Popular Mechanics ads 
get action ... whether it’s pulling inquir- 
ies, getting mail orders or sending men 
into stores to ask for your product 
by name. 


And there’s still another Popular 
Mechanics extra . . . the man with the 
PM. Mind influences his neighbors, is 
the first one they consult before they buy. 


Get the whole story and you'll put 
Popular Mechanics FIRST on any 
schedule you build for man-bought prod- 
ucts. Sell this big man market and you 
sell the Best Man in every dozen. 
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big, block letters filled with semo- 
lina (a wheat flour product used 
in making macaroni). Editors of 
the Journal say that this is the 
first time any Journal advertiser 
has used the actual product in an 
ad, and, they believe, the first 
time in any magazine that the ad- 
vertiser’s product (other than 
special types of paper) has been 
used. 

Olmsted & Foley Advertising 
Agency here handles the account. 


Motorola Forms Technical 
Information Center 

Harold A. Jones has been named 
supervisor of the newly created 
technical information center of 
Motorola Inc., Chicago. The new 
department is a consolidation of 
the publicity and advertising de- 
partments of the communications 
and electronics division and also 
will handle general dissemination 
of technical information. Mr. Jones 
will be assisted by Dale S. Samuel- 
son, who will handle publicity, and 
by Reg Mars, who will be in charge 
of advertising production and de- 
sign. 


FREE BOOKLEY 
"Money - Making Mail.” 
Write today— use business 


1 
Make Your Letters STAND OUT 


Gite 


WATERMARKED 


a 
Fox River 


COTTON - FIBER BOND, ONION SKIN, LEDGER 


The stamp alone costs 3¢ to 6¢ — the 
average letter costs a total of 75¢. Why, 
then, entrust business mail to anything 
less than 100% cotton-fiber bond by Fox 
River — finest paper you can buy. 

Just think! You could be using letter- 
heads on the cheapest newspaper stock 
...you could switch to beautiful 100% 
cotton-fiber letterhead paper by Fox 
River, with matching envelope, and your 
extra cost per letter would not be over 
1¢! Smaller costs ranging downward 
in 75, 50, and 25% cotton-fiber grades, 
Samples with free Money-Making Mail 
booklet. Fox River PAPER CORPORA- 
TION, 1120 Appleton St., Appleton, Wis, 
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Graphic Arts Group 
Launches Magazine 
Art Award Contest 


New YorK—The American In- 
stitute of Graphic Arts has 
launched a new project, an annual 
Magazine Show, designed to recog- 
nize the artistic merit of American 
magazines. 


The “Magazine Show of 1950” 
will be held this fall, and the ex- 
hibit of outstanding examples of 
magazine design and production 
will tour the U. S. and foreign 
countries. 

Every type of magazine—busi- 
ness, industrial, literary, tech- 
nical, professional, juvenile, sports, 
news, fiction, art, fashion, etc.— 
will be given an opportunity to 
compete for awards in one of the 


MATRIX COMPANY | 


_ S17 SOUTH JEFFERSON STREET, CHICAGO 7, 


ILLINOIS | 


classifications. Newspapers, house 
organs and promotion literature 
are ineligible. 


s All entries must reach the con- 
test committee before April 15, 
accompanied by an entry fee of 
$2 and an entry form. Items se- 
lected are subject to an additional 
hanging fee of $25. 

Inquiries and entries may be 
addressed to the Magazine Exhibi- 
tion Committee, American Insti- 
tute of Graphic Arts, 115 E, 40th 
St., New York 16. 


Radio-TV Meet Picks L. A. 


The annual Western Radio and 
Television Conference will be held 
in Los Angeles next year, it has 
been announced. No date has yet 
been set. Elected at this year’s 
|}meet in Seattle in anticipation of 
| the conference, are these directors 
| for Southern California: Jennings 
Pierce, National Broadcasting Co., 
Stuart Novins, Columbia Broad- 
casting System; Robert McAn- 
drews, Southern California Broad- 
casters Association. 
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Federal Reserve Figures on Department Store Sales 


WASHINGTON—Department store 
sales for the week ended March 18 
were 1% above dollar volume for 
the corresponding week last year. 

For the next weeks, the com- 
parisons between 1949 and 1950 
should be used with care, how- 
ever. Last. year, Easter fell on 
April 17. This year, Easter will be 
on April 9. 

Since sales usually build up 
rapidly as Easter approaches, 1950 
volume may be expected to con- 
tinue above the 1949 level—at 
least until the week ending April 
8, when the 1950 figures will fall 
sharply below those for 1949. 

Easter in 1948 fell on March 28. 
In 1947, Easter came on April 6. 
The department store sales index 
figures in this column may be 
more accurately interpreted in the 
light of these dates. 


tall, dark and daring 


YDIAN BOLD 
CONDENSED ITALIC 


A luscious letter form of vigorous, moving spirit: 
gorgeously groomed in sleeh suelt lines; that 
snuggles a lot of letters to a line. No mere consort 
of its roman companion to be used only for em- 
phasis, but an emancipated feminist capable of 
carving out her own career with commendable 
confidence and credit. A true sans serif, but radiant 
with interest and rich in color and character. For. 
brilliant display or lavishly leaded text, Lydian 
Bold Condensed Italic has an appeal that stands 
unrivalled. Available now from stock at all ATF 
Branches in all sizes from 10 point to 72 point. 


Intriguing for 
SQUEEZING... 


Write for specimen sheets of Lydian 
Bold Condensed and Italic. 
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1935.39 EQUALS 10 


Week to Mar. 18,’ 50*..p263 
Week to Mar. 19, 49*..261 
Week to Mar. 20, ’48*..312 
Week to Mar. 22, "47*,.216 
Month of Jan., ’50....p282 
Month of Jan., ’49......295 


pPreliminary. 
*Not adjusted seasonally. 


The Atlanta district showed the 
largest gain over last year for the 
week ended March 18, 1950. The 
11% district rise was sparked by 
a 19% gain in Atlanta and a 14% 
boost in Nashville. 

Greatest gain among the cities 
was a 49% rise in New Haven. 
In San Antonio, which recorded a 
24% gain, heavy promotional sales 
aided in boosting 1950 volume 
above the 49 totals for the sixth 
consecutive week. 

Largest loss‘reported by any of 
the 12 Federal Reserve districts 
was a 10% decline in the Phila- 
delphia area, a large portion of 
which may be attributed to a 14% 
loss in the city of Philadelphia. 


% Change from 
Previous Year 
Mo. Wk. 
Mar. 

18 


Full 
Federal Reserve 
District and City 
UNITED STATES 
Boston District 
New Haven . 
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Year 
1949 
—6 
2 
--4 
0 
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Philadelphia District .... 
Philadelphia 

Cleveland District 
Akron 
Cincinnati 
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Toledo .... 
Er 


LLL 


Atlanta District 
Birmingham 


— 
wor 


New Orleans 
Nashville 
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St. Louis District 
Little Rock ...... 
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*Data not available. 


Kodak Promotes Two 


Joseph R. Allendorf, manager of 
the San Francisco branch, has 
been appointed assistant to the 
general sales manager of Eastman 
Kodak Co., Rochester, N. Y. 
Donald C. Kerr, assistant San 
Francisco branch manager, has 
been named to succeed Mr. Allen- 
dorf as manager of the San Fran- 
cisco branch. 


pet ~ FILLING:IN 
WOOK * MIMEOGRAPHIN® 


THE LETTER SHOP, Inc. 
8. Dearborn &St., Chicago 5, Illinois 
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Ss _ Good art, like good writing, helps make a magazine great. 
3 ite | Ilustrations by outstanding artists like these, with timely 
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FIRST WITH ADVERTISERS— = 
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U.S. Drug, Health Exports Last Year 
Estimated at $390,416,988 by Raleigh 


New YorK—World drug and 
health business in 1949 meant ex- 
ports of U. S. products valued at 
$390,416,988, including $10,317,- 
434 in sales from Canada, accord- 
ing to W. A. Raleigh Jr., super- 
visor of research of the McGraw- 
Hill International Corp., publisher 
of Pharmacy International and El 
Farmaceutico. 

The United States, Mr. Raleigh 
says, with 67 other member nations 
of the World Health Organization, 
is fostering a program of health, 
nutrition and sanitation which, it 


is hoped, will minimize the esti- 


When you Remember 

need WM. F. RUPERT 
es 
LISTS 90 Fifth on See W 


And these calendar cards, of VINYLITE 
Brand Plastic Rigid Sheets, have l-o-n-g 


memories for names...’ 


They take perfectly registered, multi- 
colored printing that won’t fade or rub off. 


mated 300,000,000 annual cases of 
malaria, the 50,000,000 annual 
cases of tuberculosis and an unesti- 
mated number of cases of other 
preventable diseases. 


ws U. S. exports of medicinal and 
pharmaceutical preparations in 
1949 reached a new peak of $198,- 
000,000, more than 11 times the 
prewar record. Leaders in this 
group were penicillin, streptomy- 
cin and other antibiotics, sales of 
which amounted to $85,800,000. 
Also figuring prominently in U. 
S. drug and health business over- 
seas in 1949, Mr. Raleigh says, 
were hospital and dental supplies 
and equipment, sales of which ag- 
gregated $41,900,000. Soap and 
toilet preparations, baby food 


products and other drug store sun- 
dries totaled $99,600,000. 

“Another development of in- 
creasing importance,” Mr. Raleigh 
pointed out, 


“is the greater em- 


phasis being placed on manufac- 
turing and processing abroad. Dol- 
lar shortages and the progressive 
effects of rehabitation and na- 
tionalism have made this a natural 
expedient for securing larger over- 
seas markets. This brings into 
focus greater needs for pharma- 
ceutical manufacturing equipment 
and supplies, U.S. exports of 


which in 1949 amounted to $40,-| Ph 


600,000.” 


Sheet Fed Gravure Used in 
Greenfield Business Ads 


Greenfield Tap & Die Corp., 
Greenfield, Mass., is featuring a 
series of six two-page inserts in 
eight publications in the metal 
working field which are unusual 
because they emphasize unre- 
touched close-up photographs of 
Greenfield tools at work. The in- 
serts were printed by the sheet- 
fed gravure process b} R. R. Don- 
nelley & Sons Co. 

Each of the inserts is backed up 
with an ad for either the Ampco 
Twist Drill Division or the Geo- 
metric Tool Co. Division. Green- 
field advertising is handled direct. 


sions but are moisture-proof, strong, light, 
durable, non-flammable ...and perfect for 


back-lighting effects. 


VINYLITE Plastic Rigid Sheets are avail- 
able in all colors, transparent, translucent, 
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Videodex Report for Six Cities, March 1-7+ 
Ratings of the top 10 TV programs in each city. 
Copyright Jay & Graham Research Inc. 


. 


Texaco Star Theater (NBC) ...... 
Godfrey's Talent Scouts (CBS) ... 
Toast of the Town (CBS) 
The Goldberys (CBS) 
Versatile Varieties 


eee e eee eeeeeee 


Hopalong Cassidy (ABC) 
Super Circus (ABC) 
Courte: 


i Sere 
Fireside Theater (NBC) .......... 
Kay Kyser (N ~ P 
Man Against Crime (CBS) ........ 


—. Sa. 


Cleveland Detroit New York Wash’ton 
60.8 62.4 


60.6 
44.4 


58.5 cece 
46.5 44.5 45.2 44.8 


*Kukla, Fran ‘& ony tre} (NBC) 
*Cactus Jim (Thurs.) 


Seer tweens 
fern ewes 


Boxing, Madison Sq. “NBC 
*Howdy Doody 48 tnBe) 

Aldrich Family (NBC) .......... 

*These are multi-weekly shows. Ratings ar are 2 fer us wn 

tVideodex ratings also cover TV shows yooh “Bufo, Cincinnati, Columbus, Dayton, Los 
Angeles, Milwaukee, Philadelphia, Pittsburgh, St. Louis and Toledo. 


New York TV Ratings 
Four Weeks Ended March I1 
Copyright by A. C. Nielsen Co. 
Homes Homes Homes Homes 
% (000) % (000) 
Texaco Star Theater (NBC) ........ 757 | Lights Out (NBC, Admiral) ........ 39.1 392 
Godfrey’s Talent Scouts (CBS, Lip- Gillette Boxing (NBC) ............ 38.5 386 
Sn aeanathiSedhd 6ebeate occ 59.9  601|Man Against Crime (CBS, R. J 
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Studies L. A. TV Viewers’ 
Opinion of Commercials 

Seventy-one television commer- 
cials were named by Los Angeles 
viewers as “those liked best,” and 
50 as “those liked least,” in a sur- 
vey completed by Coffin, Cooper 
& Clay, Hollywood, during March. 

Leading the “liked best” were 
those of Texaco, Old Gold, Log 
Cabin Bread, Coast Federal Sav- 
ings, Sunsweet Prunes, and Ford. 
Topping the “liked least” list were 
Coast Federal Savings, Pall Mall, 
Philip Morris, Fletcher Jones Ply- 
mouth, and Vacuum Cleaners of 
America. The respondents were 
the same people who kept Tele- 
Que viewing diaries during the 
week of March 5-11. 


Head Universal Recorders 
Arthur R. Hogan has been 
elected chairman of the board and 
Will H. Voeller, president, of Uni- 
versal Recorders, Hollywood. Mr. 
Hogan, formerly secretary-treas- 
urer of the company, recently pur- 
chased 141,000 shares of stock and 
full control of the company from 
Wesley I. Dunn of San Francisco. 


Julius Glass Rejoins WGAR 

Julius Glass, formerly promo- 
tion manager of WHBC, Canton, 
O., has rejoined WGAR, Cleveland, 
as promotion manager after an 
absence of eight years. He had 
been with WHBC since 1945 fol- 
lowing his discharge from service. 
Mr. Glass first joined WGAR in 
1937 and served in both promotion 
and continuity until 1942, when he 
joined WGKYV, Charleston, W. Va., 
as promotion manager. He suc- 
ceeds Ted Boynton, who has been 
transferred to WGAR’s sales de- 
partment. 


Brunhoff Appoints Mueller 
Clifford B. Mueller Jr. has been 
appointed general sales manager of 
Brunhoff Mfg. Co., Cincinnati, 
manufacturer of display equip- 
ment, effective April 10. He was 
formerly general sales manager of 
Schaible Co. and of the company’s 
D. T. Williams Valve Co. division. 


New York Lamp Show Set 

The New York Lamp Show has 
been scheduled for July 9-14 at 
the New Yorker Hotel. 


BLACK LIGHT FLUORESCENCE 


Advertising s New Glowing Dimension 


Sets disploys “ 


on fire’ with spectacular black lighted fluores- 


cent messages. Makes copy shout for attention! Stops store and 
window traffic with the brightest colors ever seen! 


Lawter's DAY-GLO*. . . Lawter’s LUVA-LITE* 
‘Lawter’s BLACK LIGHT FIXTURES 


Products of LAWTER . . . Leader in Luminescence 
Learn how to use them NOW! 
* Trade Mark 


—-—-————- LAWTER CHEMICALS, INC. 


3554 Touhy Avenue * Chicago 45, Illinois 


or opaque, with glossy-smooth or matte 
finish. 

Remember particularly that they’re 
readily formed to close tolerances. They're 
dimensionally stable. And they accept 
practically any kind of printing. For more 
information, simply write Dept. IB-67. 


They’re flexible yet tough. They’re water- 
proof. They don’t curl. They resist soaps, 
perspiration, oils, greases...nearly all 


chemicals and most strong acids. 

An advertiser couldn’t choose a better 
material for his calendar cards if he’s really 
looking for his money’s worth. 

For this is the same VINYLITE Plastic 
Rigid Sheet that’s doing a mighty memo- 
rable merchandising job in counter and 
window displays. Three-dimensional dis- 
plays, printed in full color—then formed 
—that not only hold their shape and dimen- 


Calendar Cards Courtesy The Emeloid Co., Inc., 
1239 Central Avenue, Hillside 5, N. J. : 

1 want to learn about Lawter's DAY-GLO and Lawter'’s LUVA-LITE Fluorescent Paints for 
use with black light. 

Please send me: 


(0 DAY-GLO & LUVA-LITE Free Information Kit, including new Technical Releases, 
DAY-GLO Color Card, LUVA-LITE Color Swatches, specificati and prices for 
low-cost Black Light Fixtures. 


00 1 am enclosing sketch and specifi ofa e display for you to color- 
engineer, sending me your color, design, and block lighting recommendations. 


1 am interested in DAY-GLO and tUVA-LITE from the standpoint of an: 


(0 Agency (0 Advertiser (0 Sign Company DC Posting Service 
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Announcing a Revolutionary New 
Development the United States 
Printing & Lithograph Company 


EYEOmATIC 


Color Process 


New Technique in Superlative Lithographic Color 
Reproduction of Advertising... Display...and Packaging 


TALK OF THE TRADE was this U-S hit show introduc- 
ing the new EYE-O-MATIC Color Process at the 
National Canners’ Convention in Atlantic City. The 
food industry is still talking about the comely U-S 
Maid and the appeal of her supporting cast in this 
unique trade exhibit. 


Materials adds new force to EYE-O-MATIC Selling 


After months of intensive research and de- 
velopment the United States Printing and 
Lithograph Company has perfected a new 
process that insures a degree of exactness in 


A BAKER'S DOZEN—6 full-color magazine inserts 
printed both sides and 11 store posters comprise 


this coordinated Durkee promotion program 
which was “‘dished out” recently to retail bakers. 
Both. posters and inserts produced by U-S. 
Agency— Meldrum & Fewsmith, Inc. 


color reproduction that represents a new 
achievement in the lithographic field. 


The new process centers around the initial 
photographic step in the preparation of 
lithographic plates. It combines positive 
control in making color extractions with a 
positive color correcting technique to ob- 
tain sparkling new realism in the repro- 
duction. This, coupled with U-S precision 
press work, results in a finished product— 
be it a label or carton; a point-of-purchase 
display or an outdoor poster; a calendar 
or a direct mail folder—that adds greater 
selling impact to your product. 


PROOF OF THE PUDDING is illustrated by the 
General Foods Minute Tapioca cartons at the 
left. An unusual reproduction problem pre- 
sented by these packages was one of the first 
tests of the new U-S EYE-O-MATIC Color 
Process. The results have excited enthusiastic 
comment on the part of the customer, the food 
industry, and the trade press. 


40TH ANNIVERSARY—a challenge to every 
American from 6 to 60, this U-S poster for the 
Boy Scouts of America represents a stronghold 
of liberty that we all cherish and support to 
the utmost of our ability. U-S is proud to have 
been selected to reproduce this poster again. 


In these “gloves off’? competitive days 
you will want to take every advantage of 
this new U-S EYE-O-MATIC develop- 
ment to promote your product. Here is 
another United States Printing and Litho- 
graph Company advancement that adds 
to our facilities for handling all of your 
packaging, advertising and display re- 
quirements—from creative design to fin- 
ished product. Ask a U-S representative 
to show you examples of EYE-O-MATIC 
color process work—see for yourself how 
effectively you can use it. 


PEACOCK ILLUSTRATION BY PAUL 
HAMLIN on the reverse side of this 
page is another example of EYE-O- 
MATIC appeal—planned and pro- 
duced by U-S to “show off” our 
ability to dress up your advertising,. 
display and packaging material. 
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This advertisement is reproduced by the new U-S EYE-O-MATIC 
Color Process. This new U-S development in full color lithography will 


add extra sales power to your labels . . . wrappers . . . 


folding cartons . . . displays . . . posters . . . calendars . . . 


THE UNITED STATE S PRINTING advertising literature. Write for complete information today. 
AND LITHOGRAPH COMPANY 


EXECUTIVE OFFICES: CINCINNATI 12, PHIO + Sales Offices in Principal Cities + PLANTS: BALTIMORE, MD. — CINCINNATI, O.— ERIE, PA.— MINEOLA, N. Y.—REDWOOD CITY, CALIF.—ST. CHARLES, ILL. 
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Ruppert ‘Smile’ 
Promotion Gets 
Heavy Backing 


Wide Variety of Media 
and Point of Purchase 
Material Helps Search 


New York—In February, 1949, 
Ruppert Brewery developed the 
“Smile of Pleasure” as a promotion 
theme. 

The company had, in the past, 
promoted the quality of its beer, 
its excellent ingredients and gen- 
eral all-around goodness. But, 
since people drink beer for enjoy- 
ment, the: “Smile of Pleasure” 
pitch, showing that enjoyment, 
semed a pleasantly logical switch. 
It proved just that. The campaign 
broke in newspapers, on 24-sheets, 
and spread to every type of point- 
of-sale material. 

Flashed from counter cards at 
first, it is now appearing on cal- 
endars, bottles, can openers, bottle 
openers, counter edge strips, pen- 
cils, and neon signs. Even the 
Ruppert personnel has it on their 
cards. For instance, the public re- 
lations director’s card reads: “Jas- 
per Smile of Pleasure Rowland,” 
and, of course, shows a beaming 
Mr. Rowland tasting a glass of 
Ruppert. 


es Ruppert sells in New York and 
New England, along the Eastern 
Seaboard, in the Chicago area and 
in California. In New York the 


_ theme is carried heavily in news- 
* papers, as well as radio, television 
, and point of sale, since the com- 


pany is concentrating on regaining 
ground lost in the brewery strike. 
Outside New York, however, point 
of sale is the big means of pushing 
the “Smile of Pleasure.” In the 
New York metropolitan area some 
6,000 bars and grills, groceries and 
delicatessens displayed the “Smile” 
piece in interiors last year. 

With the “Smile” well-launched 
in a number of media, Ruppert and 
its agency, Biow Co., came up with 
a plan to make it an even more 
potent point of sale promotion. 

This was Ruppert’s “Photo- 
Search,” through which photo- 
graphers send in pictures of “Smile 
of Pleasure” subjects. Photo- 
graphers are well paid, of course, 
and the pictures are used in the 
advertising material based on the 
“Smile.” It is not a “contest,” 
since breweries are not allowed to 
sponsor the usual type of pro- 
motional contest. 


a The photo-search was launched 
last year, from Aug. 1 to Sept. 15, 
and pulled 10,000 entries. This year 
it will run from April 10 to July 
15, and the company will make 
many new uses of the pictures. 
From now on, the company will 
have no more professional models 
as ad subjects, but will rely entire- 
ly on the subjects gained from the 
search. Already, Mary Cole, a girl 
from the Bronx, is getting as well 
known as a professional model be- 
cause someone snapped her pic- 
ture, and sent it in to Ruppert. 
The photo-search, as well as 
supplying likable models, offers a 
natural basis for localizing interest 
in the drive. Point of sale cards, 
showing pictures of entries, may 
feature smiling faces of people in 
that community. Again, continuing 
interest in the display can be main- 
tained by regularly changing the 
Pictures of entries, which may or 
may not be eventual winners. 


= It is estimated that in the area 
encompassed by New York, and 
within 50 miles, there are some 
11,000,000 camera owners. This ex- 
Plains the ready tie-in of camera 
Stores in the promotion, and these 


10,0006. 


> For Your Pictures Of That 


PLEASANT—Ruppert is off on a photo- 
search again this year, looking for 
“smiles of pleasure.” Here a counter card 
announces the search, and features Mary 
Cole, smilingest gal picked last year. 


stores are showing counter and 
window displays pushing the pro- 
motion. Since the photo-search is 
open to both amateur and pro- 
fessional photographers, camera 
stores obviously benefit from the 


tie-in. 

The “Smile” label is now on beer 
coasters, bartender cards, menu 
sheets, tray pieces, and exterior 
hanging signs, in addition to the 
point of sale material already 
mentioned. Bolstered by the photo- 
search, it will be used in many 
more ways, just as fast as the 
Ruppert advertising department 
thinks of them. 


a This spring the company will 
unveil some variations of its use 
which the company considers 
unique and has not discussed so 
far. Salesmen already carry trick 
decks of cards exploiting the 
“smile,” and executives of the 
company have taken to signing 
their letters in a way you might 
expect—“yours for the Smile of 
Pleasure.” 


Western Mart Sets Date 
Summer Market Week at the 
Western Merchandise Mart, San 
Francisco, will be held July 24-28, 
Frank K. Runyan, Mart president, 


has announced. 


39 


Gage Heads LeVally Media 


Leslie R. Gage, with Macfadden 
Publications for the past 15 years, 
has resigned to join LeVally Inc., 
Chicago, as media director. For- 
merly western manager of Mac- 
fadden Women’s Group, he will 
join the agency April 15. 


Erwin Dinion Appointed 


Erwin Dinion & Co., New York, 
has been appointed to handle ad- 
vertising of Diaper Service Valet 
Inc., New York, a new organization 
in the diaper service field. News- 
eae and direct mail will be 


HENNEBERRY ROTOGRAVURE CO. 


Rotogravure — Colorgravure 


25 Years of Dependable, 
Economical Service 


CATALOGS + PUBLICATIONS + BROCHURES 


Tel. LAkeview 5-8520 
CHICAGO 13, ILL. 


4001 RAVENSWOOD + 


Ye ee 


Simply remove protective cov- 
ering and press display in 


place. ‘Stays put," until ow 4 
Qpovety removed, 


a 


WE DO NO PRINTING 
Your own printer will get KLEEN-STIK for you 


Exclusive with KLEEN-STIK 


ie spots Fi and \| | 


Ideal for WINDOW POSTERS, WALL SIGNS, COUNTER STRIPS, ETC. 
A small Kleen-Stik spot in each corner or a thin strip down each 
side is all you need for perfect adhesion. Kleen-Stik'd pieces 
can be used on practically every surface —WINDOWS * WALLS 
© COUNTERS * SHELVES * SHOW CASES * REFRIGERATORS * 
CASH REGISTERS * TRUCK SIDES * BACK BAR MIRRORS 


KLEEN-STIK Not a glue, paste or cement, but 


a patented, permanently active adhesive applied to your printed 
pieces (over-all, spots or strips) that adheres to any smooth, clean 
surface when pressed in place. 


hg 


5 trom Bire-ley's 


Make sure your next point-of-purchase piece is 
used. Kleen-Stik, the versatile moisture-less ad- 
hesive, not only “Gets It Up”... but KEEPS IT 
UP. Kleen-Stik adheres to any smooth, clean sur- 
face (metal; wood, glass or plastic) and is easily 
removed too! Whether placed on a cold refriger- 
ator or ona sun-beaten window, your Kleen-Stik’d 
display “stays put” until intentionally removed. 


KLEEN-STIK 
Makes Every Place an Advertising Space! 


Send for ideas and FREE samples today! | 


Fill out and mail this coupon 
for interesting portfolio of 
samples and ideas. 


COMPANY. 


CITY. ; 


KLEEN-STIK PRODUCTS, inc. 


225 N. MICHIGAN AVE. CHICAGO 1, ILLINOIS 
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Advertising Age, April 3, 


Merchandising Units Which Display and Sell Varied Lines of Products 


a, 


= 


—- were 


AT POINT OF SALE—Some typical merchandisers now in use. Upper row: toned solid oak display stand for 
Cooper's jockey underwear, produced by Harve Ferrill & Co.; floor display stand of corrugated board 
produced by display division of River Raisin Paper Co. for Curtiss candy; display stand and accompanying 
streamers for Arvin radios, stressing varied colors, and produced by Zipprodt Inc.; counter stand to hold 
12 varieties of Necco candies, produced by Forbes Lithograph Mfg. Co. 

In the second row are three cardboard merchandise holders mounted, die-cut and finished by Chicago 
Cardboard Co. First is a counter display for Dr. West's tooth brushes, lithographed by Magill-Weinsheimer 
Co. Next is a Parke-Davis vitamin products counter piece, produced by Thomas A. Schutz Co. Third is a 
counter merchandiser for Standard Oil of Indiana candles, designed by L. A. Westerberg. The next piece 
is a cardboard merchandiser for five Casco aerosols, designed by Norman D. Waters & Associates in 
conjunction with Einson-Freeman Co. Last in the row is a “wide angle’ Marchand’s hair rinse counter display 
produced by Consolidated Lithographing Corp. 


Vakeup HAIR RINSE 


f MARCHAND'S 


P MARCHAND SS 


» ag 
pal ginst 


i. 


“« Mc CORMICK 


In the third row are three counter displays produced by Davidson-Hansen Inc.—for Silver Star blades, 
Gem single-edge blades, and Ever-Ready shaving brushes. Next is a metal counter display rack holding 
eight packages, supplied to case lot purchasers by Enoz Department of Diversey Corp. At the end of the row 
is a three-color lithographed cardboard floor stand for McKesson & Robbins. This one features pint bottles 
of milk of magnesia, but the display is adaptable to a variety of other products by a simple change of signs. 
It was produced by Einson-Freeman Co. 

In the bottom row are two plastic hosiery merchandisers, one at left produced by Vargish & Co. for Pres- 
tige hosiery; the other, a stock item, produced for Nebel Knitting Mills by Just Plastics Inc. Interchangeable 
cards at the top feature the next item, a floor merchandiser for McCormick & Co., produced by Consolidated 
Lithographing Corp. The “baby in a basket’ gadget was used in connection with mass displays of Sweet- 
heart soap in supermarkets. Produced by Mechanical Man Inc., the baby waves its arms and kicks its 
legs, while its head raises and lowers and turns to the left. 
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DON’T SEND A BOY on a man’s errand. Usually, it’s a costly 
economy. This is particularly true at the point of purchase. Here, for sure, 
you'll lose sales if you underestimate the calibre of your competition, slip up 
on the display requirements of your dealers or ignore the prevailing preferences 
of the buying public. It makes more sense—and sales—to use the findings of 
our Marketing Division to determine your retailers’ limitations in matters of 
size, shape and style and in developing your basic point of purchase strategy. 
You can rely on the rest of us to interpret your product’s selling story graph- 
ically and dramatically. If you’re thinking about a label, package or display 
—why not send for “The Man From Consolidated.” 
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Austin LeStrange Appointed 

Austin LeStrange has been ap- 
pointed eastern representative of 
American Poultry Journal, Chi- 
cago, with offices at 420 Lexing- 
ton Ave., New York. He was for- 
pesiy advertising manager of 
Southern Agriculturist and pre- 
vious to that, with Capper Publica- 
tions in New York. 


Rocca Joins Italian Daily 

Il Progresso Italo-Americano, 
New York, has added Vincent M, 
Rocca, formerly with the New 
York Sun, to its advertising staff. 


Gap Between Newspaper Retail and General 


Rates May Be Narrowing, Four A’s Reports 


New York—Differentials be- 
tween newspapers’ retail and gen- 
eral milline rates “may finally be 
decreasing,” the American Asso- 
ciation of Advertising Agencies has 
Suggested on the basis of two 
studies just completed. 

* A Four A’s rate study compar- 
ing data for 1947 and 1948 on 470 
daily and Sunday newspapers in 
151 cities of more than 100,000 pop- 


ulation shows an average decrease 
of 3.8% in the milline differential. 

In addition, the latest issue of 
its “Market and Newspaper Statis- 
tics,” which compares 1948 and 
1949 data on 137 papers in 42 
cities, shows a further decrease of 
1.3%. 

This, the association said, marks 
the first period since 1944 in which 
there has been a decline in the 


ee 


differential. In 1947 a sharp in- 
crease was noted. 


a Welcoming the downward trend, 
“if there is one,” H. H. Kynett of 
Aitken-Kynett Co., chairman of 
the Four A’s newspaper committee, 
said: 

“The dangers inherent in an ex- 
cessive differential between gen- 
eral and retail advertising rates 
have long been pointed out. We 
continue to suggest that news- 
papers should apply cost account- 
ing methods, to determine the 
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Advertising Age, April 3, 1950 


relative cost of handling local and 
national advertising.” 

Also commending the develop- 
ment, B. C. Duffy of Batten, Bar- 
ton, Durstine & Osborn, chairman 
of the Four A’s committee on 
media relations, suggested that 
more publishers and broadcasters 
“clearly define in their rate cards 
what advertising takes the retail 
rate and what takes the general 
rate... . There is too much con- 
fusion now.” 


s The rate study shows that com- 
posite retail millines for the 470 
papers covered: increased 7% in 
1948, while general rates went up 
6%, resulting in the differential 
decrease of 3.8 percentage points. 
The 1948 differential for dailies 
was 51.8%, compared with 54.1% 
in 1947. For Sunday papers it was 
72.2% in 1948, 63.5% the previous 
year. 

The other sfatistical study shows 
1949 retail millines at 5.3% above 
those of 1948, while general rates 
went up 4.4%, differential decreas- 
ing by 1.3 percentage points. 


Ogden Paper Names Breeze 


Joseph H. Breeze has joined the 
Standard-Examiner,.Ogden, Utah, 
as business manager and director 
of sales, a newly established posi- 
tion on the mewspaper. He was 
formerly business manager of the 
Omaha World-Herald and before 
that spent 22 years in the adver- 
tising and business departments of 
the Indianapolis News. When he 
resigned from the News in Decem- 
ber, 1948, he was business manager 
and advertising director. 


‘Mail Mart’ Runs in Oakland 

“The Mail Mart,” a new adver- 
tising feature slanted to mail order 
sales, and designed for presentation 
of new items by small manufac- 
turers, began appearing in the 
Oakland Tribune March 12. It was 
created by Small & Gautreaux, 
Oakland agency. Newspapers of 
seven California markets will soon 
carry the “Mart” as a regular Sun- 
day feature. 


‘Future’ Changes Format 

Future, Tulsa, Okla., publica- 
tion of the United States Junior 
Chamber of Commerce, will 
change its size from 8%x11%4” to 
pocket size, 5x7”, effective with 
the May issue. A 32-page pic- 
torial section will be featured each 
month. 


Standardize on the 
New Brighter, WHITE 


FALPACO! 


Assures added Effectiveness ! 


The new Falpaco coated blanks are 
unbelievably, startlingly WHITE! 
They make it easy to get greater 
contrast in color, far better 
reproduction, and therefore greater 
effectiveness. Falulah has two types 
of coatings: one especially for 
letterpress, the other especially for 
offset lithography and varnish. Ask 
your paper merchant for samples. 
Distributed by 


Authorized Paper Merchants 
from Coast to Coast 


PAPER COMPANY 
NEW YORK OFFICE ¢ 500 FIFTH AVENUE 
NEW YORK 18, N. Y. 
MILLS—FITCHBURG, MASS, 


rs ME z te at Foul oe 
Lar ca wear eee a: 


A Seca : Pane ee MS a oe eee ee 7 i Sale ore ed eg =. eee a ee oy en Se) eee eee FE ee ee a (eee Ta cable Si ee Me a OO Bee hE 
— = FC“ teCisSS 
es: 
irae 
oa 
pee oe : 
a 
re. ae 
ey 
Sey 
A ha, 
See 
g ee 
‘- ' 
lies 
ssn 
; — 
CO es ee 
S q 
ia ss | 
ae od 
ag Sony, I 
ee * 
a 
aoe 4 | 
; | 
eo 
‘= ug 
rose - 
= ee 
Pla 
J a 
in | 
ek 
(oe 
: 
] as 
‘i 
ag | 1 
om 3 
ae 
bn-8 
ag . 
See 
a ers 
“re 
Pape . 
ee “4 
a) i 
a5 ope 
wre = i a il . i ie ea eae OO SIRE NW 
aaa ——————————SS Sn eee aioe 
ae sy ot > prt — — [as 
‘pie ha —_— ae re 
Gi haar Gee eae 
Bees ay eae Pic DN alee = fr Ph ec UN NR RD oe RS ee 
pi pret aR Se ee ORD oe ape re An pe ee aa Si ea a 
; a e f ‘ ae ae. edd be eg Mrsnifucter Vian Bere miae re oa aes ae oh 5 * 
ace 5 Pa : 
‘ = oe 
ied : aes 
ae p : . ¢ re. i ae ee 
rat i Rilo , . Beta bh il fe be a 5 : 
ae i i. ; : Ee x esos an é 
oe ts : ee Ai a oS ie ee We : i eet es os ee eee : iN eer teh 5 Wes os | = ae ae Eee Atos ED) 5 End 2 Ri Re att ee OUR RS x 
apne Aah ret aie gate ag Omarion lig ee Ee ery oy Pye a a Pe Tee 125 Ware a res a TS a ne Rasen ae eee ine 5 é si io Sai ee Ei | Breen FS a ‘ ke es : 
et Ret aaa pee Slnlaaas ae ae eR SS A Teanga ri ge ee ea Memeete yt 2." or ck Re BG te Sa Ree ee as Tn eT a — 
oy a Se ee Nae Ga eon rare, ey, TN Ay Meee Ns wie ch rer eae Sota mena t h53 Nk vi ae a Oy ee “ et eam. eae 3 
ei ee” ten a a ee eT Cam. See Sh tee Seah REN ip re hO s mihi aR ee ke et ee od es tc a Fie Ne | ie eae Fabtech 7 , 
ell Ponce een Leah Mena oe ioe den et ake Seen alee rE Me COM Res bed Rea oa ee TE ee i Ame RC ah ate See ae - athe te Bes 2 a c,d Lee a & 
‘ Pe Oa nem ROE oto ohe | ee een 7 it NAN age SO Nath AO Se des ahr ori cg a th yt ciel he geet ae Pe ape eee eee Tie ka a iS he pen sy te ~~ . 
i, i ee cea = een re nas ee Ce Lee ar ed re ae Re RONG SRS i Thy oye err eee Gos Efi, el OOS GAN Ragnar ee ty eT : : : 
Be i ee ee SO ee So end at Sie or Re en oe ees 
F a Lio fee le eS, orc oreo ee se ene oe eae NS ine eT eo 
wae Ses Oh sete eh Oe ea re aie ea ae eS et ye ens es ae oe ae ern 
a eae eat ee te 3 Meee ee ce cere ce traps igs ee eee ? 
ie ia i ak tae iy a ce ce Cee ay ee ahs ae al eee eae 
z Biers : 4 oe FS ‘i ie Eee it : tae 7 
re : a 7, a : - ? =F by @ ene 
cay RAN SAR meg Soe et ra é “ : a we pe Po 
<s aie ei woth) ORR de ese : : oy ek en 
: ; = coe, é pices he nes ee ie 4 
; ‘ ‘ i « f ea ae : 3 
. ei cha SR oe SS ee a ecient csc ee eae a oe ee , : 
: ee | 6 N. MICHIGAN AVE., CHICAGO 2 © ge 
i 145 eae Mteeg pte Cae : ee See iG ie a ee ‘ : 
: ee ers od 2 Bi “a ae . Bigs os BSc 5. ees a ee 
: beet x . i ns eres) <0 I ogee ee Rage Ese 9 Ci a soln Ss 1 Fem a aie ere: 
i : ¥ Hi Se : . d ys a : 
“y 
<8 * + 
bs > . y 
“ c 
oe 
: 
7m 
12, 
PLAN ad | ff 
YZ | 
: —_—* Al Paco a Z | 
eae arias = 
te : 
2 ; ‘ne: 
“- : 
e = 
rae 
- EA AEST ERS EE erences F 
ee pe Aa - : iS; Bate at a ms A a : 
Alana Re eae a ea Ree Neca a cri’, 8 tone ees Malaga aa MUNIN Mer NU OM te w°% gs Fi ee ee aie oat oh Deis tines enone teeth) oe ae, § “ oie 
Re rte be ae i se ays ae Be Ke = bes kre So ie ge aig = - wee i a eee artes oe i kage oe Be hate < es =e ET De 3 ae ae o - = ¥ ene Ate , i 
= ee Sr vicars Pr i tk eg ee oe Oe Ee ier RET EE eee ER SRR eS TS eh ee Mri ae ues bide a oe ca fe i a ; : : he Wied a 
| aS eee 7 tee a aS eRe a el me nae ee ea Pn ee = Ce ag Cena eee sabe! i ag % eS escheat 
Ce ee = OL INL LE ELI RIA SIE PRO OMERR IE SSE LGR ENT ORME ETS A OREN RTT hae haters i RM ec a. | in en aoe 


There’s too much to see... 


on busy business streets these days! Store windows can’t sell unless 

they stop people...can’t stop people unless they offer something 

exceptional to see! ... technicrome is exceptional—puts new eye 

appeal in windows, is a look-and-listen stopper of shoppers! Gets a 

warm welcome from dealers, too—because they see it work! 

Backlighted by a bulb, technicrome becomes an illuminated 

display... Useable over and over... Can be produced with your 

regular display order. Details and specimens on request... ; 
E1nson-FREEMAN Co., INc., Let-there-be-light Lithographers, % ! 

viata! . Starr & Borden Avenues, Long Island City 1, New York. ae 
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e@ WHEN ONE of the country’s 
better-known companies recently 
went in search of an editor for its 
employe magazine, the basic re- 
quirements were about what you’d 
expect. The man needed reasonable 
journalistic experience, a personal- 
ity acceptable to both management 
and employe, and the ability to 
fit himself into a somewhat con- 
servative corporate pattern. For 
this the company was willing to 
pay a fairly respectable four-fig- 
ure salary. 

But the company wanted, and 
hopes it has found, something else 
in its editor. It wants in him the 
capacity to create and finally to 
direct a full scale department of 
# employer-employe communication. 
If all goes well, within a year or 
two the editor will have depart- 


Employe Communications 


How to Win Friends Among Your Workers 


By Rospert Newcoms and Marc SAMMONS 


ment manager rank and his salary 
will be comfortably into five fig- 
ures. 


ws In the book of those organiza- 
tions where the industrial editor 
doubles as a stand-in for the jani- 
tor, this sort of talk is sheer heresy. 
In too many companies, it is in- 
conceivable that the assignment of 
communicating with employes is 
any more important than nailing 
up a shipping case. But modern 
management is commencing to 
overhaul its viewpoints. That’s 
why public relations directors and 
advertising managers are regard- 
ing the devices of communication 
in their companies with new in- 
terest. 

As preliminaries to the effi- 


cient functioning of a communi- 


cations department, here are some 
suggestions: 

1. Put the supervisory responsi- 
bility for communications in the 
hands of someone at the policy- 
making level. 

2. Keep communications under 
one roof. Whether it’s public or 
industrial relations, or advertising, 
or a department by itself doesn’t 
much matter. 


a 3. Set up an editorial advisory 
board. Keep it small and flexible, 
and by all means keep it advisory. 
One such board consists of one 
representative each from opera- 
tions, sales, industrial relations, 
public relations, and advertising. 
The public relations department 
is responsible for the physical pro- 
duction of the program; the board 
members sit in solely to keep the 
program in balance. A top super- 
visory official approves for policy. 
In the smaller company, the group 
can be smaller still. 

4. Appraise all available devices 
of communication. One company 
entrusts its communications to an 


occasional, elaborate employe mag- 
azine distributed at the gate; it 
would probably do better to pro- 
duce a cheaper publication regu- 
larly and send it to the home, and 
to use bulletin boards to augment 
the magazine. Another company 
uses only an employe publication 
and holds no meetings with em- 
ployes; there are only 132 people 
on the payroll, and the company 
would do better to inaugurate em- 
ploye meetings, scrap the publica- 
tion, and use a management letter 
to the home as the occasion re- 
quires. 


Rockwell Mtg. Will Issue 
‘Gas Line’ House Organ 


Rockwell Mfg. Co., Pittsburgh, 
will issue a new house organ, “The 
Gas Line,” in April. It will have 
an initial circulation of 8,000, will 
be 20 pages with cover, and will 
be published to interest executives 
in utility companies, gas appli- 
ance manufacturers, and pipe line 
distributors. W. F. Weimer, ad- 
vertising manager of the Pitts- 
burgh Equitable Meter division of 
Rockwell, is manager and editor. 
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THEY GOT THE FACTS 
FROM FORBES 


WINDOW TREAT! This 3-piece window 
display for Dolcin was created and pro- 
duced by Forbes for the Dolcin Corpora- 
tion. Its distinctive handling provides both 
stopper value and prestige, winning it pre- 
ferred space as an effective merchandising 
piece. Dolcin’s advertising agency is Victor 
van der Linde, Inc. 


PACKAGE SWEET! Necco Wintergreens 
and Mints now come in a “see-through” 
package produced by Forbes. A trans- 
parent cellulose window on the new pack- 
age helps whet interest and increase sales 
by showing actual product. Necco’s adver- 
tising agency is C. J. LaRoche & Co. Inc. 


serts such as the one above, prepared by 
Forbes for Winchester Repeating Arms 
Company, act as salesmen in many dif- 
ferent ways . . . as advertisements, as part 
of a sales portfolio or wholesaler-retailer 
portfolio, as a direct mail piece. Win- 
chester’s advertising agency is D’Arcy Ad- 
vertising Agency Inc. 


FORBES FACTS help step up the effective- 
ness of printed merchandising. These facts 
are a result of Forbes’ experience, continu- 
ing studies and unique facilities in lithog- 
raphy, letterpress, web gravure and die 
stamping under one-roof management 
control. Ask the Man from Forbes for more. 


WE'LL BE SEEING YOU 
at the POPAI Symposium in New York April 
lith and 12th! Let's get together — be sure to 
drop in at our booth! 


‘'/ DIDNT KNOW THESE 


COOKBOOKS WERE LOADED/* 
(with Sales.. that 3..) 


Y 


Avoid that mistake! When you mail 
point-of-use material that’s impact- 


packed by the Facts from Forbes, warn 
Uncle Sam’s bag-toters to beware of 
store-bound waves of impatient buyers. 


FORBES LITHOGRAPH CO. 


NEW YORK «+ 
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Advertising Age, April $, 1950 " 
New ‘Old Schenley’ 
to Bow: Product Is 
Bonded 8-Year-Old 


New York—Schenley Distribu- 
tors Inc. is placing on the market 
an eight-year-old bonded whisky, 
“Old Schenley.” 

Except for a small amount of 
pre-Prohibition stock sold after re- 
peal, this marks the first time in 
more than 30 years that U. S. 
whisky that old has been widely 
available. 

Stock is now being placed in the 
hands of distributors throughout 
the country, K. H. Seidel, adver- 
tising manager, told AA, and 
should have national retail dis- 
tribution in about six weeks. 


= Biow Co.,, agency on the account, 
is preparing an ad program. Mag- 
azines get the heavier end of the 
schedule, with the first ad, a 
spread, slated for the June issue 
of Fortune. Newspapers and out- 
door in selected markets also will 
be used. 

Although Schenley has some 
95% of all eight-year-old whisky 
in the country, Mr. Seidel said, the 
supply is very low and will prob- 
ably continue so for three or four 
years. Distribution is being han- 
dled on a ration basis. 


mw Old Schenley is priced at $7.11 
a fifth, a premium level for which, 
Mr. Seidel said, there is a “def- 
inite demand” today. 

“We saw it coming,” he added. 

The Old Schenley brand name 
identified a six-year-old bonded 
bourbon sold by the company be- 
fore the war. When it was dis- 
continued in 1942 it was the largest 
seller of its type in the country, 
according to Mr. Seidel. 


Farrell Lines Promotes 
African Trading in ‘Time’ 
Farrell Lines, New York, opera- 
ting between this country and 
South Africa, has launched a new 
series of advertisements in Time 
based upon endorsements of busi- 
ness executives supporting Far- 
rell’s theme of “Buy more from 
Africa so they can buy more from 


The series has been scheduled on 
a once-a-month basis through J. 
Walter Thompson Co. 


‘Pulse’ Moves Uptown 
The Pulse, New York, has moved 
oo 110 Fulton St. to 15 W. 46th 
t. 


Ti your product is 


@ a bubbling beverage 
@ an effervescent 

@ a valve 

@ a hydraulic apparatus 
@ an oil cleaner 


or embodies a fluid in 
motion, let us design an 
inexpensive, foolproof 
“point-of-sale” display 
activating the fluid. 


R. R. KELLOGG ADVERTISING SERVICES 


1710 WEST WASHINGTON BLVD. LOS ANGELES, CALIF 
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WHY take advantage of the fact that more people are sold at 
- the point-of-purchase with displays that remind, feature, and 
demonstrate your product. 


WHY make it easier and erelordide for retail sales 
people to sell your product with displays that are 
! sales tools, too! 


WH not do a complete job with a promotion that stim- 
ulates the distributor, convinces the dealer and sells 
the consumer (the entire sales front). 


WHY let us cover the entire sales front for you with a Se 
- promotion that distributors will accept; dealers will ~<< 
USE and consumers buy! 


CARTER and GALANTIN, INC. 


LOS ANGELES 105 W. MONROE STREET, CHICAGO DETROIT 
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Interior Displays Do Their Part in Moving Merchandise 
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STOPPING SHOPPERS—A representative collection of interior displays. In the first row: Plastic champagne 
bucket for Miller Brewing Co., together with plastic beer bottle, produced by Thomas A. Schutz Co. One of a 
series of 12 Esso displays which utilize Flash-O-Graph for messages. In this one, the arrows are animated. 
Next is a 20” replica of a National Premium beer can, created and produced by Phillip Lithographing Co. 
At the right is a three-dimensional Triographic display for Perma-Lift produced by Stanley Wessel & Co. 

First item in the second row is a plastic wood molded back bar display which doubles as a “kitty keg” 
for bartenders’ tips. It was produced for Imperial whisky by Kay Inc. Next is a full-color Coca-Cola festoon, 
extending 12’ as photographed, which was designed and produced by Snyder & Black Lithograph Co. 
Directly under it is a weather report display for Goebel Brewing Co., lithographed by Midwest Offset Co. 
and mounted and finished by Chicago Cardboard Co. The aluminum easel and frame which holds a 25x38” 
display, was produced by Arlington Aluminum Co. and is used for interior display by Nash dealers. Next 
to it is an illuminated advertising clock, developed for Westinghouse by Pam Clock Co. 

In the next row is @ 32x20” showeard with upper rectangle embossed and treated with porcelain finish, 
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produced by Illi & MacCallum for use by RCA Victor in Canada. Next to it is a life-size lithographed cutout 
floor display for Donald Duck frozen orange juice, produced by Einson-Freeman. A 12” reduction is used 
for counter display. The Foremost ice cream piece, produced by Schmidt Litho Co., San Francisco, is a 
five-color backbar banner, 30x40”. At the end of the row is a multiple use window and product display for 
Caldwell Division of Sterling Drug Inc., produced by Zipprodt Inc. 

At bottom is a die-cut display over 5’ tall for Magic Chef gas ranges, produced by Forbes. Four small 
cards, carrying the same trademark figure, are placed in various positions on the range itself, to point out 
advantages. Next to it is a life-size figure designed to carry an actual package of the new shape Modess. The 
smaller counter card identifies the merchandise and makes self-service easy. It was produced by Ketterlinus. 
Count the display pieces at the typical tobacco counter shown in the next photo. Here, O. R. Zimmerman, 
central Pennsylvania division manager for R. J. Reynolds, is applying Topflight tape to a Camel display. 
Next is a floor stand for Levolor self-adjusting tilter for venetian blinds, produced for Lorentzen Hardware 
Mfg. Corp. by Consolidated Lithographing Corp. ‘ 
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HORIZONTAL EJECTOR 
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Nothing like colorful, gala strings of pennants to excite buying fever at the point-of-purchase. 
CSP designs, produces, distributes unusual pennants, for indoors or out, printed in multi-colors 
on drill or KANVET fiber. Or we can supply colorful stock pennant strings unprinted. 


Animation and illumination attract extra attention. In this Here famous, patented “self-stik’” MYSTIK is put to use 
window display CSP designers created the striking effect of a in an unusual projection display. Made of cardboard 
plane flying through moving clouds. The complete CSP idea- printed on both sides, the sign is mounted easily by 
design-production-distribution service can help you, with a means of MYSTIK strips. Here's a selling piece that re- 
single piece or year’s point-of-sale program, tailers appreciate, 


Does your product need a NEW idea for point-of-sale advertising? Ideas are our business! We create 
them, produce them, distribute them. Call in your local representative of Chicago Show Printing Com- 
pany or wire our home office. CSP will go to work for you today. Write for our point-of-sale idea book 
now. Chicago Show Printing Co., 2640 N. Kildare, Chicago 39. 
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Men’‘s Clothing Production Has Hit Bottom 


New York—Unit production of 
men’s clothing in 1949 dropped 
14% below 1948. Retail sales were 
off 13%. Inventories declined 9%. 

These figures were released 
jointly last week by the business 
information division of Dun & 
Bradstreet Inc., and the market 
planning service of the National 
Credit Office. 

Source of the figures was a sur- 
vey of 130 clothing manufacturers 


and 1,500 retailers. 


s Although 1949 displayed ample 
evidence of relaxed consumer de- 
mand, the report said, “prospects 
of another break in the clothing 
market, such as occured in the fall 
of 1948, have been reduced to a 
minimum. 

“With retailer buying very much 
on the cautious side for more than 
a year,” the report continued, 


“chances are good that the cloth- 
ing market has reached bottom. 
Any upturn in consumer demand 
should be felt quickly at retail, 
cutting and mill levels alike. The 
closing quarter performance of 
topcoats, sports coats and slacks 
provides some hopeful elements 
for 1950.” 


Joins Guild Copy Staff 


Elizabeth Wenberg has joined 
the copy staff of Guild, Bascom & 
Bonfigli, San Francisco. She for- 


ee eee ee oe ee) 


merly was with Walter McCreery 
Inc., San Francisco. 


]. ]. Gibbons Appointed 


Stromberg-Carlson Co. Ltd. 
has.appointed J. J. Gibbons Ltd., 
Toronto, to handle its advertising, 
including telephone, communica- 
tions and other divisions of Strom- 
berg-Carlson in Canada. A cam- 
paign of national and dealer ad- 
vertising is being prepared for S-C 
radio and television sets which 
will be shown in May for the first 
time. 


REO 


fm ~=—s«ESIGNS AND PRODUCES 
4 ¢ WINDOW DISPLAYS 
me = ° COUNTER CARDS 

e POSTERS AND 
PACKAGES 


FOR AMERICA’S LEADING ADVERTISERS 


Advertising Age, April 3, 1950 ' 


Harper Hopes TV 
Industry Will Keep 
Files on Results 


New YorK—Marion Harper Jr., 
president of McCann-Erickson, has 
called on television to lead 
the field in developing “case his- 
tories of sales effectiveness” to 
show exactly what a medium is 
producing for the advertiser. 

Speaking before the Radio Ex- 
ecutives Club, Mr. Harper sug- 
gested that TV is ideally suited to 
pioneer in this field of selling it- 
self strictly on the basis of sales 
created. He said tests with TV 
families and non-TV families in 
video cities would be one method 
of appraising the medium. He 
added that experiments also could 
be made between TV and non-TV 
areas. 


Wine Institute Elects 
John Deane as President 

John R. Deane, retired major 
eneral and president of Italian 
wiss Colony, has been elected 
resident of the Wine Institute, 
an Francisco. 

Other new officers include John 
Daniel Jr., chairman of the board; 
Louis Petri, list vice-president; 
James K. Herbert, 2nd vice-presi- 
dent; L. K. Marshall, 3rd _ vice- 
president; James L. Vai, treasurer, 
H. A. Caddow, secretary-manager, 
and Jefferson E. Peyser, general 
counsel. 


Blatz Promotes Neuse 


Clarence J. Neuse, formerly as- 
sistant to the southern area sales 
manager of Blatz Brewing Co., 
Milwaukee, has been appointed 
export manager, succeeding James 
B. Angove, who died recently. 
Walter R. Tambke, assistant dis- 
trict manager in Wisconsin, re- 
places Mr. Neuse in the southern 
area sales headquarters. 


Polakoff Launches Company 
Carl Polakoff, formerly sales 
manager for J. A. Want Organi- 
zation, has launched his own direct 
mail and printing business with 
offices at 915 Broadway, New 
York. Mr. Polakoff is a director 
and vice-president of the Mail Ad- 
vertising Service Association. 


Del Monte Names Granicher 


Irving H. Granicher, general 
sales director of California Pack- 
ing Corp., packer of Del Monte 
brand foods, has been elected a 
vice-president and director. He 
also was named as a member of 
the executive committee. 


Create attention-compelling displays with 
remarkable new Krystalite — lightweight, 
strong, sparkling. Will not crumble. Per- 
fect for cut-out letters, backgrounds, dis- 
play bases. 

We have created, produced and delivered 
sales potent displays, for the country’s 
largest companies. Our know-how is at 
your service. Descriptive literature and 
sample on request. 
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We did not INHERIT our knoll 
— what we know about pramae 1S Sales - Making 
Advertising was acquired fra n Pi 

‘In our 43 years of service, w A ve learned some 
of the secrets of stimulating the 


gt 
ic’s buying urge 
— especially at the point - of - puray 
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This “know-how” in creating id , ie ' janning, in 
designing, and in producing is what today Mapresents 
M-W Complete Service. © : : 


There is no substitute “for experienc 


Call, write or phone us about your n ; 
it involves a single piece or an entire « 
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so. wabash ave. © chicago 5, ill. © harrison 7-3880 


CE « 369 lexington avenue « new york 17, ny. 


AP RIL Mth & 12 th - Waldorf Astoria, —s York City 


ADVERTISERS AND AGENCIES: WRITE US FOR INFORMATION AND TICKETS 
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YOUR CUSTOMERS BUY BY EYE! 


PLASTIKOLOR-PIX FULL COLOR BACKLIGHTED ‘VINYLITE” 
TRANSPARENCIES GUARANTEE 4 TO 5 TIMES THE ATTEN- 
TION VALUE OF ORDINARY DISPLAYS. QUANTITY PRICED 
80% UNDER COMPETITIVE TRANSPARENCIES. 


See us in Booths J-18 and J-19 POPAI SHOW 


WM. MELISH HARRIS ASSOCIATES 
52 Vanderbilt Ave., New York 17 


Sloane-Blabon Goes 
All-Out to Display 


Texfloor Linoleum 


New York—Sloane-Blabon Corp. 
is conducting the most extensive 
point of sale campaign it has ever 
undertaken for its Texfloor linole- 
um, with a seven-feature promo- 
tion “package” available to dealers 
through distributors. 

Dealer aids include a full-color, 


nine-unit window or store interior | 
display that is based on a parade) 
theme. It is composed of two drum | 


majorette posters, three base 
“floats,” two placards (one high- 
lighting Texfloor roll goods, the 
other featuring tiles), a frame that 
shows room-to-room color coor- 
dination, and a satin banner with a 
fluorescent paint imprint. 

Another display for store interi- 


ors has two placards with life-size , 


PARADE THEME—Wilbur Newman (left), sales vice-president of Sloane-Blabon Corp., 
reviews a full-color, nine unit display tuned to a parade theme for store windows or 
‘ interiors with James W. Russell, assistant sales manager. 


figures, pictures of room interiors, 
decorating suggestions, and a “dec- 
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orator wheel” for customers’ use 
in selecting color combinations. 


w= Sloane-Blabon has further pro- 
vided “Design-A-Floor” kits that 
enable homemakers to picture their 
own tile designs by coloring floor 
plans with crayons. The kits are 
included in a wall-type display pro- 
moting Texfloor and other Sloane- 
Blabon samples. 

Accompanying the point of sale 
material are direct mail brochures 
showing room interior colors based 
on Texfloor linoleum and tile insu- 
lations. The company also has sup- 
plied newspaper mats for local 
advertising to tie in with the point 
of sale campaign. 

The distribution of Sloane-Bla- 
bon’s display material for dealers 
has been geared to the company’s 
national campaign announcing 
Texfloor, which was launched last 
month. 

Geyer, Newell & Ganger, New 
York, is the agency. 


National Ads Top List 
of Luggage Promotions 


National advertising is the most 
important promotion service ren- 
dered luggage retailers by manu- 
facturers, according to a recent 
survey of 1,000 retailers by Crown 
Luggage Co., Baltimore. Coopera- 
tive local advertising and display 
material ranked second and third, 
respectively. According to the sur- 
vey, the best timing for advertis- 
ing is in November, May and De- 
cember, with peak sales coming 
for December. 

Luggage retailers voted Life, The 
Saturday Evening Post, and Holi- 
day the best media. The survey list 
was determined by geographical 
location, financial yield, and de- 
partment and luggage store types. 


Marketing Association 
Issues Entry Invitations 


The New York chapter of Amer- 
ican Marketing Association has is- 
sued an invitation for entries to 
be judged for leadership awards 
given for “specific contributions 
tending to advance the science of 
marketing during 1949.” Both 
AMA members and non-members 
in the marketing field are eligible. 

Entries must be sent to A. Ed- 
ward Miller, secretary, New York 
Chapter, AMA, c/o Life, 9 Rocke- 
feller Plaza, New York 20. May 1 
has been set as the deadline for 
entering the competition. 


Shoe Show Names Two 


Popular Price Shoe Show of 
America, New York, has appointed 
Sylvie Hamilton of Fashion Mating 
Service as fashion director for this 
year’s exhibit, to be held in the 
grand ballroom of the Hotel New 
Yorker, May 15. Chester A. Gash 
of Merchandising Arts has been 
named to head production and 
staging. The show is sponsored by 
the New England Shoe and Leather 
Association and the National As- 
sociation of Shoe Chain Stores. 


Doyle Agency Promotes Candy 

Lindt & Spruengli, Zurich, Swit- 
zerland, manufacturer of Lindt 
Swiss chocolates, has appointed 
Doyle-Dane-Bernbach, New York, 
to a gate: in this coun- 
try. Foreign language newspapers 
will be used. 
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POINT OF PURCHASE ADVERTISING SYMPOSIUM 


is See x ee ao ss A sl a gare a es 
ae HAE PS oe 


POINT-OF-PURCHASE / 
ADVERTISING 


BEST 


Color, illustration and design contribute 


in no small way to the effectiveness of your 


point-of-purchase ideas. 


And, as a reproduction process for 


point-of-purchase displays, offset lithography has 


no peer. Color control and fidelity of 


reproduction is tailored to your requirements— 


giving your displays dynamic power to stimulate 


consumer purchases at the spot where 


merchandise is available. 


As silent partners of your lithographer, it 


is our pleasure to serve you in the production of 


lithographic plates which represent color 


craftsmanship at its best. 
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* AMERICAN LITHO ARTS, INC. 
200 S. Peoria St., Chicago 7 


* BRAUER & SON, INC. 
1718 N. First St., Milwaukee 12 


* CHICAGO LITHO PLATE GRAINING CO. 
216 N. Clinton St., Chicago 6 


* GRAPHIC ARTS CORPORATION OF OHIO 
110 Ottawa St., Toledo 4 
OFFICES: Detroit—Chicago—New York 


* MINOTTI COMPANY 
257 Elizabeth St., New York 


* I, H. SAYRE & CO. 
Lockport, Ill. 


* STANDARD LITHO SERVICE, INC. 
9 W. Illinois St., Chicago 10 


* STEVENSON PHOTO COLOR SEPARATION CO. 


400 Pike St., Cincinnati 2 
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ADVERTISERS AND AGENCIES: WRITE US FOR INFORMATION AND TICKETS 
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Color photo of “Mi Amigo 
Bruce” by Cushway Studio 


LMhography by STECHER-TRAUNG 


You are now looking at a sample of Stecher-Traung craftmanship 
and quality control—for the production of this advertisement 
was handled entirely in our own plant. We coated the paper ourselves— 
we ground and mixed the inks! Our typographic department set the 
copy on our new Intertype Fotosetter—on film! From a trans- 
parency we created a natural color Flexichrome print for use as 
illustration art. Our skilled engravers made the color plates. Our 
modern, high-speed four-color presses turned out hundreds of thousands of copies, 
lithographing all four colors at one time. That explains, 
in part, why so many firms have switched to the economical 
and complete full color service known throughout the world of 


graphic arts as “Lithography by Stecher-Traung.” 


SPECIALISTS IN FULL COLOR—Consumer Folders * Booklets * Catalogs * Circulars * Broadsides 
Labels * Box Wraps * Streamers * Displays * Posters * Folding Boxes * Merchandise Cards 
Seed Packets * Specialty Envelopes * Full Color Letterheads * Greeting Cards 


o STECHER-7TRAUNG 


send FOF ve money OF 
“ow To Fe thogroP LITHOGRAPH CORPORATION 
Mu een 
pu cO yide in PF Plants at 
Py ng ond odve™ Rochester 7, New York e San Francisco 11, California 
ating 8°. write oO” 
m rere’ . 4 t 
-_ n \etrerne? Offices: Baltimore * Boston * Chicago * Columbus «+ Harlingen 


free COPY: Los Angeles * Macon + New York + Oakland + Philadelphia + Portland 
nail Rochester + Sacramento * San Francisco * St. Louis + Seattle 


Special New York Sales Associates — Rode & Brand 
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DetTroit—An urgent plea was 
sounded by the National Catholic 
‘onference on Family Life to 
sponsors and their agencies, ask- 
ng them to measure up to their 
‘esponsibility of putting more 
*hristian principles into radio and 
elevision programs. 

Richard E. Hobbs, radio chair- 
man of the Detroit Archdiocesan 
Youncil of Catholic Men, told 
he group at its annual convention 
nere that “the sponsor who controls 
he ‘commercial’ has much to say as 
o what is put on the air.” Empha- 
izing that he did not mean an in- 
*rease in strictly religious pro- 
prams, Mr. Hobbs stressed the need 
or what he called a much greater 
ntegration of religious principles 
nto every radio program. 


“We are aware that the type 
bf program you see or hear is de- 


Radio, TV Sponsors Must Heed Christian 
Principles, Catholic Leaders Point Out 


termined by the sponsor and the 
broadcaster, and although the pro- 
gram may be quite acceptable, it 
is like a meal prepared by a chef 
—it may be quite acceptable, but 
it does not necessarily mean that 
it is good for you,” he explained. 

“We are also aware that in these 
programs radio and television fill 
the need for entertainment, recre- 
ation and relaxation for the family. 
But here is our point: Radio and 
television too often miss the source 
and principle of family life. They 
fail to give God the place He de- 
serves.” 


a Mr. Hobbs told the 600 leading 
Catholic clergy, educators and lay 
dealers that 95% of the entire 
population is reached by radio. 
“The average listening time per 
family is about 4% hours a day,” 
he continued. “These figures show 


that radio is such an important 
part of family life that one-quarter 
of the average family’s time is 
spent being entertained or in- 
formed by radio. 

“Radio and television have a def- 
inite responsibility to the Ameri- 
can home.” 

Turning to television, the Catho- 
lic leader said this medium has 
an even greater responsibility be- 
cause it has an even greater effect 
on its audience than radio. 

Other speakers deplored the 
fact that more American children 
know more about Mary’s little 
lamb than the Mother of God; 
more about Superman than their 
Saviour. ° 


Appoints Hirshon-Gartield 
Hirshon-Garfield, Boston, has 
been named to handle the adver- 
tising of Sherman Paper Products 
Corp., Newton Upper Falls, Mass., 
manufacturer of Corroflex pack- 
aging material, pan liners, dis- 
play material and other paper spe- 


cialties. 


*Indicates the first listing in this column. 
April 11-12. Annual symposium and ex- 
hibit, Point of Purchase Advertising In- 
stitute, Waldorf-Astoria Hotel, New York. 


Association of 


April 12-19. National 
convention, 


Broadcasters, 28th annual 
Stevens Hotel, Chicago. 

April 25-27. American Newspaper Pub- 
lishers Association, annual convention, 
Waldorf-Astoria, New York. 

May 3-4. Associated Business Publica- 
tions, annual conference, Drake Hotel, 
Chicago. 

May 4-6. International Affiliation of 
Sales and Advertising Clubs, 48th annual 
convention, Syracuse, N. Y. 

*May 7-8. Advertising Managers As- 
sociation of Wisconsin Daily Newspapers, 
Schroeder Hotel, Milwaukee. 

May 11-12. Public Utilities Advertising 
Association, annual convention, President 
Hotel, Kansas City, Mo. 

May 14-17. National Newspaper Promo- 
tion Association, annual convention, 
Schroeder Hotel, Milwaukee. 

May 22-23. Inland Daily Press Associa- 
tion, spring meeting, Congress Hotel, Chi- 


FOR 
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POSITION... 
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advertising 
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Put slogans, trade-marks, package 
designs on Telechron Ad Clocks... 
and benefit from display pices that 
are used by dealers, are seen by every- 
one. Westinghouse Radios, American 
Radiators, Goodyear Tires, Cliquot 
Club Beverages are but a few of many 
products getting constant sales aid 
from Telechron Ad Clocks. For com- 
plete details on the entire line, as well 
as information on self-liquidating 
deals, send coupon today. Telechron 
Inc. A General Electric Affiliate. 


TELECHRON PROMOTION AND PRODUCT REP- 
LICA CLOCKS. Designed for use as company gifts 
and to fit into replica of product. Many styles, wide 
range of prices. 


® 
ADVERTISING 
CLOCKS 


Your All-Time 
Point-of-Salesmen 
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#6 Large 15” Ad Clock 
Illuminated. Advertising message baked 


SARA 
ae 


Ny ee 


into translucent dial. Ex- 


cellent for store windows or all-night time service inside store. Costs 


as little as $6.50 in quantities. Also # 


604, 12” Ad Clock, non- 


illuminated, at less than $5.25 in quantities. Minimum quantity, 100, 


$603—Lightweight 8” Ad Clock 
Adds new life to point-of-sale mate- 
rial. Can be easily mounted in panels 
of various materials. Used on drink 
dispensers, counter dispensers, back- 
of-counter panels and so forth. Non- 
illuminated. Costs less than $3.50 in 
quantities. 


I'm interested 
in mor, 

liquidating deals wp tlowpere > about Telechron 

Tell me more about; _— 


0 15” ILLu, 
’, LLUMINATED ap 
0 12 NON-ILLUMINA CLOCKS 
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cago. 

May 31-June 3. Advertising Federation 
of America, 46th annual convention, Ho- 
tel Statler, Detroit. 

June 9-11. California Newspaper Ad- 
vertising Association, annual convention, 
Del Mar Beach Club, Santa Monica. 
June 25-29. Advertising Association of 
the West, annual convention, Hotel Am- 
bassador, Los Angeles. 

June 23. National Association of Maga- 
zine Publishers, summer meeting, West- 
chester Country Club, Rye, N. Y. 

June 29-July 1. National Industrial Ad- 
vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 

July 17-19. American Marketing Asso- 
ciation, annual convention, Hotel Fair- 
mont, San Francisco. 

Sept. 18. Outdoor Advertising Associa- 
tion of America, annual convention, Drake 
Hotel, Chicago. 

Sept. 18-21. Financial Public Relations 
Association, 35th annual convention, Ho- 
tel Statler, Boston. 

Sept. 18-21. Printing Industry of Amer- 
ica, annual convention, Palmer House, 
Chicago. 

Sept. 24-28. Advertising Specialty Na- 
tional Association, 47th annual convention 
and Specialty Fair, Palmer House, Chi- 
cago. 

Sept. 30-Oct. 3. Mail Advertising Ser- 
vice Association International, 29th an- 
nual convention, Roosevelt Hotel, New 
York. 

Oct. 9-11. Central regional meeting, Na- 
tional Newspaper Promotion Association, 
Indianapolis. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 
cago. 

Jan. 19-20, 1951. Southwestern Associa- 
tion of Advertising Agencies, Baker Ho- 
tel, Dallas. ’ 


Hettield Named President 

Alvin J. Hetfield, who formerly 
operated his own business as man- 
agement and sales consultant, has 
been named president of Van 
Diver & Crowe, New York agency. 
He succeeds the founder, Vernon 
H. Van Diver Sr., who continues as 
vice-president. Philip K. Crowe is 
chairman of the board. 


Appoints James Sargeant 

James E. Sargeant has been 
named sales manager of the heat- 
ing division of Richmond Radiator 
Co., New York, an affiliate of Rey- 
nolds Metals Co. 


KEY TO PROFITS 


In the years just ahead sales- 
men will again be the most 
important men in your organi- 
zation — if they are properly 
trained. 


Make sure that they are. De- 
fine their jobs, train them to 
handle their work and time 
most effectively. 

This book will help you. It 
will answer your salesmen’s 
questions. It is strictly “how 
to do it” all the way through 
—a practical 182 page cloth 
bound guide you will find 
essential. 


ORDER YOUR COPY TODAY—$2. 

ADVERTISING PUBLICATIONS, INC. 

100 E. Ohio St. Chicago 11 

FILL IN AND MAIL THIS COUPON 
TODAY 


Advertising Publications, Inc. 
Div. 922 
100 E. Ohio St., Chicago 11, Ill. 


Gentlemen: 
Please send me _____ copies of ‘Successful 
Sales Training." Enclosed is $_-__. 


Name 
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‘Take the Bold 
Approach, Says 


Leonard Trester 


Says Management Must 
Sell Economically to 
Preserve American Way 


MontTREAL—“We need more of 
the kind of advertising that in- 
duces people to buy, that shows 
them how they can afford to buy, 
and which creates the confidence 
in the future of business and their 
own future necessary to give them 
courage to buy,” declared Leonard 
W. Trester. 

Mr. Trester, director of the U. S. 
Chamber of Commerce, chairman 
of its committee on advertising and 
director of public policy of the 
General Outdoor Advertising Co., 
listed three other “needs” in a 
speech before the Montreal Ad- 
vertising and Sales Executives 
Club. 


@ They are: 

“1. We need to practice self- 
restraint in advertising, to find 
a true balance between brash 
bragging and mistaken modesty. 
We need to remember the average 
citizen today is a pretty intelli- 
gent, well-educated person who 


wants us to talk with him about} ’ 


what we have to offer, not to talk 
down to him. 
“High pressure advertising and 


salesmanship is as obsolete as the}. 


Model T. The salesmen and the 
advertisers who succeed these days 
will be the ones who show you 
how you will benefit, who will 
help you select the item which 
best fits your needs, wants and 
pocketbook, who are more inter- 
ested in keeping your good will 
than in turning a quick sale. 


a “2. We need always to remem- 
ber that we are known to most 
people by our advertising—that all 
advertising affects our relation- 
ships with the public and that that 
which demonstrates its interest in 
people is most acceptable. 

“Advertising comes into the par- 
lor through the front door these 
days, so keep the welcome mat 
there by avoiding bad manners. 
Advertising may have been a rau- 
cous baby, may have brought mud 
into the house as a boy, broken out 
in a rash of adolescence, but that 
was the past,” he told the group. 

“It is now in its maturity. Since 
most people know us by our ad- 
vertising, let’s remember: The 
way our company produces is as 
important as what it produces; 
the way we sell is as important as 
what we sell. 


= “3. We can best demonstrate 
the vitality and beneficent char- 
acter of our free system by harn- 
essing the most efficient and eco- 
nomical marketing techniques and 
methods, and by being bold 
enough to practice these very 
principles which we emphasize in 
talking about the advantages of 
competitive business.” 

Mr. Trester argued that those 
who say advertising has new, 
important functions, in addition to 
being a selling tool, have a mis- 
conception of advertising. 

Public relations and public serv- 
ice ads were cited as examples. 
“But,” he argued, “advertising 
efforts have succeeded best in the 
field of employe relations when 
it has been understood that the 
'ee was basically a sales 


® “Advertising may not always 
Promote a product, but properly 
used it is always part of a sales 
Campaign,” he said. 

Advertisers no longer can 


ford “to neglect the fact that the 
public, or large segments of it, 
does not understand the advertis- 
ing and distribution process and 
how it benefits them.” 

Regarding the so-called high 
costs of distribution, he said that 
management must prove to the 
public that product prices would 
be higher without advertising and 
promotion expenses than they are 
with ads and promotion support. 

And, in comparing present-day 
distribution costs with those costs 


in years gone by, “few of us 
bother to explain that our trade- 
mark system, by introducing goods 
of established reputation and 
standard quality and size shifted 
a great deal of what had been 
production burden to distribution. 

“Generations ago, when the 
shoemaker measured your foot 
for his last, that was a production 
cost; today we arbitrarily call it 
distribution, when a retail clerk 
does the same,” he said. 


W]Z-TV and WNBT to 
Extend Daytime Shows 


WNBT, New York, will start 
morning telecasting May 2, with 
a Monday through Friday 9:30 
a.m. to 12:15 p.m. schedule, Fea- 
tured will be Kathi Norris, a TV 
personality developed by DuMont’s 
WABBD, in a shopping tour. Cook- 
ing, audience participation and 
news shows will also be used. 

Early next month WJZ-TV, New 
York, will add nine hours weekly 
to its daytime telecasting. New 
programs include a story telling 


5f 


session with Zeke Manners anc 
“Mr. Magic” (Norman Jensen) 
The latter is a current WPIX fea 
ture. 


TOPE Lon 


PRINTED ADHESIVE CELLOPHANE 
TAPE — HUBER BLDG. — YORK, PA 


bring your layouts to life... print on 


inrernationa. FICONDEROGA OFFSET 


What's your latest offset job — a folder? A booklet? 
A report? A program? For any printing by offset lithography or sheet-fed 


gravure, it'll pay to specify Ticonderoga Offset! 


Is it in color? When you use this fuzz-free paper — with its real affinity 


for ink— you can count on clean, color-true reproduction every time! 
Is it a long run? With Ticonderoga Offset you get constant good 


reproductions, and the cost stays down! Find out for yourself why this is your 


No. 1 offset paper buy! International Paper Company, 220 East 42nd 


Street, New York 17, N. Y. 


= 
te : 


INTERNATIONAL 


PAPERS 


for printing and converting 
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Names Aikin-McCracken 

Royal Knitting Co., Toronto, has 
named Aikin-McCracken Ltd., To- 
ronto, to direct the spring adver- 
tising for Lady Anne sweaters and 
sportswear in selected dailies. 


Mathewson Quits ‘World’ 

Richard D. Mathewson has re- 
signed as general manager of the 
United Nations World, Mr. Ma- 
thewson has not announced his 
future plans. 


aters Elects Woodward 

Norman D. Waters & Associates, 
ew York, has elected Bliss Wood- 
ard as secretary. Mr. Woodward, 
ho is president of AW-Advertis- 
ng, will continue with his present 
position in addition to handling his 
ew duties for the Waters agency. 


redericks Agency Moves 
Richard E. Fredericks Advertis- 
ng, New York, has moved from 
b3 W. 47th St. to 55 W. 42nd St. 
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Fight Bad Taste 
in Advertising, 
Cone Insists 


Ellis Tells Four A’s 
FTC Files Indicate 
Honest Advertising 


Wuitre SutpHur Sprincs—Ad- 
vertising can only rid itself of bad 
taste by exercising self-control and 
“yelling bloody murder” when 
someone else violates the canons 
of good taste, Fairfax M. Cone, 
chairman of the board of Foote, 


Four A's Meeting 


Cone & Belding and newly elected 
chairman of the American Associa- 
tion of Advertising Agencies, told 
the Four A’s convention here. 

“We have examples all around 
us of one result of advertising’s 
easy consciences: the advertising 
where bad taste knows no bounds,” 
Mr. Cone pointed out, but said 
even more harmful “is the ad- 
vertising made with what is called 
advertising license.” 

He cited a story by Frank 
Braucher of Periodical Publishers 
Association, about the upright 
manufacturer, reputable on the 
golf course and in the factory, but 
who was easy to coax into a du- 
bious advertising campaign. “More 
than that, if the copy is questioned, 
he’ll fight, bleed and die for it, 
although let alone he never would 
have thought of signing his name 
to any such trash. What is this 
metamorphosis that makes a re- 
spectable and honorable gentle- 
man into a circus barker who sells 


pink lemonade in glasses with false 
bottoms?” 


ws “I think we can only stop this 
abuse of truth and good taste by 
stopping it completely,” Mr. Cone 
continued. “First of all by stop- 
ping it completely ourselves. And 
second by hollering bloody mur- 
der when we see the truth—or just 
good taste—abused by someone 
else. When we ignore infractions 
we, in effect, condone them,” he 
declared. 

These infractions, he said, “only 
live to plague us—to keep us from 
a vital place as partners-in-plan- 
ning, instead of simply craftsmen 
and suppliers, in the business of 
our era.” 


a James H. S. Ellis, president of 
Kudner Agency, differentiated 
sharply between advertising’ (“a 
force which has accomplished 
amazing and wonderful things”) 
and advertisements (“man’s fum- 
bling effort to use this force”). 

Mr. Ellis point- 
ed out that, as 
a yardstick for 
advertising’s hon- 
esty, the FTC re- 
ports aren’t a bad 
criterion. In one 
year FTC review- 
ed 1,054,352 ad- 
vertising mes- 
sages—from pub- 
lications, radio 
commercials and 
catalogs—‘“cer- 
tainly a good sample, and they 
probably weren’t looking for the 
best ones,” he commented. Of this 
number, only 1,229 finally reached 
the point of legal review—or about 
12/100ths of 1%. 

This speaks well for advertis- 
ing’s purity, Mr. Ellis said, and 
went on to insist that advertising 
does reduce costs as a part of an 


James Ellis 


intricate economic picture, “not 


Advertising Age, April 3, 1950 “— 


only manufacturing costs but dis- 
tribution costs as well.” 


ws “Advertising as a force has 
made a wonderful record,” Mr. 
Ellis continued, “but you can fly- 
speck that record if you get down 
to individual advertising cam- 
paigns or individual advertised 
products.” 

“Advertising is not a cure-all,” 
he insisted. “Let’s be sure that any 
job we give to advertising is a job 
which advertising can do. In the 
commercial field, advertising is a 
time-saver. It can do wonders in 
reducing distribution costs by 
creating millions of customers. But 
there are still times when you need 
personal selling—and the same is 
true when you are selling ideas. 
Some areas need to be covered in 
person. This is doing it the hard 
way. 

“But when we are doing a job 
for ourselves, it seems reasonable 
that we should bring to it the same 
thoroughness, organization and in- 
telligence which have made the 
advertising we do for others pro- 
duce in such a conspicuous way.” 


Agency Opens on Wilshire 

The recently organized agency, 
Wolfer-Douglas-Bennington Inc., 
has established offices at 3723 
Wilshire Blvd.; Los Angeles. Lon 
A. Young, formerly with Mike 
Newman Associates, has joined 
the agency as an account executive. 


Joins ‘Country Gentleman’ 


Raymond B. Patten, formerly 
eastern advertising manager of 
Farm Implement News, has joined 
the New York staff of Country 
Gentleman. 


Biow Co. Names Rome 

Biow Co., New York, has ap- 
pointed Jack Rome, formerly with 
Roy S. Durstine Inc. and Abbott 
Kimball Co., as an account execu- 


tive in the Philip Morris group. 


Displays of Distinction! 


@ Chromatone manufactures custom built displays. 


Our art department will provide designs to give you 


maximum sales. 


Chromatone clocks are designed to give you dig- 


nified and impressive illuminated advertising. This 


never tiring silent salesman satisfies a universal need. 


Chromatone thermometers are the most inexpensive 


profitable long term investment for displaying your 


advertising message. 


2500 WEST 21ST PLACE CHICAGO 8, ILLINOIS . 


Write for particulars 


wangrAactuaers 
OF PgINT OF SALES 
20 ry 8 yeaTisine 


K-30 i sina to 120, 


a 


2500 WEST 21ST PLACE CHICAGO 6, ILLINOIS 


Please send facts and price of 


0 Displays 0 Clocks CJ Thermometers 
Name. 
Firm 
City. State. 
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: Why admen hail Reel unhia | 
for their lithographic displays 


_ i At Columbia, the men who work in the shop and the men who contact 

n y you, have much in common...each knows the tools and techniques of 
. modern full color lithography .:.and each talks the same 

le trade language. This high level! of technical knowledge, plus a complete ; 

- array of modern equipment, results in lithographic excellence. © _. y 


, 2 You too can hail Columbia, in full soe g; ee that sg “tes _— y 
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Please phone W Atkins 4-1560 
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. | Experienced lita = PT itetiaien ‘Media 


Window displays Greeting cards Box wraps Broadsides 
Window posters Counter cards Folding boxes Labels 
Folders Booklets Merchandisers Folding cartons 


Large multi-color equipment for long runs especially. 


COLUMBIA LITHOGRAPHIC CO... INC. vew*vorx city 
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“Publication Advertising and the Point of Pur 
MR. ARTHUR H. “RED’’ MOTLEY, 
President, Parade Publication, 
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valuable door prizes awarded 


This is your once-a-year 
opportunity to hear, at one 
Symposium, and see on 

one exhibit floor, the 
newest and most effective 
ways of using point-of- 
purchase advertising to 
move merchandise from 
dealers’ shelves. 


Mets: 


Wednesday, April 12, 1950. Waldorf-Astoria Hotel, N.Y.C. 
Ballroom: Luncheon 12:15, followed by Symposium. 


SN 


SEVERAL SURPRISE FEATURES. A showing of 
newest ideas in display. Displays that have 
proved outstandingly successful. Many 
at close of - 


Here’s your once-a-year opportunity 
to get an earful and an eyeful of the 
latest ideas in Point-of-Purchase 
Advertising. Symposium speakers are tops 
in their fields . .. and Exhibits will 

be jampacked with brand new selling 
ideas you'll find adaptable to your 
present-day promotional problems. While 
attending the Exhibit, be sure to visit 

the Mounters and Finishers Booth 

just inside the main entrance. 


HASE ADVERTISING SYMPOSIUM 


PNasaspey Two-day exhibit _ APRIL Ith & 12 th - Waldorf-Astoria, Hew York City 
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MOUNTING & FINISHING CO. 
£6.3tk Suiees SCHAEFER MOUNTERS, INC. 


DISPLAY FINISHING COMPANY Webster, N. Y. 


300 Communipaw Avenue 21-16—44th Road Brooklyn 32, N.Y.. 


Janey iy a7 4 itt ie 5 oder NATIONAL CARD MTG. CO. UNITED MOUNTING & DIE 
3462 North Kimball Avenve 3 

pngony DYMENT COMPANY 76 Ninth Avenue CUTTING CO, 
Chicago 18, New York 11, N.Y. 429 East 75th Street 


1163 E. 40th Street 
BADGER CARTON COMPANY Cleveland 14, Ohio PIONEER MTG. & FUL CO. re 


225 West Capital Drive 233 Spring Street Ce 
Milwaukee 2, Wisconsin 1. FENSTER & SONS, INC. Now York 13, N.Y. WESTCOTT PAPER PRODS. 
BADGER CUTOUTS, INC. Brooklyn, N.Y. RAPID MTG. & FIN. CO. Detroit 2, Mich. 

a 52-65 74th Street 310 West Polk Street 


: THE W ' 
Maspeth, L. |., N.Y. my aes co, Chicago 7, tt. YORK DISPLAY FIN. CO., INC. 


e CHICAGO CARDBO Cleveland 240 Kent Avenue o 
| 656 W Svahdageaiae’ ee ROYAL MOUNTERS, INC. Brooklyn, N. Y. 4 

Chicago 6) Ill MANDELL MFG. CO. > 505 St. Marks Avenue : cae 
7 ‘ 352 West Ohio Street ssa Sreestna | a 
| CONSOLIDATED M. & F. CO. : Chicago 10, ill, Se ee | oT 
516 West 34th Street @oeeee«eeeeeeeoe 
New York 1, N.Y. : 


POINT-OF-PURCHASE ADVERTISING INSTITUTE, INC. 
SEND THIS COUPON © _ 'BEAST 43RD STREET, NEW YORK, N. ¥. 


GENTLEMEN: Please send the following tickets, for which my check 


FoR YOUR TIcKETS) g tou 
3 ... April 12th $ tickets, including luncheon, at $6. 
Exhibit tickets FREE a eee eee 


Good both April 11th and 12th... exhibits open e ()... FREE Exhibit tickets for admittance both days, April 11th 
10 a.m. to 8 p.m. April 11th: ee and 12th. 
10 a.m. to 6 p.m. April 12th. ' ~NAME TITLE 


Symposium tickets—$6.50 @ COMPANY. 
Full course luncheon plus Symposium | STREET 


2S pm. April i2th == gc _20NE_____STATE 
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Leonomize 


BUY GANT SIZES =~ SAVE 


/* SERVES AMERICA 


THEY HELP SELL—At top, a counter display for Colgate-Palmolive-Peet which features savings on the giant 
sizes of 16 products by means of a wheel the customer can operate. Produced by Kindred, Maclean & Co. 
Next, a station display for Pure Oil Co., to promote fall motor oil change-overs, produced by Chicago Show 
Printing Co. Zerbo Inc. produced the counter display holding an actual box of H-O Oats for The Best Foods. 
Next to it is a Ronson counter merchandiser of wood, displaying all lighter accessories. 

In the next row is a Hotpoint “kitchen planning center,’ which incorporates use of a small camera to 
photograph miniature Hotpoint appliances in a model kitchen layout. The miniature appliances can be moved 
around to fit each customer's actual kitchen layout; then the photograph is used as a sales follow-up. Camera 
and photofloods fold into counter top when not in use. Produced by Poster Products Co. Next is a U-shaped 
card packed in each Polaroid camera, so that it automatically delivers the sales message when the camera 
is d for i ction. Neon Products Co. made the plastic Specialine sign for Zenith, reproducing the 


ad r 


Zenith logotype exactly. At the end of row is a counter display which can also be used as the central 
motif for small windows, produced for National Lead Co. by Ketterlinus. 


Advertising Age, April 3, 19507 


BLENDED 
To STAY BEAUTY BRIGHT 


illegally Aallegys Helliegpl tabti oye CORN 
CORN CORN CORN COAN CORN CORK 
FLARES 
FLAKES ti FLAKES o 
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Ketterlinus also produced the educational display for the Petroleum Institute shown at the left of the 
third row. Next to it is a life-size floor stand for Kraft Foods Co. lithographed by Magill-Weinsheimer and 
mounted and finished by Chicago Cardboard Co. The 36x42” display for Kellogg’s corn flakes was pro- 
duced by Snyder & Black Lithograph Co., while the one below it, providing three dimensions, was pro- 
duced by Zipprodt Inc. 

At the end of the third row is an Anchor-Hocking Glass Corp. display which shows actual merchandise. 
It was produced by the display division of River Raisin Paper Co. In the bottom row is a hanging easel 
card with a half round bottle created by Zerbo Inc. for Atlas Brewing Co. Next to it is a permanent type 
merchandiser for Glamorug, product of a Bigelow-Sanford Carpet Co. subsidiary. It is 62” long, 2'6” in 
depth and 6’ high, and enables the showing of a 6x9 rug plus five or six 27x54” rugs. It was produced 
by Kay Inc. In the corner is a bulb merchandiser developed by Sylvania Electric Products to push sales 
during its “spring light housecleaning” campaign. The carton contains an assortment of 124 bulbs in six 


sizes, an envelope of pennants and the easel card shown in use here. 
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PALMER Lithographea DISPLAYS 
give you more for your a 
Point-of-Purchase dollar 


Typical of the long succession of sales-successful 
displays Palmer has created for Seagram's since the 
repeal of Prohibition. is this colorful and appealing 
display with animated hand. Its circular 7-drink 
theme ties in with Seagram's national magazine and 
newspaper advertisements. 


What PALMER does for 


Seagram's PALMER can 
do for you 


Palmer's 30 years of experience in highly creative 
lithographic advertising is at your service if you do 
not compete with our present list of regular clients. 
We can work direct with you or with your advertis- 
ing agency. Some of our strongest point-of-purchase 
campaigns have been doubly successful because of 
complete cooperation of the client. the agency and 
ourselves as creative lithographers. Preliminary 
ideas and special construction dummies will be de- 
signed by Palmer, without obligation. if you are 
really in the market for displays that are reasonable 
in cost, high in sales value. Write us fully. 


_ STOP and SHOP at 
PALMER POPAI Booth 


You're invited to visit the Palmer Booth at the 
Waldorf-Astoria on April 1lth and 12th. See our 
array of new and novel displays and tell us about 
your 1950 and 1951 selling problems. Then watch 
how fast and effectively Palmer comes up with the 
right display answer. Highly personalized service. 
We make lithography easy to buy. 


PALMER 
ASSOCIATES 


Lithographic Advertising 


51 EAST 42nd STREET 
NEW YORK 17, N. Y. 


my POINT-OF-PURCHASE ADVERTISING SYMPOSIUM — 
a o-day exhibit - APRIL 11th & Lt - weer aso, new York iy 


ATTEND AL 


a 


ADVERTISERS AND AGENCIES: WRITE US FOR INFORMATION AND TICKETS & 
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Big Bottles Best 
for Soft Drinks 
in New England 


BurraLo—Most families in New 
York state and New England pre- 
fer large-size bottles when buyig 
soft drinks for home consump‘ion. 
In the country as a whole, how- 
ever, the preference is for small 
bottles by more than three to one. 

“This variation makes a local 
advertising medium like the daily 
newspaper ideal for the promotion 
of soft drinks,” Bruce Robinson of 
the Bureau of Advertising, ANPA, 
said here last week at the annual 
meeting of New York State Bot- 
tlers of Carbonated Beverages Inc. 


Basing his talk on findings in 
Industrial Surveys Co.’s consumer 
panel, he said cola drinks now ac- 
count for 58% of national soft 
drink home sales. Percentages for 
other flavors are: ginger ale, 10%; 
root beer and lemon-and-lime, 7% 
each; orange, 6%; grape, 2%. 


Somervell Adds Duties 


General Brehon Somervell, pres- 
ident of Koppers Co., Pittsburgh, 
also has been made chairman of 
the board. He succeeds J. P. Wil- 
liams Jr., who has retired. Mr. 
Williams will remain as a mem- 
ber of the board of directors. W. F. 
Munnikhuysen, who has been vice- 
president and general manager of 
the wood preserving division, has 
been named executive vice-presi- 
dent of the company. 


“FOR FREEMAN’S MONEY PANELLIT’S 


VICE-PRES. FREEMAN SHOE CORP. 


SIGN IS THE BEST.” SAYS M. L. CARROLL 


PORTABLE 
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New Royal Metal Service 
Shows Furniture in Color 


Royal Metal Mfg. Co., Chicago, 
manufacturer of metal furniture, 
has launched a Dial-of-the-month 
plan—a visual presentation of its 
merchandise through a three-di- 
mensional viewer—for its salesmen 
and dealers. Subscribers to the 
plan receive the Viewmaster 
viewer and carrying case and one 
reel of seven color photographs 
each month. 

Special pictures cover the hos- 
pital, industrial, office equipment 
and other fields represented by 
Royal’s lines. A monthly bulletin 
mailed to subscribers explains new 
pictures and gives instructions for 
their use. 


Appoints Basford Agency 


G. M. Basford Co., New York, 
has been appointed to direct the 
advertising of West Disinfecting 
Co., Long Isla City, manufac- 
turer of industrial and institu- 
tional sanitation products. The 
company also makes the cleansing 
disinfectant, CN, and the new pine 
disinfectant, Westpine, for retail 
distribution. Trade publications 


and radio will be used. 


INTERPRETATION—Newspaper ads for 
italian Swiss Colony’s Gold Medal wines 
are illustrated by well known cartoonists 
who interpret the theme “Sip. . Savor. . . 
and Smile.” Ads of 200 and 500 lines 
are appearing in California, New Jer- 
sey and New York through Platt-Forbes 
Inc. 


Joins Denman & Betteridge 

Jack Miller, formerly with 
Patch & Curtis Advertising Agency, 
Long Beach, Cal., has joined Den- 
man & Betteridge, Detroit agency. 


another new Monsen development! 


reverse proofs...at no extra cost! 
a RR 


The most revolutionary new development in graphic arts in the 


past quarter-century! Now you can get your type for reverse panels at no 


extra cost! Think of it—eliminate photostat costs every time you have type in reverse. 


Just think of the savings you will make in one month! 


This amazing new Monsen process is a direct impression from 


the actual type—no intermediate steps to lose any of the sharpness of your type. 


““White.on Blacks” are pulled at the same time your “etch” or reproduction 


proofs are made—for no extra cost. 


You can cut advertising production time by 25% because you get 


your reverses with your regular final type proofs. No more waiting for ‘negatives.’ 


No more gray “stats.” Monsen “White on Blacks” are sharp, clear—even 


the finest serifs come up—because the impression is made from the type itself. 


Like to see a sample? A penny post card will bring one to you. 


Monsen 


CHICAGO 
LOS ANGELES 


* East of the Rockies it’s Monsen-Chicago at 22 East Illinois Street 
* On the Pacific Coast it’s Monsen-Los Angeles at 928 S. Figueroa Street 
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Start Corporate PR 
with Good Employe 
Communications: Cox 


Cuicaco—The starting place for 
an effective corporate public rela- 
tions program is a comprehensive 
system of employe information, 
according to Dale Cox, director of 
public relations of the Interna- 
tional Harvester Co. : 

Speaking at a luncheon meeting 
of the Chicago Federated Adver- 
tising Club last Thursday, Mr. Cox 
declared: “We believe we have to 
tell the facts about our business to 
our employes before it is worth 
while telling them to people out- 
side the company. A fine program 
of information for the public won’t 
stand up unless it is built upon the 
foundation of employe informa- 
tion... 


= “Another reason we believe so 
much in keeping our employes in- 
formed,” he continued, “is that we 7 
don’t want to be always talking to 
ourselves about the economic and 
social questions in which people 
are so interested. 

“By ourselves, I mean people 
who already believe substantially 
as we do. As a group, factory em- 
ployes perhaps have the greatest 
difference of opinion from us. 

“Opinion surveys show that one 
of the widest gaps in understand- 
ing and opinion is between the 
front offices of businesses and the 
men and women in the shop. So, 
unless we tell our story to our em- 
ployes, we’ve missed the most im- 
portant group of listeners.” 


es Mr. Cox notéd that very few 
public relations men have had 
much experience in product mer- 
chandising and sale. “It is my hon- 
est opinion,” he said, “that not 
many of them can bring rich or 
fruitful contributions to the field 
of product advertising. Fortunately 
and sensibly, most of them are not 
trying to do so.” 

And although the functions of 
public relations and advertising are 
quite different and public relations 
may not have much to contribute 
to product advertising, “certainly 
advertising men can make an in- 
valuable contribution to the grow- 
ing art of industrial advertising. 

“In a general way, it is the job 
of public relations men to help 
management in the designing, en- 
gineering and testing, as it were, 
of the policy actions that form the 
basis for institutional advertising. 

“They should help bring the 
policy down to the advertising 
stage. Then, as in the case of prod- 
uct advertising, the men and wo- 
men from the advertising field 
should come in to furnish the 
know-how which they possess,” he 
declared. 


Bantam Books Shuns Cuts; 
Raises Price on Big Ones 


Bantam Books, New York, se- 
verely shunning the condensation 
field, has announced that it will 
sell longer books at 35¢ rather than 
issue abridged versions. First 
“giants” issued by Bantam were 
“Leave Her to Heaven,” by Ben 
Ames Williams, and “This Side of 
Innocence,” by Taylor Caldwell. 
Soon to come are “H. M. Pulham 
Esq.,” by J. P. Marquand, and “The 
Gallery,” by John Horne Burns. 

Bantam told AA the giants were 
selling nicely and said that “if 
there are books so long that they 
cannot be reprinted as 35¢ Ban- 
tam giants, we will offer them at 
50¢—but every book complete.” 


Stresses Dealer Aids 


Dealer aids, including mats, dis- 
play cards and tie-in radio com- 
mercials, are being featured in the 
1950 campaign for Pullman Couch 
Co., which is.also using two-color 
pages in Ladies’ Home Journal and 
House Beautiful, as well as ads in 
Life and The Saturday Evening 
Post. Ewell & Thurber Associates, 
Chicago, is the agency. 
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This Pan American Clipper we 
Portfolio was awarded the N es ATTEND 
“Certificate of Excellence’ by 


The American Institute of Graphic 
Arts. Designed by Grant Advertis- 


Point-of-Purchase Adver- 
ing Symposium. Waldorf- 
Astoria, New York City, April 11th 


Hee a as and lithographed de and 12th. Ask us for information and 
tickets. 


POINT-OF-PURCHASE DISPLAYS 
SALES PROMOTION MATERIAL 
1, 3 AND 24-SHEET POSTERS 


We make them all here in Cleveland under one roof 
in full color lithography. Everything for your com- 
plete advertising campaigns. Write, wire or phone 
our Cleveland plant or any of our offices listed be- 
low and experienced men with years of lithographic 
know-how will respond instantly. 


/, Ee CHNERAL tinenta 


: LITHOGRAPH CORPORATION 
CLEVELAND, OHIO 


NEW YORK @ CHICAGO @ DETROIT @ SEATTLE @ PITTSBURGH e@ SAN FRANCISCO © LOS ANGELES 
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Huge Publicity 
Kit Helps Raise 
Red Cross Funds 


Charity Organization 
One of Largest Users 
of Display, Promotion 


WASHINGTON—As a national or- 
ganization utilizing the services of 
hundreds of thousands of volun- 
teer workers, and soliciting the co- 
operation and participation of mil- 


lions of citizens, the American Na- 
tional Red Cross is geared to two 
“points of sale.” 

One phase of its information 
program is designed to recruit and 
instruct the volunteer who may 
be raising funds, giving a first aid 
course or doing any of the hun- 
dreds of jobs that must be done 
by the 3,740 chapters. 

A second phase is intended to 
interest and “sell” the millions 
of individuals who are asked to 
support Red Cross, or to partici- 
pate in its blood programs, its 
first aid classes, its home nursing 
courses, and its many other activi- 
ties. 


ws One of the biggest assignments 


816 PHILLIPS AVE,, 


== for point-of-sale material or advertising mess- 

"ages. Easel or Wall hanger styles. Made of 

steel in any color Baked Enamel or Laquer. 
THE YARDER MANUFACTURING CO. 


TOLEDO 12, OHIO 


of the national publicity staff here 
is the preparation of the basic 
publicity kit for the annual fund 
raising drive. 

In preparation for months, an 
outline of the kit is ready for 
chapter comment by October each 
year. First materials, based on re- 
visions suggested by the chapters, 
are shipped as early as December, 
and the completed kits are ready 
for use in advance of the March 
drive. 

Containing more than a dozen 
brochures, each with its specific 
use, the publicity kit is designed 
to provide the nearly 1,000,000 
campaign workers with the an- 
swers to the questions which are 
likely to come up. 


es Big as the kit job is—the in- 
formation leaflet written for the 
general public involves a print 
order of 30,300,000—it is only part 
of the national publicity operation, 
and the national publicity opera- 
tion is only part of the over-ali 
output of Red Cross promotional 
material. 


For many activities—particularly 
blood donor campaigns, and its 
various training programs—the 
four area headquarters and many 
of the chapters—probably about 2,- 
000 of them—produce special sup- 
plementary brochures and dis- 
play pieces geared to regional or 
local needs. 

Even those whom Red Cross 
serves require special attention. A 
“Joe Palooka” booklet, drawn by 
cartoonist Ham Fisher, has been 
distributed to over 525,000 troops 
to explain the free services which 
are available. Another brochure, 
written for disaster victims, is dis- 
tributed during emergencies to in- 
dicate the kinds of help that will 
be available from Red Cross. 


s The national publicity staff of 
40 is directed by Edwin H. Powers, 
a professional Red Cross worker 
since 1935. It operates under How- 
ard Bonham, vice-president for 
public relations. 

While most printed and display 
material is prepared by the Red 
Cross staff, advertising is handled 


a 


TAKE THE pirecr ROUTE 


Before your merchandising program runs into costly detours let an 
experienced Snyder & Black representative discuss your plans with you. 
Facts based on our actual field merchandising studies will prevent you 
many a wrong turn. You will get more for your merchandising dollar 
when you take your problems direct to 


SNYDER « BLACK 


Since 1844 


200 WILLIAM STREET, NEW YORK 7, N. Y. 


POINT OF PURCHASE ADVERTISING SYMPOSIUM 
two-dey exhibit - APBEL 11th & 12th . wersort astorie, new vork city’ 


ADVERTISERS AND AGENCIES: WRITE US FOR INFORMATION AND TICKETS 


Advertising Age, April 3, 1950 ~ 


by Compton Advertising, Adver- 
tising Council “task force” as- 
signed to Red Cross. 

For the 1950 fund campaign, 
national headquarters provided 
two special posters. One, a die- 
cut, easel back counter card, in- 
volved an order for 380,000 units. 
The other, a poster with this year’s 
campaign symbol—an arm hold- 
ing the Red Cross flag—an order 
for 572,000. 


ws Long before the annual cam- 
paign kit is distributed, national 
headquarters acts to protect 
against waste. Descriptions of the 
materials go to each area, together 
with an estimate of the number 
that will be available. Each office 
is asked to revise the allocation— 
downward if possible. 

Binders for the publicity kits 
are shipped to area offices in ad- 
vance of the brochure material. 
Each brochure is shipped as pro- 
duced, and inserted locally. In- 
struction sheets, radio fact sheets 
and similar materials are distrib- 
uted in typewritten form, for 
mimeographing at the area level. 

On its national staff, Red Cross 
has 5,000 paid workers. While two 
thirds of the chapters have at 
least one paid worker, the suc- 
cess of Red Cross operations rests 
on the 1,000,000 volunteers who 
are recruited and trained. 


s More than 220,000 volunteers 
are recruited and trained for 
community service work. Through 
them, 1,113,120 persons received 
training in first aid, water safety 
and accident prevention last year, 
while another 126,000 were trained 
in home nursing. 

One of the major items in the 
fund campaign kit is the publi- 
cation “Here are the Facts,” writ- 
ten for the volunteers joining in 
this effort. In this 32-page book- 
let, the volunteer gets a forceful 
summary of Red Cross operations. 

This year’s booklet tells the 


worker: “A battery of newscast- . 


ers broadcasting continuously 24 
hours a day could never finish 
writing the Red Cross story. It is 
a story written each moment in 
the 3,745 Red Cross chapters 
throughout the country. It is a 
story you helped write.” 


s Other kit items include a four- 
page pamphlet aimed at business 
men, which gives Red Cross costs 
and achievements in balance sheet 
form. The order for these is 140,- 
000. 

Also in the kit are general pub- 
licity guides, speaker’s kits, radio 
fact sheets, and a variety of pri- 
vately produced brochures offer- 
ing display materials and sales 
aids distributed under contract 
with the national organization. 
There are 28 separate items in 
this year’s kit, ranging from simple 
bookmark and door hanger re- 
minders to a 48-page multigraphed 
radio kit. 


Western Air Boosts Viau 


Slosson E. Viau, formerly as- 
sistant sales manager of the Los 
Angeles district, has been ap- 
pointed advertising production 
manager for Western Air Lines. He 
will serve as assistant to the di- 
rector of advertising and public re- 
lations, and will be in charge of 
the company’s collateral advertis- 
ing program. 


G 


PORCELAIN ENAMEL 


Service station, store front, high- 
wey signs fer all types of erection. 


A 


FIRST COST IS THE LAST! 


Southwestern signs retain original bright- 
ness for years with occasional cleaning. 


WRITE FOR DETAILS AND PRICES 
, pg SOUTHWESTERN 
PORCELAIN STEEL CORP. 
602 Wright Bidg., Tulsa, Okle. 
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RED CROSS PROMOTION—One of the biggest annual promotion activities, involving 

huge quantities of printed material, displays, manuals, etc., is the fund raising 

drive of the Red Cross. Shown here is the basic kit, with some of the 28 separate 
pieces which are included in it spilled out in front. 


Full-Color Printing 
on Rubber Developed 


San Dreco, CaLt.—A new field 
for novelty and specialty adver- 
tising has been opened with the 
licensing of Lee-Tex Rubber Prod- 
ucts Corp. of California to use 
a new process for high-fidelity 
color printing on rubber goods. 

The process was invented by two 
San Diego men, Alfred J. Iller, 
department store owner, and A. 
L. (Larry) Smith, former presi- 
dent of the Los Angeles Advertising 
Club and for many years adver- 
tising manager of Barker Brothers 
in Los Angeles. 

Mr. Smith describes the pro- 
cess as the first to allow full- 
color photography reproduction on 
rubber. He said an “accidental dis- 
covery” provided the key to the 
process. 


ws Lee-Tex, with plants in Los 
Angeles, is installing several 
printing machines capable of turn- 


ing out 6,000,000 impressions a 
year each. The company is one of 
the largest manufacturers of toy 
balloons. It has sub-licensed the 
process to Rubbertone Corp. of 
California and is installing presses 
for printing books and sheet rubber 
stock items. 

The inventors declined to dis- 
cuss technical aspects of the pro- 
cess, despite the fact that it is 
covered by patents. They ex- 
plained that the color is impreg- 
nated into the rubber in such a 
way that there is no loss of detail 
when the rubber is stretched. 


Giesecke Leaves Muehlebach 


W. Marshall Giesecke, for the 
past eight years general sales man- 
ager of George Muehlebach Brew- 
ing Co., Kansas City, Mo., has re- 
signed. 


Gets Miniature Circus 

W. R. Brinley 5-Ring hand- 
carved miniature circus, Meriden, 
Conn., has placed its account with 


Jay Gabriel Bumberg Advertising, 
New York. 


SALE BLAZERS... 


Tell and Sell more and more for less and less 


Not just signs but sparkling, colorful, laminated, plastic Sale Blazers tell consumers 
what to buy—and where to buy it! Sale Blazers sell at the point of purchase—where 


the sale is made or lost! 


If you make or sell a consumer product, you'll find Sale Blazers to be the most 
economical answer to your point of sale merchandising. We’ve been designing and 
producing them since 1900 for the most successful advertisers and agencies in America! 


Write for information 


Advertising Specialties Division 


PHILADELPHIA BADGE 


COMPANY, INC. 


1007 FILBERT ST., 


COPYRIGHT 1980 PHILADELPHIA BADGE CO,, INC. 


PHILADELPHIA 7, 
Established 1900 — 


PA. 


We use | the: 


“Rates 


materia | 
‘to make the! 
RIGHT 
display 
for you 


“THOMAS A. 


SCHUTZ 


COMPANY 


qth ier ‘ie 


“201 N. WELLS ST. 
CHICAGO 6, ILL. 
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Parts Distributors Show Set 


The Association of Electronic 
Parts and Equipment Manufactur- 
ers in cooperation with the Show 
Corp. is sponsoring a Parts Dis- 
tributors Conference and Show at 
the Hotel Stevens, Chicago, May 
22-25. An “Aisle of Trade Names” 
is being planned to dramatize the 
|industry’s stake in its product 
|trademarks. The display is ex- 
| pected to be in the form of a giant 
outdoor poster flanking the en- 
trance to the Hotel Stevens Ex- 
hibition Hall. 


Wunder Opens Own Studio 
Charlie Wunder, formerly pub- 
lic relations director of Monarch 
Air Lines, has opened his own stu- 
dio at 938 Bannockt St., Denver. 
He will specialize in art work, 
photography and silk screen work. 


Cuthbertson Names Ramsdell 


J. Theodore Cuthbertson Inc., 
Philadelphia manufacturer of ec- 


Mounting 


in the 


Modern Manner 


30 years of mounting 
experience backed up 
by modern creative 
ability. WE HAVE IT! 


117 W. 17th St., N. Y. 11 
Telephone WAtkins 9-0177 
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clesiastical hangings and clerical| PLASTIC FOAM—Gaining favor in the point of sale and display field is plastic 
vestments, has named Lee Rams-| foam material, which lends itself to a diversity of applications. This Canada Dry 
dell & Co., Philadelphia, to direct| shield was produced by Glo-Brite Products of Kyrstalite, light weight, non-crumb- 
{its advertising. ling sparkling white plastic which can be cut, sawed, lathed and formed. 


—because your . lithog raphed dale 
‘should be ELOQUENT! 


a 


Daacty & Newell designs your displays 
to sing out . . . to shout (if necessary) — 
to attract attention to your message .. . 


to convince the customer that 
YOUR PRODUCT is the best he can buy! 


Your display campaigns are 
PLANNED to help your dealer move 
your product EASIER . . . FASTER — 

to save countless hours of his selling 
time. And remember, that’s 

what your dealer wants! 


Give him displays designed and 
lithographed by Oberly & Newell — 
the kind that is always “up front’ 
on the counter and in the window. 


Sales-producing “gimmicks”, 
combined with “eye-appeal” art and 
faithful color reproduction, give 
Oberly & Newell Point-of-Purchase 
Promotions that extra “oomph” 
which always pays off with increased -s 
cash register activity a 
for your dealers—and YOU. 


Let us help you with your POINT-OF-PURCHASE ADVERTISING 


OBERLY & NEWELL {tty sewet utocrarn comm.) 
LITHOGRAPH CORPORATION 


545 PEARL STREET - NEW YORK 7, N. Y. 
Fine Color Lithographers Since 1877 


Please have your representative 
phone or write for an appointment. 


€ POINT OF PURCHASE ADVERTISING SYMPOSIUM 


rv nae APR Uh & ABER wast asa ser 


ADVERTISERS AND AGENCIES: WRITE US FOR INFORMATION AND TICKETS 
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Cites Political 
Significance of 
Asia's Rubber Areas 


WASHINGTON—National Rubber 
Bureau took time out from the 
promotion of rubber this month to 
give readers of major U. S. news- 
papers and magazines a “fill in” on 
the political significance of south- 
east Asia’s rubber producing areas. 

The Rubber Bureau, set up in 
November, 1949, has an _ institu- 
tional advertising budget of $970,- 
000 for 1950. Since January, it 
has been using a list of 12 na- 
tional magazines monthly, and 
two newspaper lists—a “select” 
list of eight or ten special ads, and 
a general list of about 100 used 
approximately once a month. 


ws While radio and TV will be 
tested during 1950, a bureau 
spokesman said these media will 
not be used extensively at this 
time. He indicated there would 
probably be more radio and TV in 
1951 or 1952. 

National Rubber Bureau was set 
up by plantation owners of Malaya, 
French Indo-China and Ceylon to 
promote the use of natural rubber. 
It is financed by a tax of one 
twentieth of a cent a pound on 
rubber exported from these areas. 

Advertising is placed by Chan- 
ning L. Bete Co., Greenfield, Mass. 


Murphy Elected Chairman 
of Atlantic Council 


Frank C. Murphy, vice-presi- 
dent in charge of media of Geare- 
Marston, has been elected chair- 
man of the Atlantic Council of the 
American Association of Adver- 
tising Agencies. He succeeds Wes- 
ley M. Ecoff, of Ecoff & James, 
Philadelphia, who has been named 
the Atlantic Council’s representa- 
tive to the national board of gov- 
ernors of the Four A’s. 

Other Atlantic Council officers 
elected are: Vice-chairman, A. Ed- 
ward Morgan, Richard A. Foley 
Agency, Philadelphia, and secre- 
tary-treasurer, Robert N. D. Arndt, 
John Falkner Arndt & Co., Phil- 
adelphia. 


Sponsors Newscast in West 

Chemicals Inc., Oakland, Cal., 
will sponsor the Monday, Wednes- 
day, Friday portion of the 5-5:10 
p.m., PST, “Frank Goss News” on 
Columbia Pacific Network, be- 
ginning April 3. Product is Vano 
liquid starch. Contract is for 52 
weeks through Garfield & Guild, 
San Francisco. 


Milprint Appoints Hultkrans 

Milprint Inc., Milwaukee, con- 
verter of packaging materials, has 
appointed Paul Hultkrans as head 
of its research and product de- 
velopment department. He has 
headed the cheese packaging divi- 
sion for the past eight years and is 


succeeded in that post by Donald 
Garry. 
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WMAQ Airs New 
‘Tested Product’ 
Show Twice a Day 


Cuicaco—Station WMAQ has 
signed a new daytime radio show, 
starting today, which will adver- 
tise only “tested” products and will 
supplement commercials with a 
personal contact merchandising 
plan. A 15-minute program, “Na- 
tional Home Institute,” it will be 
aired twice daily, 6:00-6:15 a.m. 
and 12:30-12:45 p.m., Monday 
through Saturday. 

Prospective advertisers must 
submit the products they want 
advertised on the program to the 
United States Testing Co. Inc., 
commercial testing laboratory in 
Hoboken, N. J. If the product is 
approved by U. S. Testing (and 
the advertiser signs a 13-week con- 
tract) it will receive the National 
Home Institute “double-checked 
and guaranteed” seal of excel- 
lence. Advertisers may use the seal 
in radio plugs and in ads in printed 
media. 


a The followup feature of the pro- 
gram employs a merchandise man 
who contacts wholesalers, brokers 
and major retailers of sponsored 
products in person. His job, ac- 
cording to Don Searle and Jimmy 
Parks, originators of the program, 
will be two-fold: (1) To promote 
products at point of sale by keep- 
ing close dealer contacts, securing 
better display and shelf space, etc.; 
and (2) to convince the advertiser 
that it is the double impact of the 
radio plug plus the personal mer- 
chandising that is doing the sales 
job. e 
The program will consist of 15 
minutes of human interest mater- 
ial (a la Paul Gibson on CBS), 
aimed at the housewife. Three 
commercials are planned for each 
program, and the 12:30 airing will 
be different from the early show. 


m Because the U. S. Testing Co. 
has exclusive contracts with manu- 
facturers in some fields, certain 
products cannot be accepted for 
advertising. Other products, like 
alcoholic beverages, tobacco, used 
cars and certain cosmetics, will 
not be accepted. 

WMAQ has signed the program 
for a year. If results are favorable 
at the end of the first 13-week 
period, however, it is likely . that 
it will be started on other National 
Broadcasting Co. stations in major 
market areas. 


Auto Show Will be Part 
of International Trade Fair 


An international automobile 
show will be incorporated in the 
First United States International 
Trade Fair to be held in Chicago 
Aug. 7-20. The automobile divi- 
sion will be held at the Interna- 
tional Amphitheatre. Other prod- 
ucts will be shown at the Navy 
Pier, Coliseum and Arena, in addi- 
tion to the International Amphi- 
theatre. 


FOR 
POINT-OF-PURCHASE 
YOUR BEST BET 
is 
SLIDE PROJECTION 


SPECTACULART, INC. 


1551 Broadway 
New York City 


specializes in designing pro- 
jected advertising displays 
from 16 x 20 inches to 16 by 
20 feet. 


Sha gies. 


Sponsors ‘Dugout Dope’ 
Pep Boys—Manny, Moe & Jack, 
Los Angeles, operator of auto sup- 
ly stores, is sponsoring “Dugout 
pe,” a 10-minute television pro- 
gram featuring pre-game inter- 
views with baseball players and 
other personalities associated with 
the sport. The program will be a 
remote from Wrigley Field and re- 
leased by KFI-TV, Los Angeles, 
at 8 p.m. nightly, in conjunction 
with the regular broadcasts of the 
Los Angeles Angels home games. 


Dunham Promotes Browning 
Walter S. Browning has been 
promoted from assistant sales man- 
ager to sales manager of C. A. 
Dunham Co., Chicago, manufac- 
turer of heating equipment and 
engineered heating systems. 


WHAY Operating All Day 
Station WHAY, New Britain, 
Conn., has extended its broad- 
casting activities to 24 hours a 
day. This makes WHAY the only 
24-hour station in Connecticut. 


Names Noyes & Sproul 

The United States Committee of 
the World Medical Association has 
named Noyes & Sproul Inc., New 
York, specializing in ethical medi- 
cal advertising, as its public re- 
lations counsel. 


To Wolfe-Jickling-Conkey 

Dick Allman, formerly adver- 
tising manager of Truscon Labora- 
tories, Detroit, has been named an 
account executive of Wolfe-Jick- 
ling-Conkey, Detroit agency. 
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Foster and Davies Appointed 

Elnor Provision Co., producer of 
Elnor Kwik-Steaks, has appointed 
Foster & Davies, Cleveland, as its 
agency. A new radio, newspaper 
and direct mail campaign will be 
launched immediately. 


Turner Joins ‘Collier's’ 

Crowell-Collier Publishing Co., 
New York, has added Stanley 
Turner, formerly a sales represen- 
tative of Newsweek, to the eastern 
sales staff of Collier’s. 
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DAY and NIGHT A1acl 


These Dealer Signs Will STAY Lighted ! 


We've been making neon signs to identify the 
point of sale for nationally advertised products 
for twenty-five years and know the most im- 


portant thing about any program is to keep the 


dealer signs lighted. Now we have developed 
a sign we know will stay lighted because 
there’s no upkeep, no need for expensive serv- 
ice calls and the ‘‘slimline’’ lamps that light it 
are available at any electrical dealer and as 
easy to change as a lamp in your own home. 


It’s cleaned easily with a damp cloth and 


that’s all the upkeep. Best of all, this sign costs 


iy Raat Rae operon 
fia! dine’ as 


less to buy and ship; the entire message lights 
up with 500 lumens per square foot... the 
brightest sign you can buy. Besides, you get full 
color, full reproduction of your exact trade 
mark day and night alike. 


Ye 66 
500” 


Exactly the same at night as day! 


pesto 
SELECT 


Your 


Sign Program 
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NOW BEING PREPARED 
A 24-page, 4-color book describing this new 
sign in detail is being prepared now. If you 
want one of the first copies off the press, write 
for it today using your regular business letter- 


NEON PRODUCTS, INC, LIMA, OHIO 
,» World's Largest Producers of Illuminated Dealer Signs 


If you are planning any type of sign 
program now, we will be glad to send 
our representative to demonstrate 
how the new Plastilux ‘‘500’’ outside 
dealer identification signs or the Spe- 
cialine, illuminated interior and win- 
dow signs, will fit your needs. You 
should get these facts before you 
enter a sign-up program now. 


Neon Products, Inc., Offices: Lima, 
New York, Chicago, Los Angeles. 
Direct representatives in other prin- 
cipal cities. 
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Gordon Takes Comic Series 


Gordon Bread Company, Los 
Angeles, has signed to sponsor a 
new television series, featuring 
the Jim Hardy character of the 
newspaper comic strip, on KLAC- 
TV. Format of the program, pro- 
duced by Telecomics Inc., Holly- 
wood, is that of a talking comic 
book. The serial will be shown in 
three five-minute episodes weekly 
for 26 weeks. The Mayers Co., 
Los Angeles, is the Gordon agency. 


Fairbanks Adds NY Studios 


Complete studio facilities are 
being set up at 157 E. 69th St., 
New York, by Jerry Fairbanks 
Productions, Los Angeles, and the 
present offices at 292 Madison Ave. 
will be moved to the studio loca- 
tion. Russ Johnston, vice-presi- 
dent in charge of sales and dis- 
tribution, will head up New York 
operations, with Robert Lawrence, 
eastern production manager, in 
charge of studio activities. 


#540 N. MICHIGAN AVE. W185 N. WABASH AVE. 410 N. MICHIGAN AVE. wil! E. DELAWARE ST. 


Marsh and Co-Workers 
Form New Company 


William Barton Marsh Co. has 
been formed to specialize in plan- 
ning, creation and production of 
public relations and advertising 
literature, with offices at 19 E 
48th St., New York 17. 

Most of the organizers were for- 
merly with William E. Rudge’s 
Sons, where Mr. Marsh was ex- 
ecutive partner. Others who are 
partners in the new enterprise 
include Douglas Wakefield Coutlee 
Jr. and Norman Miller Pierce, 
former Rudge’s account executives; 
John W. Weinberg, former pro- 
duction manager for Rudge, and 
Mahlon Cline, former Rudge art 
director; and Arthur M. Klein, 
former account executive with 
Geffen, Dunn & Co. 


Ziv Promotes Bieser 

Frederic W. Ziv Co., Cincinnati, 
independent program producer, 
has promoted Elmer Bieser, who 
has been on the Ziv sales force 
since 1947, to sales manager of the 
southwestern division. Mr. Bieser 
will make his headquarters in 


Dallas. 


PHILADELPHIA 


Ketter 


LEADERS IN LITHOGRAPH 
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You'll like this kind of know-how ! 
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Imus 


FOR MORE THAN A CENTURY 


-to create displays that 
stop more consumers 


That’s why John Morrell & Co. liked this one. 
Cooked ham with succulent slice actually 
curling off was a novel idea. Consumer appe- 
tite was whetted by effective art. Realism 
was achieved by the usual Ketterlinus quality 
color reproduction. Long life of the three-dimen- 
sional shadow-box was insured by practical, 
sturdy construction. 
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FOR DEALER COUNTERS—How Yale & Towne is tying its special two-month promo- 

tions on various products in with retail selling is demonstrated by these two 

counter display units. The one at left, feauring lock sets, appeared in February and 

started the new program. The one at right, featuring screen door hardware, will 
be used in April. 


Yale & Towne 2-Month Promotion 
Series Tied to Ads and Displays 


New York—Yale & Towne Mfg. 
Co. has inaugurated a new mer- 
chandising program which ties in 
a special promotion package every 
two months with its advertising. 

A schedule of promotions has 
been made up which will put a 
complete selling package of new 
material into retailers’ hands ap- 
proximately every eight weeks. 

Each promotion will be sent out 
in complete packaged form, con- 
sisting of a minimum quantity of 
merchandise, a lithographed dis- 
play, and a return post card for 
ordering newspaper mats. 

These promotions are announced 
in seven business papers one 
month in advance of the retail 
promotion campaign which is 
timed to coincide with the com- 
pany’s ads in The Saturday Eve- 
ning Post featuring the product or 
products of the month. 


a Yale & Towne, which has ad- 
vertised in The Saturday Evening 
Post for many years, believes that 
one of the most widely read fea- 
tures both in magazines and news- 
papers is the so-called Ripley style 
of cartoon, created by the late 
Robert L. Ripley for his syndicated 
feature “Believe It or Not.” 
Capitalizing upon the popularity 
of this type of cartoon, Yale & 
Towne’s advertising, which is 


handled by James Thomas Chir- 
urg Co., has borrowed from the 
lore of lock history some little 
known facts about locks and has 
given them the Ripley treatment. 

In each of Yale’s ads this year 
in the Post and other consumer 
media used, some ancient and as- 
tonishing applications of locks will 
be shown, together with a repre- 
sentation of one of the company’s 
most modern product develop- 
ments. 


@ As an example, the company’s 
ad in the April 1 issue of the Post 
showed a lock constructed so 
that it fired a pistol at anyone 
tampering with it. The “trigger- 
fingered” lock, which could be 
disengaged by the owner who 
knew of a secret button to push, 
shares the ad with two items of 
screen door hardware that are 
being featured in the current pack- 
aged promotion. 

This current promotion, second 
in the series of regular bi-monthly 
retail promotions, is the company’s 
so-called “Screen Stars,” com- 
prising push-pull screen door 
catches, and a pneumatic-type 
screen door closer. April is screen 
door time for hardware dealers. 

A display unit designed for 
counter or window tells customers 
about the use and ease of in- 
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stallation of the products shown, 
and helps to simplify the hard- 
ware retailers’ selling job. 


s The display is sturdily con- 
structed of reinforced cardboard 
to support the actual products. De- 
signed and made by Palmer As- 
sociates, New York, the display 
unit is 144%” wide x 19%” high. It 
is printed in red, blue and yellow, 
forming an effective background 
for the red and yellow Yale boxes. 
The unit is shipped flat in a car- 
ton, on top of the merchandise, 
and the instructions for assembling 
the display are printed on one of 
the panels. 

The third, fourth and fifth pro- 
motion packages will be cabinet 
locks, on which the art work is 
now being completed, padlocks, 
and door closers. The first promo- 
tion, which appeared in February, 
featured lock sets. 

That display unit is 14” wide x 
20” high. The top consists of a 
plane coming down at an angle 
with a shelf to hold the actual 
boxes of merchandise. The base of 
the display is set at an angle with 
the locks screwed into the card- 
board. It also is shipped flat. 


a In advance of each promotion 
the company’s 150 salesmen get 
a letter advising them of the pro- 
motion and describing its scope. 
At the same time, the company’s 
wholesale distributors get a similar 
letter describing the promotion 
plan and the merchandise to be 
displayed. In addition, preprints 
of the company’s ads are sent to 
wholesalers for their salesmen, to- 
gether with catalog pages, cards 
for ordering newspaper mats and 
radio announcement scripts. 

It is estimated that between 
7,500 and 9,000 wholesale hard- 
ware salesmen receive this mate- 
rial. In addition, Yale & Towne 
sends out through its wholesale 
outlets about 30,000 catalog pages 
on each promotion. 

All of the wholesale salesmen re- 
ceive preprints of the business 
paper advertisements. These ads 
appear in American Lumberman, 
Building Supply News, Hardware 
Age, Hardware Retailer, Hardware 
World, Southern Hardware and 
Plan. In addition to The Sat- 
urday Evening Post, Yale & Towne 
also uses House Beautiful and 
Small Homes Guide in the con- 
sumer magazine field. 

About 1,000 hardware distribu- 
tors and dealers use the company’s 
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IN ADVANCE—Trade ad tells the story 

of the “screen stars” promotion setup, 

for April and May, to the hardware 
trade a month in advance. 


radio scripts, which are sent on 
request in mimeographed book- 
lets which contain scripts for 15, 
30, and 45 second spot announce- 
ments. 


Hudnut Appoints Flagler 

Warner-Hudnut Co., New York, 
has named Lawrence A. Flagler, 
formerly production manager of 
Franklin Baker Division, General 
Foods Corp., as vice-president in 
charge of production for William 
R. Warner, Richard Hudnut, and 
Standard Laboratories, in both 
their New York and St. Louis 
plants. 


Two Name Cole Agency 

Alexander-Balart Co., packer of 
Alta coffee, and Concannon Wine 
Co., both of San Francisco, have 
appointed the L. C. Cole Co., San 
Francisco, to direct their adver- 
tising. Wayne Mayfield, formerly 
a free-lancer in Los Angeles, has 
joined the Cole agency’s art de- 
partment. 


Hollihan Joins Brisacher 

Garrett E. Hollihan has been 
appointed radio and television di- 
rector in the San Francisco office 
of Brisacher, Wheeler and Staff. 
Mr. Hollihan formerly was com- 
mercial program director for Sta- 
tion KARM, Fresno. 


Harold Warner Co. Appointed 


Buffalo Electronics Corp., man- 
ufacturer of electronic controls, has 
appointed Harold Warner Co., 
Buffalo, to handle its account. Bus- 
iness papers and direct mail will 
_ be used. 
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Rogers Named Elgin S. M. 

Frank M. Rogers has been ap- 
pointed sales manager of Elgin 
American Division of [Illinois 
|Watch Case Co., Elgin, Ill He 
joined the company in 1945, and 
has been assistant sales manager 
since 1947. 


Franchey Elected Agency V. P. 
William Franchey, a member of 
the plans board of Wilhelm-Laugh- 
lin-Wilson & Associates, Houston, 
has been made vice-president in 
charge of new business. He 
continue as creative copy chief. 


Simler Joins Van Der Linde 

Victor Van Der Linde Co., New 
York, has appointed W. E. Simler, 
previously advertising director of 
Promenade Magazines Inc., as an 
account executive. 


Whitestone Sells Displays 

Highway Displays, Poughkeepsie, 
N. Y., has added Walter S. White- 
stone, previously with General 
Outdoor Advertising Co., to its 
sales staff. 
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CLINCH SALES 
with AUTOMATIC 


FILM SLIDES 


ADMATIC automatically exhibits every six sec- 
onds sharp, clear pictures or copy messages even 
under bright over-head lights. Fool-proof, long 
life, sensibly priced. A “Natural” for point-of-sale 
prometion. Synchronized sound attachment at 
nominal added cost. 


ADMATIC PROJECTOR COMPANY 
111 West Jackson Blyd., Chicago 4, Ill. 


1 Write for 
ADMATIC OF CANADA, 69 York St, Toronto 
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Antkhraft’ SIGNS 


DEALER IDENTIFICATION TELLS THE 
PUBLIC WHERE TO BUY YOUR PRODUCT 


There's no sales builder like an Artkraft* dealer 
So, do like America's leading merchan- 
disers, use Artkraft* outdoor neon dealer signs. 
Actual audited research proves that they increase 
sales 14.6%, make your advertising 5 times as 


Artkraft's* mass production methods, and un- 
equalled manufacturing facilities, make possible 
greater value — the world’s finest signs at mod 
erate cost. 999/1000 perfect (proved by audited 
research), they're built to last — continue to work 


effective. for you years after they've paid for themselves. 
— . an — 
SIGNS* An tknaft’ SIGN COMPANY 
QUALITY to DIVISION OF ARTKRAFT* MANUFACTURING CORP. 
PRODUCTS 1133 E. KIBBY ST. LIMA, OHIO 
leo ind, without o! ation, jails on Artkraft* signs. 
F ie) R ie) Vv E R A 5 ~d poy Bokin e ng pte tinge pb Prager ‘ans signs. 
0 We are interested in o quantity of Porcel-M-Bos'd store front signs. 
Q u A R T E R C) Please fay andy "a to set up a ide nara ps Program. 
CENTURY 
NAME_ 
FIRM 
* Trademark Reg. U.S. Pat, Off. | _STREET cay & SEAR 
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Window Displays Working in the Battle for Increased Sales 


STOP THE PASSERSBY—Some typical window displays are shown in this varied display. In the top row is 
a Lanvin perfumes display, developed from a magazine advertisement for the line, by Louis Nadelson Inc.; 
a flasher display for Jacques Kreisler Mfg. Co., by Consolidated Lithographing Corp., which gives ar 
illusion of movement to the finger as the light flashes on and off; a centerpiece for the well-known Four 
Roses Christmas window, developed by Segrist Display Co.; and a window display featuring an illustration 
used in a color page in the Post for Cluett, Peabody & Co., produced by Kindred, Maclean & Co. 

In the second row is an action display for Hiram Walker Imperial featuring the famous Imperial characters 
in erratic movement that gives a realistic effect. Ketterlinus Lithographic Mfg. Co. developed it. Next 
is an “Eight is Great’’ window for Gibson Distilling Co., notable because it will fit any window, regardless 
of depth. Einson-Freeman developed and produced it. The next window display, produced for Miles Labora- 
tories by Forbes Lithograph Mfg. Co., features products of two manufacturers. One section features 
Alka-Seltzer, the other Lyons toothpaste. 

In the third row is a double-purpose Budweiser display which can be used as a wall piece after it 


<_<. 


/AUCKIES 
Wy PAY MORE 


serves its purpose in the window. Produced by Consolidated Lithographing Corp. Next to it is one of a 
series of four seasonal displays designed specifically for retail photographic shops. Produced for Ansco by 
Kindred, Maclean & Co. At the end is a Christmas window produced for Philco by McCandlish Lithographing 
Corp. This picture shows it installed in Boston by Superior Displays Inc. 

In the fourth row is a March window display featuring Miss Rheingold 1950 as a circus fan, produced 
by Einson-Freeman; an April window display for Pittsburgh Plate Glass Co.’s paints, to tie in with a major 
advertising campaign, produced by Hussey-Woodward Inc.; and a Lucky Strike window piece by Zerbo. 

In the bottom row is an International Harvester year-long display, with interchangeable messages 
and flasher action, produced by Chicago Show Printing Co.; the window display portion of a coordinated 
spring promotion for Brown-Forman’s Early Times straight bourbon, which also utilizes a host of other 
point of sale material; an Upjohn Co. vitamin window display in several dimensions, produced by Forbes; 
and one of the windows which won the second prize of $1,000 for Levy-Wolf, Springfield, Mo., in the 
Coronet-Formfit merchandising awards competition, 
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Welsh Cupboard 
Display Keys Sales 
Push for Universal 


New BriTaIn, Conn.—Landers, 
Frary & Clark has geared spring 
and summer dealer displays for 
Universal electric housewares to a 
Welsh cupboard designed by Peter 
Hunt, commercial artist and inter- 
ior decorator. 

First introduced at the House- 
wares Show in Chicago, the cup- 
board display is lithographed in 
eight colors against a bonewhite 
background. The Universal dis- 
play makes maximum use of store 
floor area with shelf space on all 
four sides. 

Interchangeable cards which are 
provided with the display will 
keep it fresh with promotions 
pitched to late spring and summer 
gift occasions. 


s The company will tie in the dis- 
play with National Electric House- 
wares Week April 14-22, and will 


WELSH CUPBOARD—This Landers, Frary 

& Clark display has shelf room on all 

four sides and interchangeable cards for 
special promotions. 


feature the Peter Hunt cupboard 


in a full-color spread in the April 
15 issue of The Saturday Evening 
Post. Followup ads will be sched- 
uled in other magazines later to 
identify the cupboard with Uni- 
versal products, but the media list 
has not been completed. 

Kindred MacLean & Co., New 
York lithographer, will have 7,500 
Peter Hunt displays ready for dis- 
tribution by Landers, Frary & 
Clark following the National Elec- 
tric Houseware promotion. 

Goold & Tierney, New York, 
handles advertising and promotion 
of Universal products. 


Serwer Agency Names Taylor 

Janet Chatfield Taylor, former- 
ly promotion director of Saks Fifth 
Avenue, has joined Irving Serwer 
Advertising, New York, as director 
of fashion-merchandising pro- 
grams. 


Lang Gets Sea Food Account 

Treasure Island Sea Food Co., 
San Francisco, has appointed Ray- 
mond I. Lang Advertising, Bel- 
mont, Cal., to handle its advertis- 
ing. 
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Bring your message to their attention ons forcefully, effectively, yet unobtrusively by using a 
WAGNER CHANGEABLE COPY DISPLAY 


Here’s a potent media for use in employee relations programs and safety promotion. The message 
of yesterday is easily changed in a few seconds to a freshly interesting message for today. Letters 
in a variety of sizes and colors are available in both translucent plastic or aluminum silhouette. 
The mounting frames may be simple or elaborate. 
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USE THE COUPON 


WAGNER SIGN SERVICE, INC. 


208 S. Hoyne Avenue 
Please send details and free catalog on Wagner 
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Chicago 12, Ill. 


Changeable Co i ¥ 
70 OBTAIN ng py Displays 
FURTHER DETAILS — 
AND CATALOG FIRM 
ADDRESS 


CITY & STATE 


Elton M. Plant Gets Two 


Elton M. Plant Advertising 
Agency, Windsor, Ont., will handle 
spring advertising for Canadian 
Brickcote Co., Windsor, and also 
will direct American advertising 
for Cement Products Co., Detroit, 
a companion company manufactur- 
ing Quikbrik. 


Rothlin Joins KRON-TV 


Richard Rothlin, formerly with 
Western Beet Sugar Producers 


73 
Corp., San Francisco, has joined 
the sales staff of KRON-TV, San 


Francisco. 
SALES 
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with point-of-sale 


CLOCK DISPLAYS 


MODERN ciock. ADV. CO. 
212 BROADWAY, NEW YORK 7 


BETTER DESIGNS 
BETTER DISPLAYS 
BETTER RESULTS 


} | 6 ebanmn: 


11 EAST WALTON PLACE 
CHICAGO 11 


See me at the Waldorf 


U-S 
EVEOMATIC BOOTH A-1 + POPAI EXHIBIT 


See the story of U-S 


EYE-O-MATIC SELLING 


Turn to page 37 
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Bauer & Black Displays Designed 
to Carry Related Merchandise Lines 


Cuicaco—Bauer & Black Divi- 
sion of Kendall Co. is one drug 
products merchandiser which has 
recognized the importance and 
value of point of sale merchandis- 
ing for many years, and has pio- 
neered many activities in this di- 
rection. 

Bauer & Black believes strongly 
that point of purchase merchan- 
dising will move goods if it is han- 
dled properly, and that therefore 
all such material must be de- 
veloped as a retailer program, 
rather than a manufacturer’s pro- 
gram. 

As a result, B&B salesmen, to 
whom the point of sale operation 
is a vital function, never sell a 
display to druggists. What they 


| sell is a merchandising program, 
| designed specifically to sell goods 


for the retailer, in which the dis- 
play material is merely a means 
to the desired end. 


sw For the same reason, Bauer & 
Black produces no “display mate- 
rial” as such, Every item the com- 
pany provides for dealers is de- 
signed to carry merchandise, and 
to serve as a focal point for actual 
sales, rather than merely as pres- 
tige or reminder advertising. 

This drug products merchandiser 
believes it was the first in its line 
of business to introduce the idea 
of departmentalization, using mer- 
chandise racks as the method. It 
introduced a surgical dressings rack 
in 1932, one for its elastic goods in 
1938, and another for its foot prod- 
ucts lines before the war. 

Bringing all associated products 
in the line together in one place, 
via either floor stands or counter 
units, is only one part of the Bauer 
& Black picture, however. In sev- 
eral instances it has gone further 
than this. For example, towards 
the end of the war it sold drug- 
gists a floor stand which was de- 
signed not only to carry a com- 
plete assortment of Bauer & Black 
surgical products, but also a num- 
ber of related but non-competitive 
products not produced by the com- 
pany, including .Mercurochrome, 
bed pans, nasal sprays, etc. 


ws And now the Blue Jay Products 
Division, formerly a part of Bauer 


& Black, has a department unit 
for drug stores which provides 
space for all types of foot pro- 
ducts, including not only non- 
competitive devices and materials, 
but some competitive items as well. 

The company’s floor stands, us- 
ually built to last indefinitely, and 
made of wood or metal, are always 
sold to retailers, and not given 
away. The less expensive and rel- 
atively impermanent counter units 
are usually given free with a mer- 
chandise deal, as is window and 
other display material. 

George A. Percy, Bauer & Black 
advertising manager, who is cur- 
rently heading up a point of pur- 
chase committee of the Association 
of National Advertisers, says that 
retailers do have a tendency to 
take the average display too much 
for granted, but he is convinced 
that they appreciate their impor- 
tance in moving merchandise, and 
that a properly handled display 
program can always secure good 
retailer cooperation, 


s Many of the Bauer & Black dis- 
plays have an exceptionally long 
life, he says, because they have 
proved their value as movers of 
merchandise. Floor displays which 
retailers bought in 1945 are still 
in widespread use, he says, and 
even free displays are not infre- 
quently taken down and then set 
up again at intervals over several 
years. 

Right now the company has hit 
the jackpot with a “Miss Curity” 
promotion built around an attrac- 
tive 21” doll, dressed in a nurse’s 
uniform, which brings the Curity 
trademark alive, and is being 
heavily promoted in window and 
counter displays. 

The attractive “Miss Curity” is 
so appealing (it was tested in 100 
stores before being released na- 
tionally) that Bauer & Black has 
had to reorder several times on 
the entire promotion. 


a Salesmen and employes of the 
company, as well as retailers, who 
are using the promotion, have 
been so intrigued with the doll that 
the company is selling them at cost 
to those who want them. None 
have been sold or offered to the 
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THEY ALL SELL MERCHANDISE—Baver & Black counter and floor 
units always are designed to carry—and help sell—merchandise. 
Shown here, left to right starting at the top, are a Curity Wet- 
pruf tape and Lisco pad “sales doubler” wire counter display de- 
veloped in 1949; a baseball record book counter display which 
also features five popular Baver & Black athletic supporters; and 
a B&B “elastic goods department unit” floor stand requiring six 


square feet of floor space, introduced in 1948. In the bottom 
row is a Curity “Hiliter’ counter display released last year; an 
all-metal revolving counter display for Curity adhesives; and a 
Curity “first aid department” floor unit with room for related 
sick-room items. Usually, the less expensive counter displays are 
given with merchandise orders; the more costly floor displays, 
designed for permanent use, are sold at cost. 


general public. 

Since the company produces 
merchandise display material as 
sales fixtures for the retailer, it 
has no hesitancy in producing good 
fixtures and asking druggists to 
pay reasonable prices for them. 
For example, a first aid-hospital 
supplies floor merchandiser, 30” 
wide by 21” deep by 47” high, 
topped with a fluorescent sign, 
which holds a wide variety of Cur- 
ity first aid and hospital supplies, 
as well as related merchandise, is 
now being offered for $66 de- 
liverea. 

It is featured as a “complete de- 
partment unit” and a “self-service 
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Slee eC] YOUR PROMOTION DOLLARS 
WITH NEW MOLDED RUBBER DISPLAYS 
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Quality at the Right Price 


YOU, too can have your present displays produced 
at nominal cost in this magic molded rubber, OR, 


open display with products grouped 
the way the customers buy—for 
profitable related sales of all first 
aid items.” It is made of blonde 
maple, designed to harmonize with 
the finest store interior, and to last 
for an indefinite time. 


ws Not long ago, Mr. Percy ex- 
plained some of Bauer & Black’s 
basic display philosophy for the 
benefit of ANA members. 

“Every year,” he said, “my com- 
pany uses several thousands of the 
dispenser type of display, ranging 
in cost from 25¢ to $100 and from 
plain cardboard to the finest ma- 
hogany. In the process of collabo- 
rating with our suppliers in the 
design and construction of these 
units and through various surveys 
w have made, we have come to re- 
cognize certain important funda- 
mentals that must be observed.” 

The first and most important of 


what you want the customer to do 
and what he is likely to do when 
he sees your merchandising dis- 
play. Your display should say to 
that customer: ‘Here is some fine 
merchandise that you need. Buy 
some now.’ 


a “It is a fact that some dis- 
plays do a grand job of exhibiting 
merchandise but actually discour- 
age pick-up sales. An example we 
use occasionally in retailer educa- 
tional meetings which we hold, 
clearly demonstrates this principle. 
We make up two displays of ab- 
sorbent cotton which comes in 
easily stacked rectangular pack- 
ages. . 

“Display A consists merely of 
stacked rows of packages—orderly 
and neat but looking as if it had 
been shopped from. 

“Display B is an attractive, sym- 
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NO MISS HERE—The Baver & Black “Miss Curity” pr 
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tionally. Here the actual doll is used against a background of a display piece 
produced by Zipprodt Inc., Chicago, to form the basis of a merchandise window 
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our staff will design and produce for you new spec- 
tacular displays which will sell your product. 


FREE Write for samples of composition 
and our new idea catalogue including current 


Courtesy of The H. W. Gossard Company, Chicago, 


. displays in production. Iinois . . . All La oy? 7 exclusive prop- 
redenich advertising corporation + 333 n. michigan avenue 
CHICAGO, ILLINOIS 


a ee, 


these fundamentals, he pointed 
out, is that the display must be 
designed in terms of customer 
reaction. “Don’t make your first 
consideration glamor or beauty,” 
he warned, “Forget your own aes- 
thetic reactions. Try to determine 


display. 


amid. 

“At this point we ask for a vol- 
unteer from the audience to help 
us build a third display. We re- 
quest the volunteer to hand us 
some packages from one of the 
completed displays. Invariably he 
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will be accepted. 


3. It must be available for 


clearly stated. 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


The third annual Market Data Section of ADVERTISING AGE 
will appear in the May 29 issue. The idea is to bring together, 
in one place, all possible market data issued by advertising 
media, trade associations, and others. 

The data will be described briefly, 
market or geographic area, thus providing a comprehensive index 
of all available market data in all fields. 

Last year, approximately 800 separate pieces of market data 
were listed in the section, and readers of ADVERTISING AGE sent 
in requests for almost 22,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion 
in this master list. There is no charge for such listings, but the 
material must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1949, 


2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 


agencies, preferably without charge. If there is a charge, or 
other conditions are attached to its distribution, this should be 


4. It must be received prior to May 12, 1950. 

Actual copies of the material to be listed should be sent to 
Market Data Editor, ADVERTISING AGE, 100 E. Ohio St., Chicago 
11, with any necessary explanatory notes. 


and classified by type of 


distribution to advertisers and 


will take packages from Display 
A, because Display B is ‘too beau- 
tiful to touch.’ 


s “A merchandising display should 
invite purchase. It should make 
that purchase easy for the cus- 
tomer—and increase impulse sales. 
Remember—the display is inciden- 
tal to the merchandise.” 

A second important considera- 
tion, Mr. Percy said, is the probable 
environment of the display. Chains 
and independents, for example, 
usually have different kinds of 
fixtures, and a display that will 
fit on an ordinary drug counter 
would fall off many typical chain 
step-up fixtures. 

The third important consider- 
ation is that of basic physical 
characteristics: 


ws “Here are some figures to re- 
member: It has been pretty well 
determined that the most effective 
selling space is between 30” and 
60” from the floor. Keep that in 


mind if you are designing a floor 
stand. Use the area below the 30” 
level for stock or slow-moving 
items. Keep the push items in the 
selling area. And if your display is 
to be made of hard materials, 
make sure there are no sharp 
edges that will cut or scratch. If 
it’s a counter display, be sure the 
base is smooth or padded to elimi- 
nate scratching of counter’ sur- 
faces. 

“If you are displaying a group 
of products, put the ones you want 
to feature at the customer’s right, 
because most people are right- 
handed and instinctively shop first 
from the right side of a display. 


a “If practical, make sure that 
your merchandise is clearly and 
visibly priced. Clearly priced mer- 
chandise always sells faster. 
“Make sure that if your display 
has bins, there is plenty of finger 
space between the top of the mer- 
chandise and the top of the bin. 
If there isn’t, you may catch a 


Photo Gelatin Printing 


One or multi-color. Econom- 
ical for small quantities. 


Laminated Plaques 
Embossed Signs 


Of plastic, composition , 


board, and chip board 


Plastic Signs 
Injection molded and 
fabricated 


IRVING 


WOOLF: co. / z 


SALE © 
DISPLAYS 


! Custom 

| Quality... 

' PRODUCED 
ECONOMICALLY 


j wilh: bfreed 
! and oficiency 


35 S. Dearborn St., eet ates 
IN LOS ANGELES 
6769 Lexington Ave., Hillside won 


prospect—and lose a customer. 

“Make certain that your display 
can be easily cleaned, and that 
there are dust holes in the back 
of merchandise bins. 

“Be sure that no raw edges or 
unfinished surfaces will appear if 
your display is partially empty.” 


Stansbury Joins Clinton 


H. H. Stansbury has been ap- 
pointed public relations director 
of Clinton Foods Inc. and its 
subsidiaries—Snow Crop Market- 
ers, Juice Industries of Florida 
and American Partitions Cos. of 
Wisconsin and New York. A former 
newspaper man, Stansbury became 
press chief for the National As- 
sociation of Manufacturers in 1940, 
joined Selvage & Lee as a partner 
in 1943, and in 1947 joined the 
executive staff of the Institute of 
Public Relations. 


Meck Adds Gould to Staff 

Harry S. Gould, former adver- 
tising representative of the Mil- 
waukee Sentinel, has joined John 
Meck Industries, Plymouth, Ind., 
as director of merchandising. 


Greenthal Promotes Lewis 


Monroe Greenthal Co. New 
York, has promoted Roger H. 
Lewis, formerly copy chief and 
account executive, to the post of 
assistant to the president. Mr. 
Lewis will be in charge of creative 
functions. 
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KTTV Appoints Koon 


Charles Koon has been appointed 
production manager of Station 
KTTV, Los Angeles. He was pre- 
viously with the Pasadena Play- 
house as associate art director 
and instructor in television scenic 
and costume design. 


Superior Displays, Inc. 
1112 Boylston Street 
Boston 15, Mass. 


e Professional Installation Service 


e Complete New England Coverage 


THE MARK OF PROVEN 
SUCCESSFUL DISPLAYS 


INDUSTRIAL 


Lithographic 


SALES OFFICE: 285 Madison Avenue, New York 17, N. Y. 
FACTORY: 1401 37th Street, Brooklyn 18, WN. Y. 
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LITHOGRAPHY FOR NATIONAL ADVERTISERS 
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MacRAE'S BLUE BOOK 


18E. Huron St. + | Chicago M1, Illinois 


Yahu &Oien Engraving Company 


817 W. Washington «+ Chicago 7, Ill. » MOnroe 6-7080 
Chicago’s largest fine photoengraving plant 


Peer oes oa pees 


Nielsen Cases Prove 
$ Value of Displays 


(Continued from Page 1) 
point of purchase displays in hold- 
ing sales against a declining mar- 
ket. 


s But what about a situation 
where the market is relatively 
static, or where the product class 
as a whole is moving upward?, 
AA asked Nielsen. Does the same 
pattern hold? Do stores using the 
displays not only increase their 
sales but take business away from 
stores which do not use them? 

The two additional Nielsen cases 
go far to provide the answers. 

“Case B” supplied by Nielsen 
concerns a type of product for 
which the total market is just 
about static, with switches from 
one brand to another providing the 
only major possibility of increas- 
ing sales. 


a In “Case B,” special analysis 
made by Nielsen for one of its 
clients whose product has distri- 
bution in about 90% of all drug 
stores in the country evaluated the 
performance of a cabinet display. 
The product already enjoyed good 
display in a majority of drug 
stores by means of a_ simple 
counter unit. 

The special Nielsen analysis 
showed: 

1. In drug stores where the car- 
ton display was used, the brand 
being studied just about main- 
tained its position in dollar sales 
per average drug store. 

2. In stores where no display 
was used, the brand lost approx- 
imately 18% in dollar sales per 
average store. 

3. In stores where the cabinet 
display was used the brand in- 
creased its dollar sales per average 
store by approximately 17%. 

4. There was a swing of 43% in 
dollar sales per average drug store 
between the stores using no dis- 
play and those using the cabinet 
display. 


# “From this study,” says Nielsen, 
“it appears that in this static mar- 
ket the particular brand which we 
studied must have carton display 
in order to maintain its position in 


; the market. It appears further that 


the use of the cabinet display 
gains a good portion of this static 
market for the particular brand 
under study; and further, that no 
display at all for the brand loses 
dollar sales per average drug store 
to competing brands.” 

The third case history which 
Nielsen took from its files for Ap- 
VERTISING AGE was even more ex- 
citing, because in this particular 
case the research organization was 
able not only to present percentage 
figures, but actual dollar sales, 
and to weigh them against the cost 
of the displays. 


ws “Case C,” in contrast to “Case 
A,” where the total market was 
declining, and “Case B,” where it 
was static, concerns a company 
whose product is being sold on an 
expanding market; sales of this 
type of product are growing, and 
any individual manufacturer in 
the field has an opportunity to in- 
crease his sales either by securing 
sales which formerly went to a 
competitor, or by participating in 
the expanding over-all market, or 
by a combination of both. 

“This company,” Nielsen re- 
ports, “sells a well known, na- 
tionally advertised product which 
enjoys distribution in over 90% 
of all drug stores in the country. 


s “The company released a dis- 
play to the trade just prior to the 
heavy retail selling period for the 
product. Approximately 20,000 
displays were distributed. These 
were sold in conjunction with a 


bonus goods offer to retailers by 
the company’s own sales repre- 
sentatives. Orders were turned 
over to the wholesalers for ship- 
ment of the merchandise and the 
display. 

“Based upon Nielsen Drug In- 
dex observations, the display was 
used in approximately 6,000 stores 
during each of two bi-monthly 
periods. They were fairly evenly 
spread by markets, but acceptance 
of the displays by chains was 
better than twice that of the in- 
dependent stores. 


s “The study indicated that more 
than half of the display-using 
stores used the displays during 
both bi-monthly periods, with 
about 25% using them for one bi- 
monthly period only. Since our 
study shows that the displays were 
up in more than 6,000 stores dur- 
ing each of the two-month periods, 
but that only about half of the 
stores used them for the entire 
four months, the figures indicate 
that approximately 8,150 different 
stores used the display piece at 
some time during the four months. 
Estimates of 1.04 displays in use 
per store give us a figure of nearly 
8,500 displays (out of the original 
order of 20,000) actually put to use 
in retail stores.” 

Here is how Nielsen works out 
the “use” figure statistically: 

Of stores using the displays, 

24% used them the first two 
months only; 

19% used them the last two 
months only; 

57% used them during the en- 
tire four-month period. 


# Analysis of the individual store 
records, as secured over a long 
period of time by Nielsen field 
auditors, showed another interest- 
ing fact—that the stores which 
used the display tended to be bet- 
ter-than-average outlets for this 
type of product, and that they had 
a history of better-than-average 
sales for the particular brand 
being studied. 

During the comparable period in 
the year prior to the display check, 
Nielsen found, the stores which 
used the displays averaged $30.09 
sales per two-month period of the 
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commodity in question, whereas 
the non-display stores averaged 
only $21.87 in this commodity class, 
Furthermore, as far as “Case C” 
itself was concerned, the stores 
which used the displays were pro- 
viding a larger share of their mar- 
ket to this particular brand than 
were the non-display stores, in the 
proportion of 100 to 95. 


s All of this demonstrates an ex- 
tremely important point which has 
seldom been sufficiently empha- 
sized: That display material tends 
to be more widely used in drug 
stores which normally do a better 
merchandising job and are there- 
fore better outlets for a manufac- 
turer’s products. 

Well. “Case C” bought 20,000 
displays. It got 8,500 of them used 
in approximately 8,150 different 
stores. It got relatively better use 
of the display in “good” outlets 
than in “less-good” outlets. The 
market for the type of product it 
was selling was expanding, and 
the heavy selling season was 
beginning. 

What happened? 


# All stores stepped up their sales, 
on the average, both for the pro- 
duct class and the particular brand 
represented by “Case C.” All 
stores had a larger increase, com- 
pared to the previous year, dur- 
ing the first two-month period 
than they did during the second 
two-month period, because there 
were subnormal seasonal influ- 
ences in the second period. 

But—during both periods—the 
stores which installed and used 
the display piece stepped up sales 
of “Case C’s” brand more than the 
stores which did not use the dis- 
play material. 

In the first two-month period, 
display stores increased their sales 
of “Case C’s” brand by 72%, com- 
pared with the previous year, 


SELL 


Put your sales message on signs that 
are talked about remembered 
PAINTED DISPLAYS ¢ NEON SIGNS 
* CHOICEST LOCATIONS «+ 
STERLING NEON SIGN CO. 


2706 C 9 fon 11, Texes 


SPECTACULAR SIGNS BY 


STERLING 


From the basic idea to 
the finished Display 


RIVER RAISIN 
DISPLAY DIVISION « 


DIMENSIONAL 
DISPLAYS 


PAPER COMPANY 


MONROE, MICHIGAN 
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EVALUATION of SALES EFFECT: Merchandising Display 


AVG. BIMONTHLY SALES PER STORE HDLG.- MANUFACTURERS DOLLARS 


1948 1949 4MOTOTALS 
! 2 ! 2 
|. PERCENT CHANGE FROM 
YR- AGO IN BRAND 
a. IN 1949 DISPLAY STORES ~ - +12% +29% 
b. IN 1949 NON- DISPLAY STORES - - +45% +13% 
2. BRAND DOLLAR SALES PER STORE 
IN1949 DISPLAY STORES 
a. ACTUAL: $n57 $7327 «© $21.59 $2995 
b THEORETICAL NORMAL AT 
RATE OF 1949 EXCESS REPORTED 
IN WON-DISPLAY STORES : #n57 2327 «641823 #2630 
C EXCESS PER STORE 
APPARENTLY DUE TO 
DISPLAY : $336 6¢365 8=© fr 
3. NUMBER OF DRUG STORES 
REPORTED TO BE USING 
DISPLAY 6552 6006 
4. TOTAL SALES EXCESS OVER 
NORMAL EXPECTANCY 
APPARENTLY CREDITABLE TO DISPLAY #22015 21972 43937 


EFFECT OF DISPLAYS—Exactly what happened to sales when a drug products man- 


ufacturer put out a point of purchase display is 
lyzing a special investigation of display vs. 


shown by this Nielsen chart ana- 
non-display stores. Details of the study are 


described under “Case C” in the accompanying story. 


whereas the increase in non-dis- 
play stores was only 45%. In the 
second period, “Case C” sales 
went up 29% in display stores, and 
only 13% in non-display stores. 


s Says Nielsen: 

“Progress achieved in non-dis- 
play stores reflects broad strength- 
ening in both advertising and sell- 
ing programs by this manufac- 
turer. Nevertheless, it is obvious 
that the display material provided 
a substantial extra benefit where it 
was used.” 

Finally, the Nielsen organiza- 
tion carried its investigation of 
this particular case right down to 
the manufacturer’s cash register. 

“A final attempt was made,” 
says Nielsen, “to reduce all these 
factors down to one net figure 
which would indicate the excess 
sales directly attributable to this 
display in terms of manufacturer’s 
dollars. These calculations re- 
vealed an added sale of $7.01 per 
display store during the four- 
month period under observation, 
or $44,000 of added factory reve- 
nue. 


a “Equipped with this final fig- 
ure, the company’s management 
was able to set the cost of man- 
ufacture and distribution of these 
displays against this additional 
dollar volume. This gave them a 
sound basis for determining: the 
value to them of this particular 


type of merchandising effort. 

“Based largely on this analysis, 
the company decided to repeat the 
offer in successive years.” 

The figures in this interesting 
case are shown in a chart prepared 
by the Nielsen organization which 
is reproduced on this page. 


w Nielsen was able to make the 
studies, and to project its findings 
for the country as a whole, be- 
cause it maintains carefully bal- 
anced drug store, variety store, 
department store and grocery store 
panels, in which Nielsen field au- 
ditors actually audit sales of a 
long list of commodities and brands 
each two months. In addition to 
auditing sales, they check regularly 
on the use of display material, and 
a combination of the data on use 
of displays, plus sales figures, pro- 
vided the raw data from which 
the three cases presented here have 
been developed. 


British Rubber Names V. P. 


British Rubber Co. Ltd., Mont- 
real, has appointed E. G. Well- 
heiser a vice-president. He is gen- 
eral sales manager of the company, 
which is a subsidiary of Mailman 
Corp., Montreal. 


‘Fortnight Has New Address 

Fortnight, published by O. D. 
Keep Associates, Los Angeles, 
has moved its offices to 606 N. San 
Vincente Ave. 


EVEOMATIC 


See me at the Waldorf 


See the story of U-S 
EYE-O-MATIC SELLING 


BOOTH A-1 + POPAI EXHIBIT 
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Turn to page 


Samples of Shingles 
Used by Olympic 


SEaTTLE—A new wrinkle in sell- 
ing timber products—a prepack- 
aged sample of stained cedar 
shakes (long, rough shingles) —has 
been introduced by Olympic Stain- 
ed Products Co. for dealer use. 

A display 12” long and 4” wide 
holds one sample of a combed 
shake, stained and ready for ap- 
plication. A die-cut window shows 
the sample so that a customer can 
pick out packages with the colors 
he is interested in. Samples are 
taken along to the site of the new 
building, or to an older building 
being re-sided. There, color and 
texture may be studied more care- 
fully. 

The package is done in two col- 
ors. The back panel presents the 
story of Olympic stained shingle 
products. Package design was han- 
dled by Will Pascoe of Pearson & 
Morgan, which handles the ac- 
count, A dealer display stand pre- 
sents eight samples of varying 
colors. 


Winery Names McCann 
McCann-Erickson, San Fran- 
cisco, has been appointed to direct 
advertising for Almaden-Madrone 
Vineyards, Santa Clara County. 
Frank Schoonmaker has been ap- 
pointed sales director of the 
winery. McCann-Erickson recently 
handled Cresta Blanca wine ad- 
vertising (AA, March 20). 


Gets Coast Morris Plan 

Harrington-Richards, division of 
Fletcher D. Richards Inc., has been 
named to direct advertising for 
Morris Plan Co. throughout Cali- 
fornia. Both the San Francisco and 
Los Angeles offices of the agency 
will service the account. 
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CENTURY likes to “plan merchandising units” 


Almost Anyone... Can “make a display” 


a Oe. 
Weknow,and 


you know, that too 
many “displays” . 
“made”, only to end up in on 
the dealer's dusty basement 
' (we've had to make some our- 
an selves). The best time to call us is 
: at the planning stage, when you 
5 can take advantage of our many 
special services including creative 
design and evaluation of your 
model in the type stores you wish 
‘to place your merchandiser. ” 
So check with us now sachet v 
_ing future store-mer- A 
chandising problems 
—there is no obliga- 


tion whatever. ‘i. “4 
¥ WRITE ME ey ial 
“Bos PLATT 
PRESIDENT 


CONSULTANTS AND BUILDERS IN 
MERCHANDISING DISPLAYS 
Metal + Wood » Plastic + Wire 


NEW YORK + CHICAGO + LOS ANGELES 


werent 13, Lllinots 


leaders in creative printing with the power fo sell 


OrprFrcemes - 


cM tee ACO 8 


ie hs ee ak 


YOR K 


eee = 
) Pans 
| eS 
| 7 UnY oun "SC aE ST ES 2 a 
Rea 
% a 
has 4 a 
pha- | ‘ : 
ends ; : 
irug ’ ; 
stter | ‘i 
ere- in 
fac- sub 
ae 
ae 
),000 oe 
used * 
rent a 
use tal ok 
tlets ; 
Che ; : 
: . Pe ’ ° 
and ore 
was eee 
| Se 
ales, ss 
pro- 
rand 
All £ 
om- f 
jur- oui ee 
riod San 
ond ‘ ETE RMT LT RNY Orr 
4 ; ft ENTURY } : a im. ef a y 5 a 
here “ bd , 
Ei ECC UY eee at — 
-the é ae = 
ised Pe) ee 
ales uae 
the ee 
dis- > 
‘iod, Bere 
ales Nene ne ee eee a 
om- es 
ih cae 
— E Ss T A B L 1 S H E D 1 8 6 6 Dk ae 
os 
ar ie ¥ 
* | Bi 
; ay 
: 
J 
. | 
— Pe ‘ 
a SSE EI SS 
bees. et eee ee 
ca tensa PR ol ea oe) = ? Been aa eee 
ae oS : er ait a es 4 : iB eee ae a 
aha Pee em es ee 4 . LE ae evge cone ‘say if) Pi 
Be os, XX Nee Pee ee us 
ee ee es 3 — RE terre eee | 10 ae 
me ae ah os oe « i _— eapees pchaaeees sy ; De sere ar 5 
ae sea Pen ae . - Oe oe Foe ea ss 
fi —, : 2 < e veg oe See ey F ‘ P ae mot ona 
ee s ga ehnet oa ¥- er oe eee ne si pes cn A ~~ pes, em a Nametn iy tea wifae 
Bera 5 . . ” ome ‘ , ae 8 Ba : me : 
i oo Se ae v ee. Scene kk ; é 9p ae a } ee 
a 2 = es See re me : a } ~ asl 
~ iS 4 : ig J pact, Oot ie “i Smet oe ie aa i ween : 
. j We ee hee 
Po ¥ 
PF | | es: 
aga ma aces ema er ae We! onc aR NO ange 2° pn lig Cae ag ag Nil i 


78 


D. D. O’Dwyer Named 


David D. or has joined 
Senior Prom, published by Par- 
ents’ Institute, as eastern adver- 
tising manager. For the past four 
years he has been a member of 
Seventeen’s sales staff, and before 
that was with Liberty for three 
years. 


Two Join Walsh Agency 

James Scroggie Jr., formerly 
with J. J. Gibbons Ltd., Toronto 
agency, has joined the copy de- 
partment of Walsh Advertising Co., 
Toronto. Jack Gillett, with J. 
Walter Thompson Co. Ltd. for the 
past four years, has joined the art 
department at Walsh 


KRNT is the 


in Des 


2,511 
Homes 
Called 


KRNT 
3.776 
Colled 


SS———S=—z== 
LO ig, v5.0 


Sta. 


KRNT 


SaaS 
. Sta. C~10.9% 
| Sta, D—1.9% 


C—~12.3% 
Sta. A—11.6% 


LEADER 


Moines! 


HOOPER SHARE-OF-AUDIENCE 
DEC., 1949 — JAN., 1950 


TOPS IN MORNING — 8 A.M. TO 12 NOON 


Sta. A—24.2% 
Sta. B—17.0% 


TOPS IN AFTERNOON — 12:00 TO 6:00 P.M. 


40.6% 


Sta. B—26.7% 


* 


TOPS IN TOTAL RATED TIME PERIODS 


* 32. 


Sta. C—11.0% 


Sta, B—24.0% 


KRNT DELIVERS THE AUDIENCE YOU MUST REACH TO SELL!... 
OUR LONG LIST OF REPUTABLE ADVERTISERS — NATIONAL AND 


LOCAL — PROVES THE STATION’S ACCEPTANCE AND ABILITY. 


ASK A KATZ MAN FOR DETAILS. 


aan 


_ DES MOINES — THE REGISTER AND TRIBUNE hl, 


THE OLD ANALYST 


SAYS... 


Yes sir, it’s a fact, Rockford has an 
ABC City Zone population of 


122,601 


The ABC Retail Area totals 


377,854 


And it’s one of the most pros 


sections of 
prove it! 


is Gemutey ... chien Honces 


ye SL LINOTS | 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


Art Must Sell, 
Ludekens Tells 
Chicago Ad Group 


Cuicaco—The function of art in 
advertising is the same as that of 
copy—to put a selling idea across 
to the reader, according to Fred 
Ludekens, noted free-style artist 
and vice-president of the Institute 
of Commercial Art. 

The important thing for the art- 
ist, Ludekens says, is to be able 


'to visualize the objectives of the 


particular picture he is creating. 
To do this properly, he must under- 
stand who he is trying to reach 
and what he is trying to tell them. 
Technique, form, design, etc., all 
have their function, but the pri- 
mary ingredient in advertising art 
is the artist’s thinking. 


a When it comes to the question 
of how much an artist should be 
paid for his work, Ludekens feels 
that the best yardstick is what the 
particular piece of art is worth to 
the client (AA, March 6). 

Mr. Ludekens made the above 
remarks in an address at the out- 
door advertising art awards dinner 
here on March 23. The three grand 
awards at this 18th exhibition of 
outdoor posters, sponsored by the 
Art Directors Club of Chicago, 
went to Ford Motor Co., Atlas Sup- 
ply Co. and Coca-Cola Co. Pictures 
of the winning posters appeared 
in AA Feb. 27. 


Awards went to the following winners 
(for each award, the advertiser, agency, 
artist, art director and lithographer are 
listed, in that order): 

1, AUTOMOBILE CLASSIFICATION: 
First award, Ford Motor Co.; J. Walter 
Thompson Co.; Walter Wilkinson; Wallace 
W. Elton; U. S. Printing & Lithograph Co. 
Second award, Ford Motor Co.; J. Walter 
Thompson Co.; Walter Wilkinson; Wallace 
W. Elton; Gugler Lithographic Co. Third 
award, Ford Motor Co.; J. Walter Thomp- 
son Co.; William Allured; William Stras- 
ser; Gugler Lithographic Co. 

2. AUTOMOBILE ACCESSORIES CLAS- 
SIFICATION: First award, Atlas Supply 
Co.; McCann-Erickson; Nicholas Hufford; 
Herbert Noxon; Continental Lithograph 
Corp. Second award, Atlas Supply Co.; 
McCann-Erickson; Robert Skemp; Herbert 
Noxon and Donald Calhoun; McCandlish 
Lithograph Corp. Third award, General 
Tire & Rubber Co.; D’Arcy Advertising 
Co.; Paul Randall; Wilbur Smart; Con- 
tinental Lithograph Corp. 

3. FOOD PRODUCTS CLASSIFICA- 
TION: First award, H. J. Heinz Co.; 
Maxon Inc.; Al Grann; Art Limbrock; 
Continental Lithograph Corp. Second 
award, General Foods Corp.; Young & 
Rubicam; Jack Welch; Jack M. Anthony 
and William Muller; Spurgeon-Tucker Co. 
Third award, H. J. Heinz Co.; Maxon Inc.; 
Howard Scott; Art Limbrock; Continental 
Lithograph Corp. 

4. CONFECTIONS CLASSIFICATION: 
First award, Curtiss Candy Co.; C. L. 
Miller Co.; Koopman-Neumer Co.; Frank 
Betley; Gugler Lithographic Co. Second 
award, William Wrigley Jr. Co.; Charles 
W. Wrigley Co.; Otis Shepard; Otis Shep- 
ard; Gugler Lithographic Co. Third award, 
Beatrice Foods Co.; Foote, Cone & Bel- 
ding; Kling Studios; Marvin Potts; Gugler 
Lithographic Co. 

5. BEERS, WINES & LIQUORS CLAS- 
SIFICATION: First award, P. Ballantine 
& Sons; J. Walter Thompson Co.; J. W. 
Wilkinson; Charles E. Barnes; McCandlish 
Lithograph Corp. Second award, Pabst 
Sales Co.; Warwick & Legler Inc.; Michael 
Dolas; Arthur Deerson; U. S. Printing & 
LithograplCo. Third award, P. Ballantine 
& Sons; J. Walter Thompson Co.; Carl 
Paulson; Charles E. Barnes; McCandlish 
Lithograph Corp. 

6. GASOLINE & OILS CLASSIFICA- 
TION: First award, Standard Oil Co. 
(Ohio); MeCann-Erickson; J. W. Wilkin- 
son; Clark Maddock; Morgan Lithograph 
Corp. Second award, Standard Oil Co. 
(Kentucky); Burton E, Wyatt & Co.; 
Hayden Hayden; Burton E. Wyatt; Ed- 
wards & Deutsch Lithograph Co. Third 
award, Esso Standard Oil Co.; McCann- 
Erickson; Keith Ward; Herbert Noxon 
and Donald Calhoun; Gugler Lithograph 
Co. 

7. SOFT DRINKS CLASSIFICATION: 
First award, Coca-Cola Co.; D’Arcy Ad- 
vertising Co.; Lyman Simpson; Wilbur 
Smart; Gugler Lithograph Co. Second 
award, Coca-Cola Co.; D’Arcy Advertis- 
ing Co.; Haddon Sundblom; Wilbur Smart; 
McCandlish Lithograph Corp. Third award, 
Pepsi-Cola Co.; Biow Co.; Lyman Ander- 
son; Rolf Jensen; McCandlish Lithograph 
Corp. 

8. MISCELLANEOUS CLASSIFICA. 
TION: First award, International Cellu- 
cotton Products Co.; Foote, Cone & Bel- 
ding; David W. Lockwood; David W. Lock- 
wood; Gugler Lithograph Co. Second 
award, Levi Strauss & Co.; Honig-Cooper 
Co.; Bruce Bomberger; Alberta Rudolphi; 
Continental Lithograph Corp. Third award, 


Southern California Gas Co. and Southern 
Counties Gas Co.; McCann-Erickson; Si 
Mezerow; Roscoe Carver; Morgan Litho- 
graph Corp. 

9. LOCAL CLASSIFICATION: First 
award, San Franci icle: J. Walter 
Thompson Co.; Lonie Bee; Preston G. 
Philhower; Kubin-Nicholson Corp. Second 
award, Ohio Bell Telephone Co.; Central 
Outdoor Advertising Co.; Floyd F. Chaney 
and Hall Malmquist & Co.; (no art direc- 
tor listed); Continental Lithograph Corp. 
Third award, Hall Motors; Foster & Klei- 
ser Co.; B. F. Mitchem; B. F. Mitchem; 
Foster & Kleiser Co. (handpainted). 

10. PAINTED DISPLAY CLASSIFICA- 
TION: First award, Southern Pacific Co.; 
Foote, Cone & Belding; Beverly Hackett; 
Link Malmgquist; Foster & Kleiser Co. 
Second award, Hardeman Hat Co.; Foster 
& Kleiser Co.; Ben Holt; Ben Holt; Foster 
& Kleiser Co. (handpainted). Third award, 
Theme Hosiery Co.; Foster & Kleiser Co.; 
Robert Preston; Leonard B. Hamshaw; 
Foster & Kleiser Co. (handpainted). 

11. SPECIAL CLASSIFICATION: First 
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award, Advertising Council; McCann- 
Erickson; Garrett Orr; Herbert Noxon; 
U. 8S. Printing & Lithograph Co. Second 
award, American Heritage Foundation; 
Foote, Cone & Belding; John McCormack; 
Marvin Potts; Gugler Lithographic Co. 


Stacey Appoints Miss Willis 


Beverly Willis has been ap- 
pointed assistant to Arthur Stacey, 
owner of Advertising Production 
Co., San Francisco. She formerly 
was in the production department 
of Biow Co., San Francisco. 


Divitalis to ‘American Legion’ 


American Legion Magazine, 
New York, has appointed William 
N. Divitalis, previously western 
advertising manager of Sports 
Afield, as eastern advertising man- 
ager. 


os WCFL 


415.29% 


WCFL. PULSE 


IS BEATING FASTER! 


*Chart shews percentage of increase 
or decrease, for 50,000 watt and full- 
time stations, Pulse Period of Jan.- 
Feb., 1950, as compared to Jan.-Feb., 
1949. (Averages, 6 a.m. to midnight, 
Monday through Friday.) 


Network Station A 


+-3.37 


Going Up! This chart* shows 
WCFL's ratings impressively on the 
upbeat in Chicago radio. 

Audience-tailored programming, 
highlighted by sports toppers and 
the finest in music —all spiced by 
ABC network features and station 
specialties — readily explains the 
gains. Time rates, moreover, are as 
inviting as the programs pomenteg 
over WCEL. 


BASIS OF CHANGE Jan.-Feb. 


5,000 Watt Independent 
12.5% 


1949 


Network Station B 
nh 597, , 


Network Station C 
—19.0", 


Network Station D 
—22.88", 


WCFL 


50,000 watts ¢ 1000 on the dial 


The Voice of Labor 

666 Lake Shore Drive, Chicago, III. 
Reprmnentad by the Bolling Swen Inc. 
; An ABC Affiliate 
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Ce. Play Same Tune 3 Cc HA M Pp! @ ] | Without Permission [AMA Journal says, steps will be 
2 taken to correct them. One such 
J SPARK PLUGS Cuicaco—The American Medi-| step would be to publish the names 
ap- for S ark Plu - cal Association, in the March 18|of the offenders in AMA publica- 
ey, - issue of its official Journal, warns|tions, in the hopes that the threat 
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used consistently to put over a 
single promotional idea. 
Champion normally develops 


_ SUMMER 


COMING UP—This Champion 1950 point 
of sale art, shown here in station poster 
form, will also be used, just as it is, 
as full-color pages in April and May 
magazines. In the fall, the same pup will 
be featured in a cold weather scene. 


ne are 


aiesligse>: 


‘FOLLOW THE EXPERT. 
opmane “DEPENDABLE CHAMPIONS My 


“FOR YOUR CAR 


CLOSE HARMONY—This magazine color page used in the spring of last year demon- 
strates clearly how Champion ties its point of purchase material into magazine ad- 
vertising. 


two major promotions a year, one 
in the spring and one in the fall, 
and these are closely tied together 
to secure continuity throughout 
the year. 


= In 1949, for example, a cocker 
spaniel was developed as the basic 
subject, and the idea was so well 
received that this year Champion 
will build its promotion around 
another dog subject, this time a 
Scottie. 

The 1949 cockers—one with a 
baseball in its mouth and the other 
wearing earmuffs—were developed 
by Frank E, Southard, assistant 
advertising manager, and Thos. 
A. Schutz Co., Chicago, the litho- 
grapher, into full-color window 
cards, window posters, counter 
cards and station posters. 

Subsequently, the same artwork 
played a major part in full-color 
magazine ads developed by Mac- 
Manus, John & Adams for use in 


the ORIGINAL 


BOOKS, CATALOGS, 
BROADSIDES, 
PAMPHLETS, ETC. 


INTERLOX 
MAILERS 


will SOLVE your mailing problems 


American Magazine, Field & 
Stream, Grit, Outdoor Life, Path- 
finder, Popular Mechanics, Popu- 
lar Science Monthly, The Satur- 
day Evening Post and Sports 
Afield, with similar advertisements 
appearing in leading farm publica- 
tions, as well as in business papers. 


a The point of sale artwork is not 
only featured prominently in 
Champion publication advertising, 
but frequently is shown in its nor- 
mal position, as in the 1949 spring 
campaign, in which the station 
poster is shown in place as two 
young lads race to their baseball 
practice across the driveway of a 
filling station. 

In the 1949 fall campaign, and in 
the 1950 spring effort, however, 
the point of purchase art becomes 
the entire ad. 

In between these two major 
seasonal promotions, Champion 
develops continuity by supplying 
dealers with a considerable variety 
of supplemental display material. 


Pope & Talbot to Botsford 


Botsford, Constantine & Gard- 
ner, San Francisco, has been 
named to handle the advertising 
of Pope & Talbot Inc., San Fran- 
cisco, owner and operator of 
steamship service, lumber manu- 
facturing and real estate develop- 
ment in the Pacific Northwest. 
John E, Clapham, formerly with 
McCarty Co., has been added to 
the agency’s production depart- 
ment. 


Ad Foundation Names Crites 


The Advertising Research Foun- 
dation, New York, has elected 
Lowry H. Crites, director of media 
for General Mills, as a member 
of its board of directors. Mr. Crites 
succeeds Stuart Peabody, assistant 
vice-president of Borden Co. 
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* from the Atlantic to the Pacific. 
South of St. Lovis and Richmond. 


On March 1st of this year, WMCT joined the Cable 
... the first television station in the South to bring 
top shows direct and live from New York and 
Chicago to the Memphis market area. 


There is a tremendous television interest in Memphis 
today, as reflected by the more than 25,000 sets 


now in use. 


As the only television station in Memphis, WMCT 
has an audience in the Nation's twentieth largest 
wholesale market — an audience that represents 
the cream of this two billion market. 


For program and spot availabilities, we suggest 
you contact your nearest Branham office, now. 


WMCT now programs afternoon and night, 
daily. Complete facilities available for both 


No Gummed Tape, ~~~~~7 
Glue, or String 
Necessary 


program and spot sound-on-film production, 


Tea Council Names Tredwell live shows ond kinescopes. 

Bill Tredwell, director of in- 
formation for the Tea Bureau, has 
been named publicity director of 
the recently formed Tea Council, 
which is made up of the U. S. 
trade and representatives of prin- 
cipal producing countries. 


Edna Hoey Takes New Spot 


Mechanical Man Inc., New York, 
which makes animated figures for 
point of sale, has appointed Edna 
Hoey as sales coordinator. Recent- 
ly co-publisher of Media Digest, 
she was formerly media director 
of Carter Products. 


N. Y. PHONE + Bryant 9.91 77 
N. J. PHONE + Hackensack 3-6150 


Samples and Quotations On Request 


| FOLDING CARTONS, INC. 


OF NEW JERSEY 


National Representatives 
The Branham Company 
Owned and obinaed by the Commercial Appeal 
CHANNEL 4 /@ MEMPHIS 
AFFILIATED WITH NBC 
ALSO AFFILIATED WITH CBS, ABC, AND DUMONT 


20 RIVER RD. BOGOTA, N. J. 
Successors to Carton Specialties, Inc. and International Mailing Tube & Wrapper Co. 
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Mystery Flight 
to Get Further 
Capital Boost 


WASHINGTON—Pleased with the 
success of its first “mystery flight” 
out of Philadelphia—and the re- 
sulting nationwide publicity— 
Capital Airlines revealed here 
that it is going into the mystery 
flight business in a big way, as 
part of its aggressive promotion 
program. 

The Philadelphia flight, which 
was the cover story in Life last 
week, drew a standing-room-only 
response from “main liners” who 
were offered a three-day jaunt 
to an unknown destination for 
$125. 

The adventurous reported to 
the airport on Feb. 17—some with 
skis, others with swimsuits. The 


Sil. cee, ee 


plane was decorated with question 
marks. Other equipment was as- 
sembled to promote the air of 
mystery. 


= During the past few weeks 
the weekend jaunt of the Phila- 
delphians to Billy Butlin’s resort 
island in the Bahamas has cap- 
tured the imagination of travel 
agents. At least three additional 
mystery flights are already being 
set up for April and May. Capital 
has announced that it will handle 
other offers. 

Capital’s own staff has set up 
mystery flights out of Washington 
and Charleston for April and a 
travel agent is arranging another 
from Philadelphia in May. 

One of the techniques used by 
Capital is to work with an or- 
ganized group in setting up a 
flight. Price varies with the des- 
tination—which is secret from the 
travelers—and the pocketbooks of 
the members of the sponsoring 
group. 


Capital believes the unusual 


charter promotion will add $50,- 
000 to its revenues this year. 


@ Meanwhile the airline is en- 
gaging in the most extensive pro- 
motion campaign in its history. 
With a promotion budget of over 
$1,000,000 for the year, it is cur- 
rently involved in an intensive 
three-month newspaper drive in- 
volving choice space in 125 news- 
papers on a_ three-day-a-week 
basis. James W. Austin is Capital’s 
vice-president in charge of sales 
and advertising. Its agency is 
Lewis Edwin Ryan Organization, 
Washington. 


Westerlund, Brown Appointed 


Oscar W. Westerlund and W. C. 
Brown have joined Morningstar, 
Nicol Inc., New York, starch and 
dextrine manufacturer, and its 
Chicago subsidiary, Paisley Prod- 
ucts Inc., industrial adhesives man- 
ufacturer and sales division of the 
parent company, as assistants to 
Earl C. Lenz, general sales man- 
ager. Both will make their head- 
quarters at the Chicago plant. 


MARKET 


A million and a half dollars a day for food*—that’s how 
much folks spend in the big Booth Michigan Market! 
Get your share of this lucrative market—through all 8 
Booth Michigan Newspapers! 


Sales Management 
1949 Survey of Buying Power 


For further specific facts on how the EIGHT BOOTH NEWSPAPERS cover this 


big market, ¢ 


The John E. Lutz Co., 435 N. Michigan Ave., 
Chicago 11, Superior 7-4680 


BOOTH 


A. H. Kuch, 110 E. 42nd Street, 
New York City 17, Murray Hill 6-7232 


NEWSPAPERS 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 
JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 
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The Eye and Ear Department 


fallen! 


Every Sunday evening, from 7:30 to 8, Crosley presents over 
CBS its TV show entitled “This is Show Business.” 

On this show, three performers individually appear before 
Clifton Fadiman—who assays the role of a Mr. Anthony—and 
unashamedly confess some deep emotional problem currently 
troubling them. A jury of experts—George Kaufmann, Abe Bur- 
rows and a female guest—suggest ways of solving the problem. 
And while the jury is cogitating, the performer quite graciously 
sings for his succor—or dances, or performs with his trained 
dog, or does whatever his specialty happens to be. 

The whole show creaks with artifice—and the sharp-witted 
Fadiman of “Information, Please” performs with all the tired des- 
peration of the latter-day John Barrymore. How hath the mighty 


It is just possible, of course, that the format is intended to 
poke fun at the Mr. Anthony type of program—but, if so, it could 
do it a lot more deftly. Instead, the show seems thrown together 
on the theory that the more stars to gaze at, the higher the rating. 
It is this same theory, indeed, that inflicts so many variety shows 
on the TV audience—and so many guest stars. 

The individual performances of the various victims are gener- 
ally good. And the commercials—live and dramatized—are not 
bad. But the general effect of the program is far below the prom- 
ise given by so distinguished a coterie of performers as are 
weekly assembled. The show, however, will undoubtedly run its 
contract course. Beyond that, it’s anybody’s guess as to what may 


happen to it. 
locations for a two-week period 
Census Enumerators |!°° cnet llaal «greg. 
Expected to Have s More than 140,000 enumerators 


Fairly Easy Going 

New YorK—Despite the recent 
carpings in the capital, the Bureau 
of the Census anticipates little dif- 
ficulty in getting answers to the 
income questions as the official 
nose-count for the 17th decennial 
census started April 1. 

This is on the authority of Dr. 
Roy V. Peel, newly appointed di- 
rector of the bureau. He told a 
press conference here that enu- 
merators will be armed with con- 
vincing arguments to point out the 
confidential nature of census in- 
formation. He noted also that sub- 
jects, if they desire, may send the 
information in sealed envelopes. 

Moreover, he said, severe penal- 
ties are provided for refusal of 
information. But, added Dr. Peel, 
“our enumerators are well trained 
in the use of persuasion, and there 
is little likelihood that more dras- 
tic measures will be needed.” 


s T. S. Repplier, president of the 
Advertising Council, where the 
conference took place, noted also 
that the advertising in support of 
the census emphasizes strongly that 
the information is confidential. 

Mr. Repplier reported that to 
date, 9,500 advertisements have 
been ordered by newspapers, 60 
by the business press, and 83,000 
car cards have been ordered, giv- 
ing “virtually complete coverage” 
of the latter medium. 

Through its volunteer agency 
on the campaign, Benton & 
Bowles, the council has also pre- 
pared television spots and radio 
material. Network radio time al- 


will be employed in the project, 
Dr. Peel said, with another 8,000 
at the supervisory level. 

The count will take about two 
weeks in urban areas, a month in 
rural areas, he estimated. Final 
tabulations of the “head count” 
must be in the President’s hands 
by Dec. 1. Other information, said 
Dr. Peel, such as housing, income 
and family-size statistics, will take 
longer to process. 


Maremont Starts Its Biggest 


Maremont Automotive Products 
Inc., Chicago, manufacturer of auto 
parts, is releasing its largest muff- 
ler merchandising drive, which 
includes two-color ads in April 
and May issues of The Saturday 
Evening Post, to encourage car 
owners to go to Maremont dealers 
for a free muffler inspection. 
Wholesalers and dealers through- 
out the country are being sup- 
plied with point of sale identifi- 
cation, mailing pieces, radio scripts 
and newspaper mats. Melamed- 
Hobbs, Baskin & Livingston, Chi- 
cago, is the agency. 


Names Freystadt Agency 


Flower Grower, New York, has 
appointed E. M. Freystadt Associ- 
ates, New York, to handle adver- 
tising sales promotion. Schwab & 
Beatty, New York, is handling a 
special subscription campaign, us- 
ing newspaper space. 


Wickman Joins ‘Redbook’ 


Joel Wickman, formerly assistant 
advertising promotion manager for 
Parents’ Institute and Esquire, has 
been added to the advertising pro- 
— staff of Redbook, New 

ork. 
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We are pleased to announce that 


Paul Roberts 


authority on training, who has conducted his 
own practice for many years, has joined this 
Firm to direct our growing practice in 
Sales Training 
Supervisory Training 


McKinsey & Company 
Management Consultants 
Established 1910 
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Ailas Ties P-0-P 
fo Other Ads for 
Best Results 


Tire and Battery 
Seller Puts 10% of 
Budget into Displays 


Newark, N. J.—For 20 years, 
point of sale display material has 
been a major factor in the sales 
promotion activities of the Atlas 
Supply Co., wholesale distributor 
of tires, batteries and automo- 
bile accessories. Moreover, in re- 
cent years, it has always tied in 
its point of sale material with its 
magazine and outdoor advertising. 

This will be accentuated this 
spring and summer when the com- 
pany celebrates its 20th anniver- 
sary with special outdoor poster 
displays and full-page, full-color 
ads in The Saturday Evening Post 
(May 27), Collier’s (June 10), and 
in the June issue of the Country 
Gentleman. McCann-Erickson, 
New York, is the agency. 


as While point of sale displays rep- 
resent only about 10% of the 
company’s annual advertising bud- 
get, which includes 13 full color 
pages in the Post and 12 each in 
the other two magazines, as well 
as quarterly 24-sheet posters, the 
point of sale displays are tied in 
with the magazine and outdoor ad- 
vertising because this practice has 
been found to increase its effec- 
tiveness materially. 

In the forthcoming ads and pos- 
ters, which will emphasize the 
birthday theme in connection with 
tire promotion, an auburn haired 
girl is represented blowing out the 
candles on a birthday cake. All 
of the point of sale display ma- 
terial during the spring and sum- 
mer months will be tied in With 
the ads and the more than 4,000 
posters that are to be used. 


s Included will be window dis- 
play sets, cards and banners, tire 
inserts, counter displays and a 
special tread meter card. This is 
a measuring device which can be 
used to test tire treads. It will 
show by means of a yellow line 
when a tire tread reaches the point 
when replacement should be con- 
sidered. A red line indicates that 
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FLASH-O-GRAPH—A tire window display showing the Flash-O-Graph tape machine 

flashing the word “warranty.” In the display a rubber band is used to simulate 

the “worm” and is attached to the bird’s beak. Movement of the bird’s head stretches 
the band. 


TIE-IN—A battery display window showing the tie-in between Atlas’ poster advertis- 


ing and point of sale advertising. The central art and theme were used on a prize- 


winning 


24-sheet. 


and customer give-aways. 

A special newspaper mat service 
is offered dealers which presents 
suggestions and examples of 24 ads 
available. This is sent to dealers 
in a portfolio every spring. 

All of this material is tied in 
with the company’s advertising. 
That is, themes, illustrations and 
color arrangements used in the 
ads are synchronized with the 
point of sale material. 


ws The company’s four posters in- 
variably feature batteries in one 
and tires in the other three. In 
the case of the latter, the themes 
are concentrated on tire mileage, 
safety and warranty. 

Atlas won second grand award 
in 1949 in the outdoor advertising 
art competition. In the automo- 


WM beh 1! 


mr 


BIRTHDAY POSTER—This 24-sheet will be used starting in May by Atlas to commem- 
orate its 20th anniversary. Point of purchase material will pick up the same theme. 


the tire has reached the danger 
point. These cards will be sent to 
dealers for distribution to their 
customers. It is expected that more 
than 500,000 will be distributed 
by many of the company’s out- 
lets. 

Atlas has no retail outlets. It 
Sells entirely to the large oil com- 
Panies. The Atlas products are 
Sold at retail through the oil com- 
Panies’ service stations. 


8 Atlas’ point of sale promotion 
is operated on an eight-month 
Schedule. The regular material 
Supplied to customers, in addition 
to the items already mentioned, in- 
tlude stack signs, special kits for 
tartons, special tire racks, battery 

lay racks, permanent signs, 


tive tires-batteries-accessories 
classification Atlas took first and 
second prizes. It also took another 
prize in the 100 best posters of the 
year. Out of nine prizes awarded 
in the competition during the 
past three years in the automo- 
tive classification, Atlas has re- 
ceived seven awards. 

In 1947 it introduced the Flash- 
O-Graph message tape display in 
its point of sale material. This has 
been used continually ever since 
because tests have proven both 
its effectiveness and its populari- 
ty. 

While Carl Wehde Associates, 
New York, produces a major part 
of Atlas’ point of sale display ma- 
terial, the company also uses 


various lithographers on a com- 


petitive basis, for a large part 
of the material it buys. 


H-R Representatives 
Appointed by WROK 


New YorK—WROK, Rockford, 
fll., has appointed H-R Represen- 
tatives Inc. to handle its account, 
effective March 27. The station was 
formerly held by Headley-Reed 
Co., several of whose principals re- 
signed to form H-R Representa- 
tives Feb. 16. 

President of H-R is Frank M. 
Headley, and Dwight S. Reed is 
executive vice-president. They 
held the same positions with 
Headley-Reed at the time they 
resigned. Mr. Headley is also 
treasurer of H-R and its secretary 
is Paul R. Weeks, formerly a 
Headley-Reed account executive. 

In addition to WROK, H-R 
represents KMPC, Los Angeles; 
WJIM and WJIM-TV, Lansing, 
Mich.; WTFG, Kalamazoo, Mich., 
and KXXX, Colby, Kan. The tele- 
vision station was to go into opera- 
tion April 1. The others are AM 
stations. 


Colorado Fuel & Iron 
Switches Agencies 


Colorado Fuel & Iron Corp., 
parent company of the Wickwire, 
Spencer Division, and American 
Wire Fabrics Corp., has switched 
agencies for those two accounts 
from Fuller & Smith & Ross to 
Doyle, Kitchen & McCormick Inc., 
both in New York. Plans for future 
advertising have not yet been 
formulated. 


‘Times-Star’ Names Parsons 


Earl Parsons has been named 
advertising director and manager 
of the Times-Star, Alameda, Cal. 
He formerly was on the retail ad- 
vertising staff of the San Francisco 
News. 


Decker Joins Gibson Agency 


Robert C. Decker, formerly with 
De Laval Steam Turbine Co., Tren- 
ton, and Eugene A. Holland Ad- 
vertising, Philadelphia, has joined 
George H. Gibson Co., Philadel- 
phia, as account and publicity ex- 
ecutive. 
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Nation’s Economy Headed for Recession 
This Year, Economist Zelomek Predicts 


San Francisco—Predictions of a 
further dip in business activity 
before the year is out were made 
here by A. W. Zelomek, president, 
International Statistical Bureau 
Inc., New York. 

Mr. Zelomek, who spoke before 
the Purchasing Agents’ Association 
of Northern California, based his 
forecast chiefly on the point that 
durable goods industries have prof- 
ited at the expense of the soft 
goods industry. 

He said that too many automo- 
biles, washing machines and tele- 
vision sets are being purchased in 
relation to purchases of textiles 
and other soft goods. In order to 
maintain a dynamic economy, the 
country must have expanding con- 
sumption of all goods, he declared. 


a Mr. Zelomek, who is head econ- 
omist for Fairchild Publications, 
expects the unbalance-caused soft 


spots to show up in the economy 
by late spring. 

He contended the economy did 
not complete its readjustment in 
1949 and is due for a good wringing 
out this year. By late fall, the econ- 
omist theorized, the critical point 
is likely to be reached. This will 
be characterized, he said, by over- 
production in soft goods and a de- 
cline in auto production. 

The economist looks for bolster- 
ing efforts from the government. 
He also does not fear a major re- 
cession or depression. The nation’s 
economy, he declared, is simply 
not strong enough to sustain the 
present high rate of activity with- 
out some kind of readjustment. 


Insurance Institute Moves 

The Institute of Life Insurance, 
New York, has moved from 60 E. 
42nd St. to 488 Madison Ave. 
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pee New Selling Picture 
in the Norfolk 
Metropolitan Market 


Now, your products can be seen as well as heard in Norfolk, 


Portsmouth, Newport News, 
politan Market. * 


Virginia—the Norfolk Metro- 


On the air, April 2, WTAR-TV is a powerful new selling 
picture for you. Fully inter-connected NBC Television Pro- 


gram Service, plus outstandi 


ng local programming from 


the RCA Mobile Unit, and new 


A Few of the Advertisers 
already using WTAR-TV 


BENRUS 

BULOVA 
BRISTOL-MYERS 
CHESTERFIELDS 
COLGATE 
FIRESTONE 

FORD MOTOR CO. 
KRAFT FOODS 
LEVER BROTHERS 
LUCKY STRIKE 
PROCTER & GAMBLE 
TEXACO 


Inter-connected NBC affiliate 
Nationally Represented by 
Edward Petry and Company, Inc. 


*Sales Management, Survey of Buying Power, May 10, 1949 


$500,000.00 Radio.and Tele- 


vision Center. 


To increase your sales in Vir- 


ginia's largest market, put your 
products in the WTAR-TV selling 
picture for 150,100* eager 
and able-to-buy families. A few 
choice time franchises are still 
available, but they're going fast. 
Call your Petry office or write us, 
today. 


WTAR-TV 
CHANNEL 4 


4 
Norfolk, Virginia 
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113 Acme Stores 
Start Storecast 
Invasion of N. Y. 


Operation Now Going 
in Five Markets; FM 


Used in Four Cities 


New Yorx—tThe first leg of an 
expansion program to cover New 
York area retail grocery markets 
will be completed this month by 
Storecast Corp. of America when 
113 Acme supermarkets in north- 
ern New Jersey install receivers for 
“Storecasts.” 

Storecast Corp., which first sold 
its plan for airing supermarket 
commercials to the First National 
Stores chain in Connecticut (AA, 
May 23, 1949), provides clients 


with point of sale programs via 
telephone and FM hook-ups as a 
merchandising service. The Store- 
cast plan includes a supplementary 
merchandising service giving re- 
tailers advice on display, stocking 
problems, and program tie-ins. 

The service was launched with 
20 advertisers; today more than 
200 national and regional grocery 
products use the network, which 
embraces 623 supermarkets ex- 
tending from New England as far 
west as Chicago. 


# Storecast will invade the metro- 
politan market with expansion of 
its New England network south- 
ward from Stamford, Conn., the 
second phase of the company’s plan 
to introduce store commercials in 
the New York area. 

Spearheading Storecast’s move, 
the New Jersey operation will be 
beamed over WIFE, New York, 
subject to Federal Communications 
Commission approval. Operation 
of the station with the call letters 


WIFE will depend upon FCC ap- 
proval of the sale of WMCA-FM 
to WYOU Inc., of which Stanley 
Joseloff, president of Storecast, is 
a stockholder. 


= Storecast is now going out to 
supermarkets exclusively over FM 
stations, with the exception of Phil- 
adelphia, where conversion from a 
telephone setup to FM will be 
completed in June to serve 115 
American stores. 

WMMW-FM, Meriden, Conn., 
supplies 120 First National stores; 
WEHS-FYMM, Chicago, feeds the pro- 
grams to 150 National Tea Co. 
stores; KQV, Pittsburgh, supplies 
125 Thoroughfare, Giant Eagle and 
Sparkle stores; and the WIFE-FM 
operation will handle 113 Acme 
stores. 


a A dozen advertisers, including 
Beech-Nut Packing, Rockwood, 
Quaker Oats, General Foods, Min- 
ute Maid and American Home 
Foods, have already contracted to 


Yes, indeed, and Potherton will be 
wise to see the complete story as it is 


contained in "Facts About Capper's 


Weekly Families." 


This new market 
data book (one of a continuing series) 
is aiding alert advertisers in sizing up 


5 De 
912 KANSAS AVENUE 
TOPEKA , KANSAS 


"Basically Sound Presentation Eh, Potherton?" 


the enormous sales volume opportuni- 
ties existing in the rich Farm and Rural 
Town market area served by Capper's 
Weekly . . . The Feature News Weekly 
of the Rural Midwest. Send for your 
FREE copy todayl 


Capper Publications, Inc, 
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he Creative Mans Corner 


There have been a number of characters created, in print 
and on the air, in whom the women of America have come to 
put considerable respect. Characters like Martha Deane, 
Betty Crocker and others. They have become more real than 


the real people behind them. 


One, however, that has never been brought to life—for 
this Corner, anyway—is Lever Brothers’ Aunt Jenny. The 


Sx 20 age oe oe quand" 


mee fer stuny 


reasons may be 
many—such asthe 
corny epithet it- 
self. After all, if 
a gal is to be im- 
agined as real, she 
must have a last 
name. 

But one of the 
chief reasons, in 


The Corner’s opin- - 


ion, is the incred- 
ible, almost cynical 
manner in which 
she is presented— 
as if the American 
people could be led 


You try them and see.” 


“Maybe you’ve been cooking for years. Maybe you're a brand 
new bride. But as sure as my name’s Aunt Jenny, you'll be a 
better cook, every last one of you, if you just do two things. 


Aunt Jenny grows out of—not Phil Wylie’s Momism—but 
the widespread belief in advertising circles, particularly food 
advertising circles, that the average American woman or man 
accepts grandma or great-aunt Tillie as the epitome of a 
cook. This Corner doubts that seriously. Modern wives, with 


to believe any- 
thing. Of course, 
maybe Lever does- 
n’t want Aunt Jen- 
ny accepted as a 
real live person. If 
it doesn’t, it’s cer- 
tainly succeeding— 
with such copy as 
the following: 
“I’m talking to 
you—yes, you!” 
says Aunt Jenny. 


i i a ie eee 


use the New Jersey operation. 

Storecast guarantees advertisers 
that every supermarket on its net- 
work will be visited by its mer- 
chandisers every two weeks. In 
many cases the interval is actually 
one week. 

Merchandisers consult store man- 
agers about seasonal promotions 
mentioned on “Storecasts,” special 
displays within the store getting 
extra promotion from the com- 
pany’s commercials, and good will 
promotions. 


ws An example of this extra cur- 
ricular promotion was the 50th an- 
niversary sale held by National 
Tea Co. stores in Chicago. Store- 
cast gave details of the sale on its 
commercials, and combined prod- 
uct promotion with good will ad- 
vertising for the chain. 

Broadcasts on the Storecast net- 
work generally avoid mention of 
prices due to differentials between 
zones. Stores on the network re- 
ceive no monetary compensation 
and give none. 

Special promotions easily adap- 
table to Storecast treatment in- 
volve contests and giveaway pro- 
grams. In one city, Storecast ran 


modern conveniences, such as Spry, quite justifiably believe ) 

they have it all over grandma and even Mom when it comes 

to cooking. And the fact of the matter is, they have. ; 
§ 


a giveaway contest involving $50 
for the woman whose name was 
mentioned on the air and who was 
in a network store at the time. 


ny 


te, 1 


ws Storecast limits commercials to 
20 seconds duration, supplying six 
minutes of music in the interim. 
The commercials are usually given 
in a group of three covering three 
related items, such as eggs, orange 
juice, and coffee. 

Programs generally go on the air 
to the markets (and to homes hav- 
ing FM sets) at 10 a.m. and run 
through to 6 p.m., with time out 
between 1 p.m. and 2 p.m. 

The use of FM broadcasting at 
first confronted Storecast with 
avoiding commercials in stores not 
carrying the product advertised. 
Storecast has circumvented this 
problem with a broadcast arrange- 
ment which, at the press of a but- 
ton, directs the correct commer- 
cials to the various groups of 
stores. 

Storecast rates vary from. city 
to city, but average 90¢ per 1,000 
prospects reached at the point of 
sale. The highest rate ($1.01) is 
for Metropolitan New York; thé 
lowest (80¢) for Philadelphia. 
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NEW Subscription. Order Form... 


Please enter immediately my subscription to 
Advertising Age for 


{0 One Year at $3.00 [] Two Years at $5.00 [| Three Years at $6.00 
( Payment enclosed [7] Bill me later ([) Bill my firm 


Name. Title. 
Firm 
d]. 
Street 
0 : } P 
iS Zone. _State. 
1S 


City 
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Whole Package’ 


iio Be Theme of 


POPAI Meeting 


(Continued from Page 1) 
amples of the latest developments 
of point of sale displays in wood, 
metal, glass, plastics and litho- 
graphed cardboard. 

Demonstrations of signs and dis- 
play materials using motion and 
electrical illumination will be in 
greater prominence this year, Mr. 
Palmer said, in line with the cur- 
rent trend of combining static ma- 
terials and moving equipment in 
single displays. 

The basic theme of the sym- 
posium will be the “tie-in theory,” 
which calls for joint planning by 
advertisers, advertising agencies 
and point of sale specialists to 
achieve the best results in consum- 
er drives. To illustrate the ad- 
vantages of such joint planning, 
speakers will describe the sales 
performances of outstanding prod- 
ucts whose sales have been sup- 
ported by unified promotion. 


s “The sharpening of the buyer’s 
market,” Mr. Palmer said, “has 
spotlighted the need for advertis- 
ing at the ‘pay-off point,’ with the 
result that a larger percentage of 
the advertising dollar is now be- 
ing devoted to point of sale dis- 
plays. f 

“In 1949,” he said, “more than 
$500,000,000 was spent on this type 
of advertising by a diversity of 
companies that learned how po- 
tent it is in creating impulse buy- 
ing.” 

Walter J. Ash, vice-president 
and sales manager of Consoli- 
dated Lithographing Corp., will be 
general chairman of the sympo- 
sium committee, and Harry Fen- 
ster of I. Fenster & Son will be 
assistant chairman. 

Howard Cox, president of Acme 


i Window Display Service, heads the 


exhibit committee; Robert Sironi 
of Flash-O-Graph Sales Co. is 
chairman of the luncheon commit- 
tee; Albert Hailparn of Einson- 
Freeman Co. heads the prize com- 
mittee, and George L. Rose of the 
Mounting & Finishing Co. heads 
the mounters’ committee. 


CBS, Hollywood, Sets Up 
Special Planning Group 


CBS, Hollywood, has set up a 
new special planning group to de- 
velop new ideas for the exploita- 
tion of its programs and personal- 
ities, under the direction of Irving 
Fein. Included in the group are 
Lloyd Brownfield, Arthur Wilde, 
Hollywood representative of CBS 
network sales promotion, Rodney 
Voight and Arthur Sawyer. Mr. 
Fein will continue as publicity di- 
rector for Amusement Enterprises, 
and Mr. Brownfield will remain as 
director of press information in 
Hollywood 


If you have [ YOUNG | 


COSMOPOLITAN 


lf you're selling people 
with | YOUNG | ideas... 


Buy COSMOPOLITAN 


America’s Most Exciting Magazine 


Department, Specialty Store Profits Drop 


New YorkK—Department and 
specialty stores showed a decline 
in net profits for the fiscal year 
ending Jan. 31, 1950, according to 
the Controllers’ Congress of the 
National Retail Dry Goods Asso- 
ciation. 

The report, based on data sub- 
mitted to the congress by retailers, 
indicates that department stores 
with sales of more than $1,000,000 
showed a “typical” decline of 
27.5% in net gain after taxes from 
the 1948 figures. Profits equaled 
2.9% of sales last year, compared 
with 4.0% in 1948. 

Specialty stores in the same 
volume class experienced a similar 
trend, with profits amounting to 
2.7% of net sales, as against 4.3% 
in 1948. 


= Department store markdowns 
increased from 7.0% in 1948 to 
7.5% last year, and gross margin 
declined from 35.8% of sales to 
35.3%. Operating expenses in- 


creased from 30.6% to 32.1%. 

Volume per sales person in- 
creased from $7,008 to $7,232 in 
department stores, and from $3,- 
780 to $3,945 in specialty stores. 

In summarizing the year’s re- 
sults, Raymond F. Copes, general 
manager of the Controllers’ Con- 
gress, said the decline in sales and 
profits was moderate and was 
“fully expected” by retailers. The 
present gradual decline, he added, 
“provides stores with a valuable 
opportunity to effect improvements 
in merchandising and operating.” 


Commercial Services Revamps 
Market Research Division 


The market research division of 
Commercial Services Inc., Detroit, 
has been reorganized and now 
operates as Market—Opinion Re- 
search Co., with offices at the 
present address, 91 E. Kirby, De- 
troit. Richard W. Oudersluys, for- 
merly president of Commercial 
Services, is general manager of 


direction of Lawrence E. Black, 
will continue to specialize in in- 
surance inspections, personnel in- 
vestigations and real estate ap- 
praisal services. 


the new organization which will 
specialize in marketing research 
and analysis, opinion polling and 
advertising research. 
Commercial Services, under the 


is GOING PLACES... 


ADVERTISING SPACE is UP 
20% 


Space is up because C&T can 
prove that reader interest and 
reader reaction is soaring. 


Editorially dedicated 
to help 
retailers SELL 
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More Efrective— becouse ‘it is more SELL-ective 


Agricultural 
implement! 


Yes indeed! . . 


needs or can use a freezer to as much 
advantage as the farm home. And it’s the 
major outlet for larger models. 


Find your best prospects today—for 
freezers and all appliances—through your 
advertising in SuccessFUL FARMING, the 
magazine that has helped the country’s best 
farmers to work better and live better for forty 
. SF subscribers have the best farms, 
best brains, best methods . . 
investments in buildings, livestock and 
get the top yields and 
incomes. In the fifteen Heart states alone, 
almost a million SF subscribers earn an 
average income that is easily 507% more 
than the national farm average. And with 
the savings of ten exceptionally good years, 
these SF families are a superior market for 
. and more attentive 
and responsive to advertising in SuCCEssFUL 
Farminc than typical urban readers! .. . 
Get the facts about this new major market 
among the first farm families from any SF 
SuccessFUL Farminc, Des Moines, 
New York, Chicago, Cleveland, Detroit, 
Atlanta, San Francisco, Los Angeles. 


years.. 


machinery .. . 


almost everything . . 


office! ... 


. The home freezer is one 
of the greatest aids to better farm living ever 
devised ... gives the farm family more benefit 
from its own produce, makes meals more 
palatable the year ’round. No urban resident 


SUCCESSFUL 


. largest 
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Retailers Need Training, Welcome it 
from Advertisers, ANA Meeting Told 


Hot Sprincs, Va.—What helps 
the retailer also helps the manu- 
facturer, William J. Pilat, presi- 
dent of Russell W. Allen Co., re- 
tail research company, told the 
ANA convention here, Just as 
“reason why” is needed in copy, 


ANA Meeting 


manufacturers need a lot more 
reason why for the retailer, he 
said. 

He urged that manufacturers 
recognize that (1) retailers have 
to serve the needs of all their cus- 
tomers, not just the ones who pre- 
fer a particular product; (2) that 
nationally advertised products do 
not automatically sell themselves— 
that a best buy for the consumer 
must also be a best sale for the 
retailer; (3) that the sales possi- 
bilities of a product are dependent 
upon the power of the store and 
the particular department, and 
what benefits either store or de- 
partment benefits the advertiser. 

Also, (4) that the retailer wel- 
comes efforts to improve his per- 
formance; (5) that display ideas 
alone for any product are less 
significant than the will of the 
retailer to display the product, 
stock it properly and advertise it; 
(6) that the need for facts in 
retailing is constant, and manu- 
facturers need retailer cooperation 
to get them; (7) no matter how 
good the product or how well ad- 
vertised, the retailer can “but 
doesn’t want to” make or break 
an advertiser. 


c Retail sales training gets little 
attention from advertisers, William 
E. Sawyer, director of education 
for Johnson & Johnson, told the 
meeting. Pointing out that many 
millions of new clerks are now 
in the retailing force since 1941, 
Sawyer traced the intent of John- 
son & Johnson’s sales education 
program. 

It had three objectives: teach- 
ing how to perform local advertis- 
ing and promotion; how to use 
display, and how to make sales 
effort effective. 

J&J stresses methods of local 
advertising, emphasizes the im- 
portance of the national adver- 


tising support (in this connection, 


Johnson made the discovery that 
magazines—based on a sample of 
35,000 drug store owners—gave 
druggists double their average 
gross profit per square foot, and 
thus dramatized for druggists the 
demand for advertising media). 

It pretests displays, last year 
sold about 20% of the drug trade 
permanent floor fixtures—more 
than 10,000 at $89.50 apiece. Simi- 
larly, the company has sold 11,000 
units of a first aid counter to 
druggists, despite the fact that it’s 
36” wide, or three times the size 
of a counter display understood in 
the drug business to be the maxi- 
mum. 


@ On sales effort, J&J tries to show 
retailers the basic know-how of 
the products sold, the people they 
sell, and the six basic principles 
they sell by, and this is the object 
of J&J’s first motion picture, called 
“Sell—as Customers Like It.” 

To date the film has been shown 
to 800 training meetings before 
40,000 people; it has been used 
by 40 department stores, univer- 
sities, and advertising, executive 
and civic clubs across the coun- 


try. 


KNX-Columbia Pacific Net 
Realigns Sales Setup 


A general realignment of the 
KNX-Columbia Pacific Network 
sales department in Hollywood has 
been announced by Merle S. Jones, 
general manager, and Wayne R. 
Steffner, sales manager. Ole G. 
Morby, CPN account executive in 
San Francisco, has been trans- 
ferred to Hollywood; Clark George 
has been transferred to San Fran- 
cisco to handle network sales in 
that area. Appointed to the CPN 
sales staff are Arthur W. Morten- 
sen, who has been merchandising 
manager, and Frank Orth, for- 
merly sales manager of KPHO, 
Phoenix. All changes will be 
effective by April 15. 

No appointment has yet been 
made to fill the post of merchan- 
dising manager vacated by Mr. 
Mortensen. 


Sponsors ‘Veloz Show’ 


Veloz and Yolanda Ltd., Los 
Angeles dance school, has signed 
to sponsor “The Veloz Show,” a 
variety revue emceed by Frank 
Veloz, on KECA-TV. The 52 week 
contract was placed direct. 
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Buffalo’s 


LARGEST... 


Newspaper 


284,000" SUNDAY CIRCULATION 
AND GROWING EVERY WEEK 


It Gets Read Thoroughly. 


#A.B.C. Audit 9/30/49 


BUFFALO 


Couricr| 


~ EXPRESS 
It Gets Results i 


OSBORN, SCOLARO, MEEKER & scorr 


REPRESENTATIVES. : 
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COMPLETE LINEUP—Here is the complete point of purchase campaign which 


Blatz Brewing Co. used to announce its 


sponsorship of the Duffy’s Tavern radio 


show. Included are die-cut window easels, three-dimensional backbar pieces, table 
tent, easels, and bottle neck cards. Blatz, its agency, Kastor, Farrel, Chesley & 
Clifford, and E. F. Schmidt Co., lithographer, collaborated on the job. 


Hypps Criticizes 
Clever Solutions 
to Ad Problems 


Hot Sprincs, Va.—Advertising 
and sales management, confronted 
with problems of research, needs 
to get back to fundamentals, Dr. 
Frank T. Hypps, director of mar- 
ket research, A. Asch Inc., told 
the ANA here last week. 

“Facts continue to indicate that 
organizations have suffered their 
greatest setbacks where they have 


ANA Meeting 


relied solely on the supposed 
cleverness of their advertising or 
the use of unrealistic advertising 
schedules for the protection of 
their sales volume,” said Dr. 
Hypps, who supervises Seagram’s 
research, (See story on Page 102.) 


@ The need in research, he em- 
phasized, is to stress the obvious 
facts about the market, the what- 
when-how-why of sales and ad- 
vertising success, not the obscure 
features of sales policies or total 
advertising impressions on a mar- 
ket. 

He sees two dangers in “clever” 
solutions to problems. The first 
is that cleverness is difficult to ex- 


pand or apply to new situations 
that arise in markets; the second 
is that the management which 
originates the clever solution mis- 
takenly assumes that sales and 
promotion men are capable of ap- | 
plying the solutions—and these | 
men may lack the imaginative | 
processes to perceive and apply 
the solutions to the recurring 
problems, unless they are ex- 
plained and adapted at his level. 


Hypps is fond of saying that 


a market out of control is as dif- 
ficult to get back under control 
as putting toothpaste back into a 
tube. Seagram, in putting the paste 
back into the tube after the chao- 
tic wartime liquor sales days, 
worked on a six-stage competi- 
tive cycle: 


= 1. Distribution—not only place- 
ment of products by effective dis- 
tribution of products by location 
and types of outlets. 

2. Trade Consciousness—the 
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wholesalers must be informed, and 
sold on the differences between 
brands. 

3. Increased Retailer and Con- 
sumer Acceptance—retailers must 
be excited and encouraged to push 
the product actively. Consumers 
must be reached through adver- 
tising, made to insist on the prod- 
uct. 

4. Control of Marketing Costs— 
“many organizations make the 
mistake of under-spending or 
over-spending in their marketing 
activities...advertising and pro- 
motion not used properly or not 
merchandised to the trade is pure 
waste.” 

5. Equalization of Competitive 
Advantages—success brings imita- 
tors into the market, too many 
manufacturers, retailers and 
wholesalers are doing the same 
thing. The originator will have 
his advantage wiped out unless he 
moves on to phase six. 

6. Revaluation ...to Create New 
Competitive Advantages—all the 
preceding phases must be re-exam- 
ined, and new advantages worked 
out. 

Mr. Hypps warns that advertis- 
ing is frequently called upon to 
do jobs which should have been 
done by manpower and planning; 
when this happens, he says “the 
very quantity of advertising being 
thrown into the breach in the 
marketing structure tends to di- 
lute the original quality of the ad- 
vertising.” 


Pushes ‘Come & Get It' Ads 


The Journal, Portland, Ore., is 
using bus cards to announce a new 
charge-it plan for its “Come and 
Get It” classified section, in which, 
for 75¢ a week, anything may be 
advertised for sale which sells for 
less than $15. Nothing alive may 
be advertised in this column—no 
produce, growing plants, pets or 
animals. Dealer copy is not ac- 
cepted. 


Ross Agency Names Riggs 


Louis Riggs, formerly with the 
advertising departments of the 
May Co., Los Angeles, and East- 
ern Co., Portland, Ore., has been 
named an account executive of 
aoe Advertising Agency, Port- 
and. 


Names Chambers & Wiswell 


Chambers & Wiswell, Boston, has 
been retained to handle the ad- 
vertising for New England Reddi- 
Whip. Newspapers and radio spots 
will be used in a spring campaign. 


Se advertising 
ged » production ...or 
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Jigsaw-puzzle advertising production takes countless 
extra hours of a busy executive's time; adds worry and 
frequent disappointment to his load. It's never easy to 
effectively fit together separate pieces from different 
sources .. . When you use Faithorn 3-in-1 service, you 
get complete advertising production all in one fine 
piece. You center responsibility for Typesetting, Engrav- 
ing and Printing. Write —or telephone WHitehall 4-2300. 
FPAITHORN is the ONLY concern in Chicago 


that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 


| FAITHORN 5 
CORPORATION 


400 North Rush Street + Chicago 
Telephone WHitehall 4-2300 
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Buy Coverage in Terms of 
Potential Sales—not square miles! 


merchandise sales by counties in the KBON-KOLN 
area as compared to Nebraska state totals” 


This is one of many Service-Ads 
identifying individual media with 
their markets in the 1949-1950 
CONSUMER MARKETS. It was 
featured in our advertisements in 
Advertising Agency, Broadcasting, 


Editor & Publisher, Printers’ Ink, 


Sales Management, Sponsor, Tell, 
Western Advertising 4 


OF THE ENTIRE STATE OF NEBRASKA! 
... and you get Both Stations at ONE LOW RATE! 


KBON ~-- KOLN ->- 


PAUL R. FRYE, View-Presiden: ami General Seles Manager, National Repeesentasives, RA-TEL, INC 
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The dnurnel leads on 


BOTH Generel ond Beton 
FOOD hneoge tor 1946 


The JO OURNAL 


PORTLAND, OR1GON 


Evening end § 
Hate Gomes - 


This Service-Ad from SRDS 
Newspaper Section was fea- 
tured in Editor & Publisher. 


to loss-gaps 
in media selling 


FOUR POINTS that make SRDS a good, economical 
media advertising medium, different from any other: 
1. SRDS does not just “reach” for buyers. Buyers reach for it. 
2. In SRDS you do not seek to interest buyers in your media 
information. Here, buyers SEEK information about your 
medium. 

SRDS covers no counter display specialists; few retail store 
advertising people. National buyers of space and time only 
are the regular users of SRDS (media buyers, advertising 
managers, account executives—the people most concerned 
with market and media selection). 

In SRDS you need not divert promotion dollars to costly 
artwork; nor waste space on attention-getting devices. 
Buyers want useful information in these pages, arranged in 
simple, orderly fashion, to help them buy wisely, without 
wasting time. You can REPEAT your Service-Ad in SRDS 
indefinitely—so long as the information in it is up-to-date. 


4. 


The National Authority Serving the Media Buying Function 
Waltar €. Botthof, Publisher 
333 NORTH MICHIGAN AVENUE, CHICAGO 1}, ILLINOIS 


NEW YORK + tos ANGELES 
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Ready and Wacting for You! 


HUGE IMMEDIATE 
AND CONTINUING 
DEMAND FOR ALL 
TYPES OF MASS 
HOUSING and 
MASS FEEDING 


A $9 BILLION MARKET... 


This Service-Ad from SRDS Business 
Publications Section was featured in our 
advertisement in Printers’ Ink. It re- 
minds buyers that such ads supplement 
SRDS listings with useful information. 


Consult Your 
ADVERTISING AGENCY 


TV stole vat PM andience from what AM? 
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OmON evening oudemee, 


Be who! somone! 
Agam the orewe: s wpphed by Hooper: Moy September 1949 figures =ih the comporoble report 
Of 1948 All network oMihoted somone ere OS OG, And Ge and nay 


OD, opprosimates = gam tor FM TV and offen. 
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rogiommang 1 complement ndec fore m the home 
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Benton Odeo, 
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Onened and operated by the Herald. Traveter 
BOSTON 50,000 WATTS 
Represented Nationally by John Blair & Co. 


Each of these five Service-Ads ran near its listing in SROS where agencies and advertisers look—out of habit, out of necessity — 
for information to help them decide which markets and which media for their advertising. 


SRDS featured each of these Service-Ads in trade paper advertising it’s running to remind agencies and advertisers that here is 


another useful source of market and media information. 


Loss-Gaps are breaks in your lines of com- 
munication with agencies and advertisers 
at times when they need information about 
your medium that isn’t there. 

Try as you will, you can’t plug all the 
Loss-Gaps in your media selling, but you 
can certainly wipe out a lot of the most 
insidious. 

Many media are actually doing it. 
They’re running Service-Ads in SRDS, like 
those shown on this page. 

Those Service-Ads highlight media sales 
stories at the very times the most vicious 
Loss-Gaps reach out for unwary selling op- 
portunities. Times like these: 


. .. whenever agencies and advertisers 
are considering the marketing and me- 
dia conditions in your area; 


. whenever they’re selecting the in- 
dividual media for their advertising; 


The 


Two aids to media selling 


SPOT RADIO 
BOOK and the BUSINESS PAPER PROMO- 
TION HANDBOOK may help you sell more 
time or space at lower cost per unit of sales. 
Each lines up all the major selling tools (sales- 
men, direct mail, publication advertising) and 
discusses the parts of the media selling job each 
can do most effectively. Copies are available 
from SRDS at $1. Other handbooks in this 
series are in the making. 
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This Service-Ad from SRDS Consumer 
Magazine Section was featured in 
an SRDS advertisement in Tide. 


This Service-Ad from $40 wise 08 ra 
SRDS Radio Section was pamela 


featured in our advertise- 


ments in Broadcasting and 
Spenser. 


62 West 44th St, Mow York 18 
* somo 


. . . whenever they’re settling differ- 
ences of opinion in closed conferences; 


... whenever they’re revising lists and 
schedules. 


It’s at such times that STANDARD RATE 
fulfills its purpose as the media buyer’s, the 
account executive’s, the advertising man- 
ager’s source of basic market and media 
information. 

That’s why your Service-Ad near your 
listing in SRDS, loaded with additional 
information that helps buyers buy, has a 
way-above-average chance of plugging 
Loss-Gaps that seriously and frequently 
threaten your chances of making sales. 

Talk these things over with your SRDS 
representative. Or ask any SRDS office 
how Service-Ads perform media selling op- 
erations that can be performed in no other 
way so effectively or at so low a cost. 


PROMOTION HAND- 
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Dairy Men Vote 
to Increase Ad 
Promotion 300% 


$3,000,000 Budget Seen 
by 1952-53; ‘Set-Aside’ 
Increased by ADA 


Cuicaco—American Dairy As- 
sociation last week moved to in- 
crease its current $1,200,000 an- 
nual advertising budget to about 
$3,000,000. 

Because of the manner in which 
the dairy group is organized, the 
$3,000,000 target will not be 
reached for at least two years, 
but a substantial increase is ex- 
pected in the 1950-51 appropria- 
tion covering the period from 
June to June. 

Behind the decision to increase 
promotion activities on dairy prod- 
ucts are the fear that the govern- 
ment farm program eventually 
will be modified, and a decision 
that government support is not 
an effective, long-term answer to 
the problem of “surpluses.” 


ws Dairy industry representatives 
at the 11th annual meeting of the 
American Dairy Association ap- 
peared convinced that price de- 
clines of $650,000,000 to dairy 
farmers during the past year are 
the direct result of about 5% “sur- 
plus” production. 

Annual milk production in the 
U. S. is about 120,000,000 pounds. 
About 7,000,000 pounds of this 
total are “excess.” And this 5% 
of the total is largely responsible 
for fixing the price on the remain- 
ing 95%. 

Like other specialized farmers, 
the dairy group faced two alter- 
natives: They could put pressure 
on the Federal government to buy 
up the excess, or increase sales 
and promotion pressure and sell 
more dairy products. 

Representatives of the manu- 
facturing, processing, distributing 
and producing branches of the 
industry last Monday voted in 
favor of the second alternative. 
On Tuesday, the ADA producers 
who will pay the bill also voted 
for increased advertising. 


ein past years, the American 
Dairy Association’s budget has 
been met through a June “set- 
aside.” June was selected because 
dairy cows are most cooperative 
in producing milk during late 
spring and early summer. 

The association has levied a 
“contribution” of 1¢ per pound of 
butterfat from its members during 
the month of June. Under the ex- 
panded plan, the “set-aside” prob- 
ably will be extended to every 
month of the year. The levy will 
be a quarter of a cent on every 
pound of butterfat produced dur- 
ing the year. 

As noted in “Private Lines” 
(AA, Feb. 20), state dairy groups 
already have increased the number 
of months in which the 1¢ per 
pound “set-aside” will be collected. 
There appears to be little organized 


opposition in the industry to the 


THE NEGRO 


MARKET IS 


TERRIFIC! 


million American Ne 


i — Te a year! If you ve 
food, to sell, reach’ or any other 
we Bh to sell, reach this big buy 
public through the Negro rs 
magazines. Interstate Un News- 
papers, | S45 Fifth Ave., N. Y., can 
show you how advertising in 


these 
publications reap big markets and 
profits! Write us tod 


ay. 
NOTE: We now have facts compiled by the 
© Research Co. of America on 
erences of Negroes from coast to coast. 


rite now for this ‘bee information, 


increased contributions. 

The two-year delay will re- 
sult, however, from the necessity 
for changing laws in those states 
in which the state government 
collects the money as a tax, then 
turns it over to the dairy group. 


w At present, the $1,200,000 is 
spent as follows: About 30% for 
milk; 30% for butter; 25% for 
cheese; 10% for evaporated milk 
and 5% for ice cream. 


The percentages will remain 


about the same under the new 
budget. However, weekly news- 
paper ads in about 35 top mar- 
kets will be added to the current 
media schedule. 

In addition, ADA will seek to 
recapture the teen-age milk mar- 
ket, Statistics indicate that milk 
consumption falls off rapidly as 
children enter their teens. In order 
to halt this shift away from milk, 
the association will sponsor a tele- 
vision campaign aimed at teen- 
agers and persuade them to get 


back on the milk wagon. 


s Promotion objectives are, 
roughly, as follows: To increase 
monthly milk consumption an ex- 
tra pint per family; to increase 
butter consumption a quarter- 
pound per month per family; to 
increase cheese consumption a 
quarter-pound monthly; evapo- 
rated milk a can a month, and ice 
cream one pint per family per 
month. 
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eral manager, put it: “We want to 
get production to the family tables 
and not to let it pile up in waste- 
ful surpluses.” 

Currently, the ADA magazine 
schedule includes The American 
Weekly, The Saturday Evening 
Post, This Week Magazine and 
most of the women’s service mag- 
azines. For the next year or two, 
at least, the list will not be ex- 
panded a great deal, but the fre- 
quency of insertions and size of 


As Owen Richards, ADA gen- 


ads will be increased. More tie-ins 
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with other food product manufac- 
turers will be used. 

Outdoor posters and radio also 
will get an increased share of the 
budget. 


QUALITY CHECED GROUP 
PLANS NEW CAMPAIGN 


Cuicaco—Quality Checkd Ice 
Cream Association, a group of 52 
independent companies marketing 
ice cream under the Quality Checkd 
brand name in 22 states, has cre- 
ated a new division to promote 


ee ee a errs Ml LAN ly ee, 


milk and other dairy products 
under the Quality Checkd label. 

The association was organized 
in 1944. First plans called for 
member companies to adopt the 
Quality Checkd brand name on 
their ice cream, so that a central 
office could create all advertising 
and merchandising programs for 
the individual companies. 


ws The new milk and other dairy 
products division will function in 
the same manner. Members will 


switch from their current brand 
names to Quality Checkd, on items 
such as milk, cheese, butter, cot- 
tage cheese, etc. 

Full-page newspaper ads are 
being prepared by the central of- 
fice, through Campbell-Mithun, to 
announce the change-over. Month- 
ly newspaper ads and radio spot 
announcements will emphasize the 
new name. 

In addition, monthly kits, in- 
cluding counter and window cards, 
truck posters, recipe folders and 


SS ae 


bottle collars, will be supplied by 
the association. 


FM Group Reelects Furr 


Ray A. Furr, manager of WIST, 
Charlotte, N. C., has been reelected 
president of the Dixie FM Net- 
work. Other officers elected are: 
Ed Anderson, of WBBO, Forest 
City, N. C., list vice-president; 
Gaines Kelley, of WFMY, Greens- 
boro, N. C., 2nd vice-president, 
and Mel J. Warner, of WFMA, 
Rocky Mount, N. C., secretary- 
treasurer. 
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—fitting your product to the 
prospect's needs. 

After you've developed your prospect 
to the point of giving your product 
favorable consideration you can begin 
to talk turkey. Sizes, shapes, finishes, 
price, terms, delivery dates come into 
the picture. Specific applications must 
be recommended, discussed and de- 
termined.- 

The prospect has to be SOLD — and 
that's the job that can only be done 
by personal selling. 
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GREATER PRODUCTIVITY... HERE 


With “ Mechanized Selling” (ADVERTISING) 
functioning properly on Steps 1 — 2 — 3 

the salesman can concentrate more 

of his valuable selling time 

on the important job of producing finished orders. 


“McGRAW- HILL 


publications 


‘tai b thn'pcy oth eal 
link in a series of consistent, hard 
hitting and often tedious selling 
operations. Getting the order tokes 
plenty of patience, resourcefulness, 
selling ability — and a lot of time. 
T-I-M-E is the priceless ingredient to 
the man who sells, 
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tireless ty ‘Working to- 
gether they can lay an invalu-— 


able foundation for r-e-p-e-a-t 
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Chrysler Dealers 
Hurt by Strike Are 
Urged to Organize 


Detroit—The automotive deal- 
erships long have suffered in 
strikes and have borne the greatest 
loss in most instances but, until the 
current prolonged tie-up of the 
Chrysler Corp., dealers have re- 
frained from speaking out. 

Dick Price, DeSoto dealer in Dal- 
las, last week braved the possible 
wrath of the corporation by “stick- 
ing his neck out.” 

Like other Chrysler merchants, 
Price has become a bit impatient 
with the stalemate, so being a 
Texan he took the situation by the 
horns and called on his brethren 
to do something. 

He wants to form an organiza- 
tion, composed of the 12,000 Chrys- 
ler dealers, that would be ready to 
take part in the next strike which 
would involve them. 


@ He ran a page ad in Automo- 
tive News inviting other Chrysler 
dealers to join him in the pro- 
posed association. Each dealer 
would pay $1 per employe. Officers 
would be elected and a board 
would dictate the policies and the 
spending of the war chest. 

The Texan pointed out that the 
long strike has paralyzed the oper- 
ation of Chrysler dealerships and, 
while estimates have been made 
on the cost to the corporation and 
the union, “the forgotten phase of 
the entire wrangle for power on 
both sides is the investment of 
some 12,000 members of the dealer 
organization.” 

“It is high time for dealers to 
organize and to demand our in- 
vestments and the interests of our 
employes be: recognized,” the ad 
continued. “Both parties to this 
dispute are in a financial position 
to ‘sweat’ each other out indefin- 
itely. This would mean that neither 
of them would lose, but the dealer 
organization would collapse and 
result in financial chaos.” 


s It had been predicted that if 
the Chrysler strike went into 
March 25% of the dealer or- 
ganization would be lost. This was 
an exaggerated figure, since only 
one dealer threw in the towel, but 
hundreds of others have resorted 
to various: means to keep their 
doors open. 

Some placed their salesmen on 
shorter weeks, cut the personnel 
of service. Others shifted to the 
used car market, But all suffered 
financially. 

Whether the bulk of the dealers 
will take up Price’s invitation re- 
mains to be seen. Chrysler Corp. 
officials were too busy dealing 
with the union to comment on the 
Texan’s move. 


Schield Bantam to Andrews 

Schield Bantam Co., Waverly, 
Ia., manufacturer of construction 
equipment, has placed its adver- 
tising with Andrews Agency Inc., 
Milwaukee. 


If you have | YOUNG | 


ideas... Read 


COSMOPOLITAN 


If you're selling people 


. with ideas... 
BUY COSMOPOLITAN 


America’s Most Exciting Magazine 
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Information for Advertisers 


No. 3584. American Medical As- 
sociation Announces New Mer- 
chandising Aids. 

Today’s Health, streamlined new 
version of Hygeia, published by 

The American Medical Associa- 


tion, offers a new book, “Today’s 
Health Takes Your Product to 
Market,” outlining the newly-in- 
augurated merchandising services 
offered by the publication. Cen- 
tered around the American Medical 
Association’s new “seal of ap- 
proval,” 
tags, emblem stickers, advertising 
reprints, display cards, free copies 
of Today’s Health, four-color cover 
folders, postcards, etc. This is not- 
to-be-overlooked information for 
every consumer account. 


No. 3570. Selling the American 
Way of Life. 

“Let’s Quit Kidding Ourselves” 
is the title of a new folder offered 
by Ross Roy Inc., Detroit, des- 
cribing a new series of six sound 
slide films pitched at a popular 
level for use in employe training 
programs to sell the American 
way of life. Films run for a half 
hour each, and are backed up by 
take-home booklets. 


No. 3572. Spot Radio Costs Ana- 
lyzed. 

Free & Peters has reprinted its 
book, “Spot Radio Costs Less To- 
day,” and copies are again avail- 
able. This is an exhaustive cost 
study of radio in 33 markets, 
showing, by ample documentation, 
that while spot announcement 
costs have risen 37% over 1939, 
there has been a 40% increase in 
set owners—resulting in a net 
lowering of cost per thousand. 


No. 3569. New Analysis of Latin 
American Market. 


the services include string | 


ested in U.S. products and serv- 
ices? Do they have the money to 
buy? What are their preferences 
among U.S. consumer goods? What 
per cent are in a position to in- 
fluence or actually do industrial 
and business-use purchasing? 
These and other important ques- 
tions are answered in Popular 
Mechanics’ extensive new study, 
“Brand Named Products Owned 
and Preferred by the Spanish- 
Reading Audience of Mecanica 
Popular.” The survey covers auto- 
motive ownership; business posi- 
tion; travel; soft drinks; household 
appliances; toilet articles; phcto- 
graphy, and miscellaneous sub- 
jects. 


3574. Dodge Report on New 
Homes. 


“The New House Next Door” 
is an elaborate study of trends 
among families building new 
homes for their own occupancy, 
based on an F. W. Dodge survey, 
and offered by Better Homes & 
Gardens. Showing that the trend 
is to the one-story, suburban, f.ve- 
room house in the $10,000 to $15,- 
000 bracket, the study gives de- 
tails on walls, roofing, insulation, 
heat, tubs and sinks, picture win- 
dows, wood, glass block, linoleum, 
wall colors, rug colors, accessories, 
furniture, lamps, mirrors, draper- 
ies, blinds, radios, kitchen equip- 
ment, and much more. 


No. 3577. How to Get Free Films. 


Bell & Howell Co., Chicago, of- 
fers a new directory, “Free Film 
Sources,” listing companies and 
eleemosynary institutions from 
which slide and strip films, as well 
as motion pictures, may be obtained 
on a loan or nominal rental basis. 
Sources are arranged according to 
“Educational,” “Industrial,” and 


Are Latin American men inter- 


“Medical” classifications. 


Note: Inquiries for items listed above will not be serviced beyond May 15. 


USE COUPON TO OBTAIN 


INFORMATION 


| 
| 100 E. Ohio St., Chicago 11, Ill. 


| Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted) 
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| COMPANY 


ADDRESS 


WHATCHA GOT? 


Got some service or equipment to sell? 
Got a yen to move on to greener pas- 
tures? Got to get a man to fill an im- 
portant job? Then tell the advertising 
world about it right here in the classi- 
fied columns of ADVERTISING AGE. | 2n 
Result-reports from advertisers prove 
that it gets jobs for men, and men for 
jobs, in all salary brackets and in all 
parts of the country. Being primarily 
a news paper, ADVERTISING AGE’S 
classified columns are read most thor- 


oughly—AND GET RESULTS! 


discounts on multiple 


HELP WANTED 


nsertions ond spoce over 5 inches apply on display 


! POSITIONS WANTED 


Creative Personnel 
ADVERTISING - EDITORIAL - ART 
Ask for ELINOR KENT 
TRIANGLE ae AGENCY 
202 S. Sta Har 17-6520 


Wanted: vouny man, by manufacturer 
nationally sold canned and frozen food 
items. Must be experienced in newspaper, 
magazine and point-of-purchase copy lay- 
out. Ability to handle direct mailing es- 
sential. Dog food experience desirable. 
State salary desired, full details exper- 
7 5 references. 

x 3030, ADVERTISING AGE 
io E. Ohio St., Chicago 11, Il. 


ALL-AROUND 

AGENCY MAN 
Old and successful small agency in Louis- 
ville wants thoroughly competent young- 
ish man of highest potentials. At least 
five years of experience in planning, 
writing and producing effective direct- 
mail and publication advertising requir- 
ed. Experience in distributor-contact and 
merchandising work also desirable. Sala- 
ry entirely commensurate with ability. 
Opportunity unlimited. Address Box 
3041 enclosing snapshot. 

ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St. Harrison 7-2063 Chicago 


ASSISTANT PROMOTION MANAGER 
One of America’s largest newspapers—on 
the East coast—is seeking an Assistant 
Promotion Manager, strong in advertising 
promotion. Must be able to write copy 
and direct creative staff. Our department 
knows of this opening. Sell yourself— 
with resume and complete details to 

Box 3047, ADVERTISING AGE 
11 E. 47th vat New York 17, N. Y. 


M. B. MUENCLH.............cv0000 PLACEMENTS 
Advertising Editorial Sales Promotion 
TOM MCCALL & ASSOCIATES 
8 S. Dearborn St., 


Chicago 3; CE 6-6973| 


TOP ECHELON SPACE MAN 
Well known top producer wants 5 figure 
income with minimum of office politics. 
Trade or general field. No angle shoot- 


ing please! 
Box 3055, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Need a Public Relations Man? Versatile, 
capable young man of 31 with diversif.ed 
experience in local, state and interna- 
tional PR and small business desires con- 
nection with PR dept. of large industry. 
Univ. grad. in journ., adv. Eager to learn 
more and sure to become a definite asset 


to your firm. For details write 


Box 3056, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, ll. 


INDUSTRIAL 

ADV. MGR., PUB. REP. OR AGCY. 
Experienced, 13 years as Adv. Mgr. large 
chemical mfgr., 41 years old, married 
wants opportunity to prove ability. Can 
write, sell and converse well with tech- 
nical men and top management. Will lo- 
cate anywhere. Willing to negotiate salary 
commensurate with position and oppor- 
tunity to advance. A leader with basic 
background. Good references. Write 

Box 59, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ll. 


WANT TO STRENGTHEN 
YOUR ORGANIZATION? 
Capable, progressive man now holding key 
contact-creative spot offers 24 years all- 
round advertising, sales promotion, mer- 
chandising experience in major consumer 
and industrial fields. Knows media and 
how to do successful marketing job. Back- 
ground includes agency partnership, ad 
managerships, executive responsibilities. 
Now in middle forties. appearance, 
congenial. Married. Will relocate. $12,000 
minimum with future. Resume. 
Box 3060, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


CHICAGO ARTIST, VERSATILE MOD- 
ERN AGENCY BACKGRND, ROUGH, 
finish, airbrush—free lance, art direction 
_ Phone BUtterfield 8-8644 


lf you have sold printed scotch tape, or 
if you are selling advertising display 
material, we offer an unusual opportun- 
.ty with ample earning possibilities. Es- 
tablished manufacturer selling national 
advertisers needs men in major cities. 
State experience, present connections, ad- 
dressing Charles Turner: Tripp Tape, 
Inc., Pn 


FR - MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr-2-0115 Chicago 


POSITIONS WANTED 


PUBLICATION ADVERTISING 
PRODUCTION 

Now handling all phases large weekly 
publication, from original contract to 
press sheet—orders, schedules, plates, 
copy, publication dummies, split fount- 
ain color printing. Now prefer monthly 
publication or as assistant to product- 
ion manager. 

Box 3052, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Editor—Thorough, versatile experience 

all phases magazine and trade paper; ad- 

vertising, promotion, etc. 

Box 3043, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


VERSATILE RETAILING 
EXPERT AVAILABLE!!! 


Ad manager for one of America's top 
stores! Executive and creative direc- 
tor for agency! Art director for stores 
doing over $40 million volume an- 
nually! 
3 year consecutive winner NRDGA 
awards! 
Box 7583, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


DEEP IN THE HZART OF TEXAS ~ 
There is an advertising and promotion man who 
won his spurs in the newspaper business, via 
the Display Advertising Dep’t. This man offers 
24 years of experience in all phases of advertis- 
ing including 3 years of profitably operating his 
own agency. Experience also includes market 
analysis, trade surveys, sales management, and 
trade promotion as well as advertising. Income 
must be sufficient to guarantee a lifetime con- 
nection. Age 43, married, home owner, some 
travel not objectionable. Write Adman, Box 
4043, Dallas, Texas. 


ADVERTISING ASSISTANT 
Mature seasoned self-starter seeks future 
not apparent in present Chicago connec- 
tion as natl rep for leading daily & farm 
papers. Like good spot as assistant, mgr, 
or comparable promotion-creative-plan- 
ning job. 27 mos. with publishers; 2 yrs 
air force pub rel exp. Missouri U grad, 
age 27, married. Can relocate. $4500. 

Box 3053, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


* COPYWRITER * 
WITH RELIABLE PAST 
SEEKS CHALLENGING FUTURE 
ON 4A AGENCY STAFF 
WRITE TODAY FOR RESUME 


Box 7581, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
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POSITIONS WANTED 
TV-RADIO COPY & PROD. 
LA agcy (SCAAA) TV-radio com 
prod. Now have i-man agcy. Hate | 
enough for small (but encouraging) 
with reliable firm expanding i 
Know LA. 


BOX 3 (Three) 

5889 Bowcroft, Los Angeles 16, ‘ 
Layout artist desires job with ad 
10 yrs exp. Capable art director. 
ADVERTISING Ai 


Box 3061, 
100 E. Ohio St., Chicago 11, 
MISCELLANEOUS 


FINE AGRICULTURAL ART 


Write for Folder of Stock Illust 
John Andrews 1504 Dodge, Omaha, 
NEWSPRINT ROTARY TIME O 

Tabloid or regular size—l extra 
lowest prices. Paper furn., to c 
two steady long-run accoun’ 
Peacock Publishing Co., Chicago « 
West Coast College list for sale 
compiler Movie Stars & Directors 
contract for any specialized hard 
West Coast list. COLLEGE LIST Co. 
A., 4233% W. Slauson Ave., Los Angi 

CONSIDERING STARTING 

A COMMUNITY PAPER? 
Send $1.00 for pamphlet outlining; 
of procedure. Satisfactory or r 
Fred Lamson, Dept. L, 33 West 16 
New York 11, N. Y. 


ADVERTISING 
AGENCY 
SOLICITOR 


Man selected must definite 
know how to secure accour 
for established fully recogniz 
Chicago Advertising Agenc 
Prefer young man who has s 
cured and handled large a 
counts or is operating his ov 
agency and wants to give be 
ter service. This ad has be: 
seen by our own organizatic 


Box 7579, Advertising Ag 
100 E. Ohio St. 
Chicago 11, Ill. 


ADVERTISING PROMOTIC 
MANAGER 


for group of three Chica: 
business publications. Mi 
be strong on copy — lette 
in particular — with knov 
edge of production a: 
ability for detail. State s« 
ary requirements and fam 
status in letter of epplicatic 


Box 7582, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I 


—_— 


I WANT IN! 
Young, ambitious, married man, grow 
impatient to join advertising field. Hae 
completed advertising courses at Ray- 
Vogue and Columbia College. Lacks ex- 
perience—but learns quickly. Welcomes 
chance to train in Production, Layout, 
Copy or Research. 

Box 54, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


COPY - IDEA MAN 

strong on sell copy and plann'ng. Adv. 

and promotion exp. appliances, tadio. 
Available because of desire to relocate 
in Chicago area. 32 yrs. Salary $6900. 
Send for resume. 

Box 3057, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


TRADE MAGAZINE SPACE SALESMAN 
N. Y¥. area, 11 years exper., “‘call-maker”, 
mdsg and mktg knowledge. 38, married. 
$8,000 bracket. Available Apr. 15th. 


Box 3058, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


DIRECTOR OF 
FUND RAISING 
for 
NATIONAL 
CHARITABLE 
ORGANIZATION 


man are seeking must be « 
Ln Po My high he chasecet, able to fu 

nish the best of references. He must b 
exceptionally well qualified to direct fun 
raising for an established ond well knows 
high-type_ charitable organization with ni 
tional offices in the Midwest. He mu: 
have the experience, background and cha: 
acter which goes with the importance ¢ 
this opportunity. Only men having the: 
qualifications can be considered to join ou 
national staff on a full-time basis. 

Write in strict confidence, giving com 
plete details as to experience in this pa 
ticular field, previous employment, age an 
educational background. 


Box 7580, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Thousands are reading . 

“Switch to CALVERT” 
since MAXWELL pulled the Switch 

on a new SPECTACULAR in the heart of Newark, N.J. 


MR. ADVERTISER: Switch to MAXWELL SERVICE 
and thousands will read your message 


OUTDOOR 
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ADVERTISING 


: 


ADVERTISING KNOW-HOW FOR SAL 


Thoroughly seasoned Adv. Mgr. pr 
ently omaioyes by a large, nationa 
known mfg. of steel products is of 
for a connection with manufactur 
agency or publisher. Presently handli 

-rounded sales promotion campai 
including magazine, direct mail, sa 
manuals and house organ. Works w 
89-man sales force. Would loc 
within 100 miles of Chicago althou 
would prefer local connection. $75 
salary range. Complete, ——e 
sales promotion plan now p 
results. 


Box 7578, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
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Biggest Promotion 
Put Behind Libbey 


Table Glassware 


TOLEDO—Putting the largest ad- 
yertising program in table glass- 
ware history behind four new 
stemware and tumbler patterns, 
plus two previously introduced, 
Libbey Glass Division of Owens- 
Illinois has developed a complete 
spring merchandising program for 
its line. 

Advertising has been increased 
approximately 50% over last year, 
with copy appearing in House & 
Garden, House Beautiful, Ladies’ 
Home Journal and Life. Dealers 
are being given a complete mer- 
chandising packet, including news- 
paper ads, radio and TV scripts, 
point of sale suggestions and selling 
hints for sales people. 


s Biggest item in the point of sale 
line is a die-cut cardboard dis- 
play unit developed by W. L. 
Stensgaard and Associates, built so 
that any one of the four new spring 
patterns can be featured. It is 
available without cost to direct 
department store accounts. 

The unit is 38” wide, 32” high 
and 11” deep, and constructed so 


ARTIST 


Layout artist, with ability to hand let- 
ter and do spot drawings. A real op- 
portunity for a man anxious to assume 
increased responsibility. Howard Swink 
Advertising Agency, Inc., Marion, Ohio. 


Creative Man Available 
Ideal assistant for small agency head, 
possible future partner. Good record with 
clients, 3 national agencies since 1935. 
Sound thinker and writer. College grad- 
vate, 38, married. Minimum $12,000. 

Box 7584, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


Advertising + Publicity + Sales Promotion 
Mature executive, 20 years between top 
femnates and multi-million advertisers, 
ackage goods and high-unit mer- 
Vo ise. Spectacular idea-plan man who 
knows how to dramatize selling and ad- 
vertising. Exceptional film and tele ex- 
perience. ey er _ references. Present 
earnings top $ 
Box Tas, > ADVERTISING AG 
11 E. 47th St., New York 17, N. 


o 


mp oe a> 
9 STEMWARE dy LIBBEY GLASS 


FOR NEW PATTERNS—Die-cut cardboard display unit developed by Stensgaard for 

Libbey glass, designed so that four different magazine ads can be tipped on the 

background and identified, depending on which pattern of glassware is being 
featured. 


that it holds samples of the glass- 
ware as well as reprints of the 
magazine advertising. Any one of 
four different tie-in advertise- 
ments can be tipped on to the dis- 
play background, depending upon 
which pattern is being featured. 

Matching strips of Mystic tape 
imprinted with the logotypes of 
the four magazines are included 
with the display, so that which- 
ever ad is being featured, the 
proper identification can be in- 
cluded. 


Stations Add Displays 


Pennsylvania Railroad, New 
York, has approved 17 locations 
on both the upper and lower levels 
of the Pennsylvania Station in 
New York for three-dimensional 
advertising displays by Transit 
Advertisers Inc, New York. 
Transit Advertisers already has 
displays in the North and South 
stations in Boston and the Read- 
ing terminal in Philadelphia. 


Anderson Gets FCC Permit 


George B. Anderson, who oper- 
ates a radio station in Columbus, 
Neb., has been granted a permit 
by the Federal Communications 
Commission for construction of a 
station in Atlantic, Ia. It will oper- 
ate on 1220 kilocycles with 250 
watts, daytime only. 


the Media Department. He'll 
goes by. 


@ Write Box 7586, 


Media, Research Opportunity 


Here is a job that spells opportunity for the right man. It is 
offered by a leading, long-established advertising agency, 
one of the first twenty-five in America. 


This man (around 30 to 35 years of age) will have had 
from five to ten years hard-working, 
with market and media research in a major advertising 
agency. He'll be a consistent student of the latest develop- 
ments. He'll make an excellent impression with outside 
representatives and get along well with clients and agency 
executives. He'll work with a company officer supervising 


This man will be fast on his mental feet, blessed with imagi- 
nation and business balance, quick to sense the main points 
in media, research and marketing problems. He will be able 
to put media recommendations clearly and logically—ver- 
bally or in writing, or in visual presentations. He will be in 
love with advertising and his particular field. 


If he’s the right man, the work and rewards in this expand- 
ing situation are waiting—recognition of contributions to 
the agency progress, insurance benefits, pension retirement 
plan, ownership through stock. 

If your qualifications and ambitions honestly measure up 
to this unusual opportunity, write in full detail why and 
how. Please give starting salary and send picture, if pos- 
sible. All correspondence strictly confidential. 


11 E. 47th St., New York 17, N. Y. 


progressive experience 


expect to manage it as time 
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Who Travels Abroad? 
Ask the Caples Co. 


New YorK—An analysis of re- 
cent U. S. passport statistics made 
by the research department of the 
Caples Co. indicates marked 
changes in’ American travel 
habits, according to Hudson F. 
Meyer, vice-president of the agen- 
cy. 

The survey shows, Mr. Meyer 
said, that as far as travel in Eur- 
ope is concerned, our travelers are 
largely concentrated in the east- 
ern area of the United States, with 
definite trends toward the lower 
and middle income groups. In 
1949, 268,863 U. S. passports were 
issued or renewed. This was 16.5% 
greater than in 1948. 


ws Because many passports cover 
more than one person, such as hus- 
band, wife or minor children, it 
is estimated by Mr. Meyer that at 
least 30% should be added to the 
above figures. This means, he said, 
approximately 339,500 travelers 
were covered by the 268,863 pass- 
ports. 

Some unusual statistics uncov- 
ered by the Caples survey include: 
One out, of every five of our pass- 
port holders lives in New York; 
53% of the total live in five states, 
namely, New York, Pennsylvania, 
New Jersey, Connecticut and 
Massachusetts; about 75% of these 
passport holders gave Western Eur- 
ope as their destination; 12% plan- 
ned visits to Latin America. 


s Definite trends toward the low- 
er income brackets, as compared 
with 1938, are indicated by the 
occupations of travelers. 

In 1949, there were more skilled 
laborers (33,899), more clerks and 
secretaries (13,492), more farmers 
and ranchers (5,239), and fewer 
school teachers (9,973). Before 
the war, school teachers and col- 
lege professors, Mr. Meyer sa-d, 
represented a substantial part of 
our passport holders. Today they 
represent only 3.7%. 

Nearly half (45%) of American 
passport holders are foreign-born, 
naturalized citizens. 


To Conduct Sweater Drive 


Muter, Culiner, Frankfurter & 
Gould, Toronto, will direct a cam- 
paign for Dorothea Knitting Mills 
Ltd., Toronto. Four color insertions 
in rotogravure will carry the ini- 
tial advertising on Parkhurst 
sweaters for men. 


Plans Newspaper Institute 


The 37th annual newspaper in- 
stitute, sponsored by the Univer- 
sity of Washington School of Jour- 
nalism, will be held in Seattle 
April 20-22. 


Set Tea Association Date 


The 1950 convention of the Tea 
Association of the U. S. A. will 
be held Oct. 1 through Oct. 4 at 
the Greenbrier, White Sulphur 
Springs, W. Va. Edward J. Vinni- 
combe Jr., director, bulk and in- 
stitution division of McCormick & 
Co., New York, and vice-president 
of the association, will have gen- 
eral charge of the meeting, as- 
sisted by John A. Pierce, gen- 
eral manager of the association, 
and James H. Evans, promotion 
manager, William S. Scull Co., 
chairman of general arrangements. 


Two Appoint.Kastor Agency 


H. W. Kastor & Sons Advertis-' 


ing Co., Chicago, has been retained 
to handle the pevertiaing of Illi- 


nois Packing Co. and J. B. In 
rieden Co., both in Chicago. 


WHAT’S GOING O 


yeloping sales prospects on 

types of gueducts and i K, 

New Booklet No. 10 “How Busines: 
Clippings” tells the whole sio: 


BACON'S CLIPPING BUR 
BUSINESS ie tee FARM * GENER 


343 So. Dearborn St 


Chicago 


eros eeeeerccccccce, 
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Color 
Process Plate 
Specialists 


Doit Lot the BIG ONES got outay 
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Fishing for sales? Drop your bait 
where the big ones will grab for it— 
in the pages of TRANSPORT TOPICS, 
the only ABC poper devoted to truck- 
ing. Nine out of ten motor-freight car- 
riers—men who operate 1,000,000 
vehicles, own 51 percent of tractor- 
trailer combinations and spend $1'4 
billion on the things you sell—read 
and prefer TRANSPORT TOPICS. 


Gransport Topics 


The Notional Journal of the Motor -Freight Corrie 


Washington 6, D.C. 
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Paul Hoffman Expected to Get 
the $3.6 Billion He Wants 
WaASHINGTON—When the dust 
finally settles down, Paul Hoffman 
will get most, if not all, of the $3.6 
billion he is asking for the third 
year of his European recovery pro- 
gram. Part of the answer is Mr. 
Hoffman’s personal popularity 
with Congress. Another part is 
the record of his program, which 


By STANLEY E. COHEN, Washington Editor 


has achieved sufficient tangible 
success to merit respect. 

And finally, there 1s the fact 
that Eurone’s recovery is imper- 
tant to many Americans in terms 
of bread and butter. 

This third factor was brought 
home last week by Rep. Frances 
Bolton (R., O.), who warned the 
House that Europe still depends 
on Marshall Plan doliars for its 


purchases of U. S. 
equipment. 

“Cut off the program at this 
time,” she declared, “and a third 
of all the machine tool industry 
employes in the United States will 
be out of work immediately.” 

eee 

The movement for 2%¢ and 
T%e¢ coins needs more steam be- 
fore it can expect to succeed. Dur- 
ing two-day hearings before a 
Senate banking and currency sub- 
committee, the case for the “in- 
termediate” coins was presented 
almost entirely by soft drink bot- 
tlers. Though the coins are sup- 
posed to be of potential value to 
publishers, the publishing industry 
was without a word to say. 

Lacking further evidence of sup- 
port for the idea, the committee 


industrial 


will accept the advice of Mint Di- 
rector Nellie Taylor Ross, who 
says, “there is no popular demand.” 

Incidentally, Sen. Glen Taylor 
(D., Ida.), who conducted the 
hearing (he had the rostrum to 
himself most of the time), said 
he has no strong feeling one way 
or the other. 

eee 
Commerce Secretary Charles 


Sawyer may be the next cabinet 
officer on the congressional hot 
seat. His department’s “loyalty” 
program is already under study 
by the Senate commerce commit- 
tee. 

But the real fireworks, if any, 
could be set off by the resignation 
last week of Under Secretary Cor- 
nelius Vanderbilt Whitney. Whit- 
ney’s reasons for leaving after less 


Washington newspaper. 


No. 1 Marketplace — Washington, D. C. 
Thursday, February 2, 1950 


THE WASHINGTON STAR looks like this on an average 
shopping day . . . 72 pages (count ’em!) 
marketplace come more retail, classified and national adver- 
tisers and more buying-powered families than in any other 
In the prosperous Washington 
market, the first marketplace is THE STAR . . . where your 
selling program will get results. 


Into this busy 


Madison Ave., 
Tower, Chicago 11. 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by: O'Mara and Ormsbee, Inc., 270 
NYC; The John E. Lutz 
Member: Bureau of Advertising 


Co., Tribune 


ANPA, Metropolitan Group, Audit Bureau of Circulation. 


THE EVENING STAR BROADCASTING COMPANY OWNS AND OPERATES STATIONS WMAL, WMAL-FM, WMAL.TV 
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than a year at Commerce have not 
been explained. Reportedly, how- 
ever, he is fed up with the de 
partment’s internal politics. 

e ee 


Federal Trade Commission ig 
waiting impatiently for the Senate 
commerce committee to approve 
—or disapprove—Martin A, 
Hutchinson, Richmond attorney, 
named to the commission by Presi- 
dent Truman early last month, 
The commission has a backlog of 
about 30 major cases which it is 
holding up, pending the arrival 
of the new member. So far, Com- 
merce Committee Chairman Ed- 
win C. Johnson (D., Colo.) hag 
said nothing. His committee’s pol- 
icy will be determined after it 
learns whether Sen. Harry Byrd 
(D., Va.) plans to fight Hutchin- 
son—an anti-Byrd man. 

eee 


Perhaps George Washington 
really did sleep in all those rustic 
East Coast houses. In any event, 
Agriculture Department’s bureau 
of human nutrition reports there 
are plenty of farm houses in the 
northeast states which are about 
old enough to have accommodated 
the founding father. 

Not all go back to the revolu- 
tionary period, but according to 
“Farm Housing in the Northeast” 
nearly half the occupied farm 
houses in 12 states from West Vir- 
ginia to Maine were built at least 
100 years ago. The complete study, 
showing the kinds of homes farm 
families would like to have, is 
published by Cornell University 
Press, Ithaca, N. Y., ($4.50). 

a oa 

Public Health Service has issued 
a statement warning that x-ray 
shoe fitting machines are poten- 
tially dangerous. li says the ma- 
chines should be carefully in- 
spected and used sparingly. “Such 
voluntary measures failing, com- 
munity control measures should 
be instituted,” it declares. 


District of Columbia officials 
are opposing proposed legislation 
providing “voiuntary” fair trading 
tor alcoholic beverages here. Dis- 
tillers, wholesalers anu iciauers 
claim the pian woud e.uninate 
cutthroat competition, but public 
officials fear it would lead to 
higher prices. The District is one 
of the few parts of the country 
where fair trading is not permis- 
sible. 

eee 

If you have been reading about 
the House lobbying investigation, 
chances are it was in tiie buck 
pages of your newspaper, jor lune 
nearings wnicn opened monary 
are just as unexplosive as Chair- 
man Frank Bucnanan (D., Pa.) 
su wey would ve. Hign pomt 
vpenig day came when Prof. 
madiey Caniril, airector of Public 
Opiniwn Kesearcn at Princeton Uni- 
versity, warned tnat lobbies for 
veterans, farmers and labor are 
often “misleading.” When jarm 
wooyisls were aAemanding subsi- 
Wes WN Lvtv, ne Teported, only 14% 
of tne farmers knew what a sub- 
sidy was. “More than half,’ he 
added, “hadnt the vaguest idea.” 


KECA-TV Boosts Rates 

Station KECA-TV, Los Angeles, 
has issued Kate Cara No, 2, listing 
rate changes effective Aprul 1—tne 
Station’s tirst increase since it went 
on the air iast Sept. 16. New Class 
A nighttime rate for film shows is 
$6UU; Ior live studio snows, $700. 
Class A time is /-11 p.m., PS1t, 
monday tnrough Saturaay, an ex- 
tension Of a naif hour, and trom 
12 noon to 11 p.m. Sunday. 


Caldwell-Clements Ups Reed 


Howard Reed has been appointed | 


sales manager of sete-1ecn, tele- 
vision and teie-communication en- 


gineering magazine published by? 


Caldweli-Clements Inc., New York. 
He was formerly assistant sales 
manager, having joined the pub- 
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Lawsuits Start 
in Fair Trade 
Fight in N. Y. 


New YorK—General Electric Co. 
began a major offensive in the 
continuing fair trade war between 
manufacturers and “get it for you 
wholesale” dealers March 28 by 
serving R. H. Macy & Co. with a 
notice of a motion to enjoin the 
store from selling GE appliances 
pelow fair trade levels. 

The motion is returnable April 
10 in the supreme court of New 
York County. 

General Electric has drawn up 
affidavits to be filed with the court 
alleging that Macy’s has sold the 
GE F-40 steam iron at $3.59 below 
the fair trade minimum of $17.95, 
and the G-39 sandwich grill at $3 
below the fair trade par of $14.95. 


s The motion for an injunction 
was the first major move by an 
electrical manufacturer against 
Macy’s since the store forced the 
fair trade issue before manufactur- 
ers a month ago by cutting the 
prices of electrical housewares. 
Legal action by manufacturers 
other than General Electric has 


, been confined to filing petitions 


for injunctions against discount 
houses underselling Macy’s. 

General Electric’s action fol- 
lowed a warning letter to retailers 
(AA, March 27) enumerating the 
GE appliances merchandised un- 
der fair trade agreements and 
clarifying its intention to main- 
tain prices according to the fair 
trade laws. 

Confirming General Electric’s 
move, Richard Weil Jr., president 
of Macy’s, was confident that the 
store’s position in the fair trade 
issue is very strong. 

“It is our belief, however,” Mr. 
Weil said, “that our defense in this 
case should be withheld until such 
time as it is presented in the courts. 
Our policy in this matter has been 
to make no comment until our 
views may be presented in full in 
court.” 


# In announcing its action, Gen- 
eral Electric reported that similar 
actions are being started against 
other retailers in the metropolitan 
area. The announcement did not 
name the additional retailers. 

Elsewhere on the fair trade bat- 
tlefront, other electrical manufac- 
turers were engaged in minor 
skirmishes with discount houses, 
with the possibility of a full-scale 
battle on the horizon. 

Landers, Frary & Clark, New 
Britain, Conn., manufacturer of 
Universal products, had filed a 
petition for a temporary injunction 
in New York’s supreme court be- 
fore the week began through its 
counsel, Jackson, Nash, Brophy, 
Barringer & Brooks. 

Supreme Court Justice Aaron 
J. Levy granted a temporary re- 
Straining order against a dozen re+ 
tailers, and at a hearing March 28 
postponed further consideration of 
the case until April 4. 


® With the petition for Universal 
products was a complaint seeking 
a permanent injunction to restrain 
the defendants from advertising, 
offering for sale, or selling at retail 
commodities merchandised under 
the Universal trademark at prices 
other than those stipulated by fair 
trade agreements. 


Named in the petition by Lan- 
ders, Frary & Clark were Monarch 
Saphin Co.; Masters Inc.; Discount 
Merchandise Corp.; Employes 
Trading Co.; James Gary; Disco 
Inc.; ERB Electrical Supply Inc.; 
Adelman’s Gift Shop; L. Gabler & 
Sons; Brisk Forman Sales Co.; T. 
S. Alling, and Rubin Bragoff. 

General Mills, Minneapolis, also 
is seeking an injunction against 
World Happiness Products for al- 
leged underselling of steam irons, 
attachments and automatic toast- 
ers. An affidavit was submitted by 
Fred Wood, General Mills’ New 
York sales manager, stating that 
World Happiness Products broke 
its fair trade agreement. Justice 
Levy granted an interim stay bar- 
ring World Happiness Products 
from cutting General Mills’ prices. 


es Another legal action involved 
Sunbeam Inc., Chicago, which re- 
ceived a temporary restraining or- 
der against Masters Inc. and 
Charles Appliances Inc. Sunbeam 


charges that both houses disre- 


SEND YOUR CONTRISUTION TO 


“CANCER 


CARE OF YOUR LOCAL POST OFFICE 


EVERYBODY GIVES TO CANCER 


ALL DIGGING—This is one of a series of 
ads publishers will be using in April to 
cooperate with the American Cancer 
Society during Cancer Control Month. 


garded fair trade agreements in 
selling irons, toasters and electric 


shavers. 

Westinghouse Corp., Pittsburgh, 
still to file its first legal action, 
got into the battle with a letter to 
all New York retailers warning 
that the company will “protect its 
rights against reported violators.” 

McGraw Electric Co., Elgin, IIil., 
in notifying its retailers by letter, 
enclosed a copy of its fair trade 
contract in effect in New York and 
warned that price cutting move- 
ments by retailers would receive 
“vigorous investigations.” 

In New York, McGraw Electric 
Co. has filed action in the supreme 
court under the Feld Crawford Act 
against Charles Appliances, Drake 
Home Appliances, Marks Appli- 
ance Co., Oscars Inc., Square Deal 
Stores and Lee-Green Supply 
Corp. The company also has moved 
against Kimball Jewelers Inc., 
Boston, Wholesalers Outlet, Chi- 
cago, and Queens Jewelry, Ho- 
boken, N. J. 


Fada Presents New TV Line 
Fada Radio & Electric Co., New 
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York, has introduced a new line 
of TV sets to retail from $199.95 
to $359.95. These sets, which rep- 
resent the company’s first bid for 
the mass market, in effect are two 
lines—one designed for good re- 
ception areas and the other for 
fringe areas. 


CUTS, ELECTROS 
MATS, ARTWORK 
PHOTOS, PROOFS 
SAMPLES, ETC. 


In Dancy Storage tiles 


Inexpensive kraft board vertica/ files that enable 
you to store a whale of a lot on little shelf space 


without stacking. Made in 9 convenient sizes 
8% x 11 in. to 11 x 14 in., 1, 2, and 3 in. deep. 
Easily indexed - contents labels or file numbers 
are always in sight for instantaneous FINDING! 


DANDY STORAGE FILE Co. {Ugratae 
BOX 125-8 WAUSAU, WISCONSIN | and Prices 


They find it is of value to them in its unique 
ability to clarify the confusion of present- 


day situations. 


buy 


They find it is of value to them to have all 
sides of a vital, timely theme discussed, to 
give a fresh focus on the facts of the day. 


“Since I have been making a habit of 
reading THE-REPORTER, I have been 
impressed with the depth and accuracy 
of its discussions of situations which are 
ordinarily quite confused. You have 
clarified my thinking about many areas 
of public and international affairs. This 
sort of editorial service, which I believe 
is not duplicated elsewhere, should give 
THE REPORTER an important place in 
the readership of the most important 
people in the country—important from 
the standpoint of their ability to influ- 
ence public opinion.”—G. D. CRAIN, JR., 
Publisher, Advertising Age. 


“One feels a background of ripe scholar- 
ship for the realistic discussions of cur- 
rent issues in your pages that quite an 
audience of Americans must find both 
congenial and stimulating. I applaud 
also your plan of making each number 
topical, treating different aspects of a 
unifying theme.”—DR. E. G. NOURSE, for- 
mer economic adviser to the President. 


They find it is of value in helping them de- 
cide what actions will constructively assist 
the national welfare. 


They find it is of value to have facts and ideas 
sorted out of the welter of opinions and 
headlines to assist them in thinking clearly. 


“In a time when sound, clear, and cogent 
thinking is so badly needed on the issues 
of the > , The Reporter has come for- 
ward and offered us a regular, balanced 
diet of it.”—BERNARD J. SHIEL, D.D., Aux- 
iliary Bishop of Chicago. 


They find it is of value to have a compre- 
hensive grasp of the major poo ex- 
pressed clearly and impartially. 


“The coverage of the most important is- 
sues of the moment is decidedly compre- 
hensive.”—SUMNER WELLES, former Sec- 


“The Reporter promises to fill an im- 
portant place in the consideration of our 
governmental policy and to be one of 
the most distinguished journals of our 
day.” — REP. JACOB kK. JAVITS, House 
Committee on Foreign Affairs. 


They find it is of value because it is depend- 
able, honest, and is a new approach to in- 
telligent journalism. 


Always Dependable Quality and Service 
a aos 
RAVING COMPANY ~ 

208 S. STATE Si. ST. JOSEPH. MICH. 

PHOTO ENGRAVING -ART-COPY-LAYOUT 


A ONE COLUMN CUT UR A 
COMPLETE COLOR SOOKLET 


retary of State. 
The policy-making, thinking 
leaders in government, business, 
labor and the professions are 
the readers of THE REPORTER. 


They are the 
wish to reach 


—— 


people you may 


with your message. 


‘Reporter 


“Those of us who have read it are un- 
animous in the belief that you have 
started something both worthwhile and 
needed in the magazine field.”"—coL. HER- 
MAN BEUKEMA, U. S. Military Academy. 
“The Reporter is a ‘must’. . . The man- 
ner in which The Reporter approaches 
a given subject from a variety of angles 
is something new and exciting in peri- 
odical journalism.” — CHET HUNTLEY, 
C.B.S. news commentator. 


cae In case you are not 
familiar with this 
stimulating new mag- 
azine, write for a sam- 
le copy (on your 
Ccsiness stationery) to 
HOUSTON BOYLES, 
Advertising Manager, 
THE REPORTER, 
920 East 42nd Street, 
New York 17, N. ¥. 
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New Bank Is Sold 
on Innovations as 
Business Builders 


MANCHESTER, CONN.—The newly 
established First National Bank 
of Manchester is going all out to 
attract patrons. . 

In addition to printing check 
books for left-handed customers 
(the stubs are on the right hand 
side of the book), the First Na- 
tional has purchased paper um-- 
brellas which it is passing out 
freely to customers who are caught 
inside the bank during a rainstorm. 


s Another innovation adopted by 


Photography - 
Assignments covered from coast to coast. Photos with 
stories, facts and figures for advertisers and. ditrs. 


Sic Write for booklet nct 


ne SERY 


38 PARK PLACE NEWARK 


the bank has been a standard dress 
for feminine employes. The girls 
got together and finally agreed on 
a green wool dress as their winter 
“uniform,” 

They also wear the same cos- 
tume jewelry on the dresses—a 
pin with the letters “FMB,” for 
First Manchester Bank, 

Still another departure from 
traditional bank procedures in- 
volved employe selection tech- 
niques. All of the job applicants 
were given a battery of tests to de- 
termine job qualifications. Sixty- 
five took the test; eight were hired. 


Dorland Names Werden 

Dorland Inc., New York, has ap- 
pointed Richard Werden, formerly 
with Norman D. Waters & Asso- 
ciates, as a space buyer in its me- 
dia department. 


Visking Names Hayhurst 

Visking Ltd. Lindsay, Ont., 
manufacturer of synthetic sausage 
casings, has appointed the F. H. 
Hayhurst Co., Toronto, to direct 
its advertising. 


CUTEX. 22 10 
a0efe vr 


SALES APPEAL—Two new counter merchandisers for Northam Warren Corp. At 

left is Cutex 10¢ display assortment, featuring a cross section of the fastest selling 

shades in the line, plus oily polish remover. At right is a merchandising unit for the 
Cutex nail white pencil. 


Montreal Paper Names Two 
Gazette Printing Co., publisher 

of the Montreal Gazette, has 

named Allan B. Wilgar, Toronto 


representative for many years, as 
assistant advertising manager. The 
company also has appointed R. S. 
White as promotion manager. 


THE 


CALL-BULLETIN IS THE WINNER 
IN PROSPEROUS SAN FRANCISCO 


You can't crash the winner's circle in 
San Francisco by dashing off in all 
directions at once. Or by horsing around 
all over the map of northern California. Or 
by trying to back into nearby metropolitan 
markets that have their own favorite 


metropolitan newspapers. 


The Call-Bulletin leads the field in San 
Francisco. And in the prosperous suburbs 
directly north and south of the city. It's 


an odds on favorite among daily news- 


paper readers. 


That's why The Call- 


Bulletin is a favorite with both national 


and retail advertisers. 


tHE Cai-BuLLetin 


SAN FRANCISCO'S FRIENDLY NEWSPAPER 


‘A MOLONEY, REGAN & SCHMITT REPRESENTATIVE 
CAN GIVE YOU THE FACTS ON THE SAN FRANCISCO 
MARKET . . . STRAIGHT FROM THE HORSE'S MOUTH 


‘ 
uy 


Advertising Age, April 3, 1 
N. Y. Grocers Plan 


Biggest ‘Thanksgiving 
in Spring’ Promotion 


New York—The fourth annual 
“Thanksgiving in Spring” promo- 
tion of the New York State Food 
Merchants Association, which 
takes place April 17-29, will be 
the “largest retail grocery promo. 
tion in history,” according to 
George Kraus, director of the cam. 
paign. 

Mr. Kraus, formerly advertising 
manager of Associated Food Stores, 
said the event will embrace virtu- 
ally every retail grocer in the state, 
The association has about 12,000 
members. 


s Main feature of the promotion 
will be a contest in which prizes 
will be given to both customers 
and grocers. An ad character, “Miss 
Thrifty,” has been created. A well. 
known personality, she will appear 
in newspaper, handbill and poster 
advertising. Radio, television and 
other media also will be used to 
invite women to identify her from 
clues given out regularly. 

Lester “L” Wolff Advertising 
Corp. will handle the advertising 
and coordinate the promotion. The 
association -itself will not adver- 
tise but will supply mats, copy 
and display material to member 
stores. 


TV Newspaper Ads 


Show Big Increase 


New YorK—Huge gains in man- 
ufacturer-dealer cooperative ad- 
vertising of television receivers are 
reported by Media Records. Linage 
tallies covering 34 TV markets 
showed a January volume double 
that of January, 1949, and Febru- 
ary volume more than triple that 
of the same month last year. 

The first two months combined 
show a gain of 162%. 

In addition to these gains, there 
has also been an increase of 11% 
in general advertising placed by 
television manufacturers in these 
cities. 

Comparative linages for the two- 
month total are: cooperative, 6,- 
244,239 in 1950, 2,383,671 in 1949; 
general, 1,319,579 in 1950, 1,190,- 
129 in 1949, 


Hughes Succeeds Bowland 


Automatic Electric (Canada) 
Ltd. has appointed Carman R. 
Hughes as manager, telephone 
sales division, at the main office 
in Toronto. He succeeds the late 
Roy S. Bowland. Mr. Hughes will 
be responsible for sale of all types 
of communication and electrical 
control equipment and associated 
supplies. 
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4 Enter the 


CFAC 


annual awards 


40 
magazines. 7 


—including supplements 
1. Product selling campaign—Color 
2. Product selling campaign—B &W 
3. Institutional campaign—Color 
4. Institutional campaign—B &W 


magazines (industrial and business) 
1. Product selling campaign—Color 

2. Product selling campaign—B &W 

3. Institutional campaign—Color 

4. Institutional campaign—B &W 


farm publications 

1. Product selling campaign—Color 
2. Product selling campaign—B &W 
3. Institutional campaign—Color 

4. Institutional campaign—B &W 


Time is short for entering the Chicago Federated Advertising 
Club 8th Annual Awards Competition. Closing date is April 7. 
Every advertiser, agency, radio and television producer... 


every printer, lithographer, engraver, art studio and typog- 


rapher in the Chicago area should enter. You may win one of 
Chicago's most coveted advertising awards. And by contribut- 
ing to a representative showing, you can further Chicago's 


reputation as a source of fine and effective advertising. 


Pick your classifications now and get your entries in this week. 


D newspapers 


1. Nat'l or regional campaign, institutional 
2. Nat'l or regional campaign, product selling 
b. 400 lines or less 


a. Over 400 lines 
3. Local campaign, institutional 
4. Local campaign, product selling 
a. Over 400 lines 


E outdoor and transportation 


1. Poster campaign—24-sheet 

2. Poster campaign—3-sheet or less 
3. Single poster—24-sheet 

4. Single poster—3-sheet or less 

5. Painted boards and spectaculars 
6. Car cards 


F direct mail 
1. Single mailing piece 
2. Mail campaign 
3. Catalogs and external house organs 
4. Booklets and brochures 
5. Annual reports 


5 p.m., April 7 

All entries should be sent to 
Chicago Federated Advertising 
Club, 139 North Clark Street, 


information or entry blanks, 


Closing Date 


Chicago 2. For further 
phone FRanklin 2-5365. 


b. 400 lines or less 


awards in these 9 classifications 


point of purchase 

1. Window 

2. Counter 

3. Other temporary displays 
4. Permanent displays 


radio (separate awards for local and 
network entries) 


1. Programs—Drama, variety, music, news, audi- 
ence participation, juvenile, disc jockeys, etc. 

2. Special Features—Sports, public service, 
women’s shows, news on the spot, veteran's 
shows, etc. 

3. Commercial announcements, including sta- 
tion breaks. 


television (separate awards for local 

and network entries) 

1, Programs—Drama, variety, music, news, 
juvenile, audience participation, sports, etc. 

2. Commercial announcements, including sta- 
tion breaks—live and film. 
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HEART OF THE 
PACIFIC NORTHWEST 
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FOR MORE SALES IN THE 
PACIFIC NORTHWEST 


If it's more sales you want in the Pacific Northwest it will pay you 
well to swing your loop in the rich, productive Spokane Market. 
Spokane and the surrounding Inland Empire trade area form a market 
almost unique in the United States, because, endowed with extraordi- 
nary natural resources, this district is walled in by rugged mountain 
ranges. Although the very heart of the booming Pacific Northwest 
region, the Spokane Market is distant from and independent of coastal 
influence. 


Spokane’s Inland Empire has a net effective buying income well 
over a billion dollars, and does as much retail business as the city of 
Pittsburgh. With tremendous government projects continuing to pro- 
duce new wealth—with basic industries of Livestock, Agriculture, Min- 
ing, Lumbering and Light Metals sound and steady—all signs point to 
success for advertisers during 1950. 


and 


Here’s a responsive, wealthy market in which you'll want to swing 
your loop if you want more sales in the Pacific Northwest. The tested 
way—the easiest way—is to give your advertising the benefit of the 
dominant circulation and high readership of The Spokesman-Review 
and Spokane Daily Chronicle. They are local newspapers to prosper- 
ous Spokane Market residents and there are 23% more of these buy- 
minded folks today than in 1939. Are these influential newspapers on 
your list? 


AE ESEY 2 RETEST: 
Combined Daily ° 
CIRCULATION — 
Now Over Sy 


Analysis 


150,000 


Know how your product ranks in 
one of the West's major markets. 
Address your request to the Gen- 
eral Advertising Division. 


Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, Detroit, 
Los Angeles, San Francisco. Color Representatives, SUNDAY SPOKESMAN- 
REVIEW Comic Sections: Metropolitan Group. 
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Advertising Age, April 3, 1950 


PHOTOGRAPHIC 
REVIEW 


BROCK RANCHERS—Discussing the new “Brock Bar Ranch” show, aired on CBS Satur- 

days 7-7:30 p.m., are (left to right) William W. Neal, partner in Liller, Neal & 

Battle, Atlant the Ch ga candy maker’s agency; W. E. Brock Jr., president, 

Brock Candy Co.; Sunshine Sue, emcee of the show; and Tom Connolly of CBS. The 

show, which begen April 1, is being aired initially on 40 stations in 13 states in the 
company’s area. 


EASEL BOX—Richard Hudnut’s new kit holding a lipstick and trial size jar of So- 

phisti-creme forms an easel when the wings of the box are locked at the back of the 

carton. Colors are blue, pink, green and gold, and the carton is finished in high 
glos= varnish. It was produced by the Lord Baltimore Press. 


TOURIST PROMOTION—H. Victor Grohmann (facing camera), president of Need- 

ham & Grohmann, gives an outline on methods used by American advertisers in pro- 

moting the tourist trade to this group of western European travel specialists who 

were brought to New York in ction with a tech istance project sponsored 
by the ECA. 


EXPERIENCE PLUS—Alvin Dodd, honorary president of the American Management 
iation, addresses the association’s recent marketing conference in New York. 

The others at the speakers’ table are C. L. Gauck, market research director of 

Geare-Marston, and W. T. Montague, vice-president of Norton Mfg. Co. 


PURE OIL TEAM—H. V. Kaltenborn and 

Rawleigh Warner, president of Pure 

Oil Co., sponsor of Kaltenborn’s com- 

mentaries on NBC, dine together in the 

Chicago M and le. +, yY 

at the opening of a new exhibit by 
major oil companies. 


SNACK SUGGESTIONS—Canada Dry 

Ginger Ale promotes foods for serving 

with beverages in addition to its own 

products with this point of sale merchan- 

diser that ties in with magazine promo- 

tion. J. M. Mathes Inc., New York, han- 
dles the account. 


ae ey ‘ 


NEW-—This midget Arvin portable radio 

(foreground), set to hit the national mar- 

ket about May 1, will be promoted in na- 

tional and farm magazines. The price, 

less girl and batteries, is $16.95. Roche, 

Williams & Cleary, Chicago, is the 
agency 


MIAMI LEADERS—Newly elected officers of the Advertising Club of Greater Miami 

taking over April 1 are (left to right, seated): Charles M. Schwartz of Fuchs Baking 

Co., 2nd vice-president; Horace W. Scott of Station WGBS, president; and Ernest L. 

Foss of Pan American World Airways, Ist vice-president. Standing are Richard E. 

Hinman of Hinman Photography, treasurer; and Bradford Wyckoff of Wyckoff, 
Parish & Polk Advertising Agency, secretary. 


CHICAGO BACKERS—Mabel Obenchain (second from left), president of the Women’s 

Advertising Club of Chicago, signs a nomination for one of five Chicago area con- 

testants for the Advertising Woman of the Year award, presentation of which will 

be a feature of the AFA convention in Detroit May 31-June 3. Left to right are 

Genevieve Lemper, Foote, Cone & Belding; Mrs. Obenchain; George Harper, Ruth- 

rauff & Ryan, chairman of the award committee; and Grace Ator, Hamilton Adver- 
tising Agency. 


‘HI-YO SILVER’—James Paps (right), retiring president of the Northern California 

Ford Dealers Advertising Association, receives a set of silver spurs from Vic Arm- 

strong, account executive of J. Walter Thompson Co., San Francisco, at a luncheon 

honoring Mr. Paps’ five years as head of the association. At left is Les Lutz, Rich- 
mond district sales manager for Ford. 


GOLDEN START—Franklin Wheeler, left, and Emil Brisacher, prin- 
cipals of Brisacher, Wheeler & Staff, share a gold plated shovel 
to turn the first earth for construction of the San Francisco 


agency’s new building on Bush St., with their staff witnessing 
the ceremony. The building, which will contain 10,000 sq. ft. of 
floor space, is expected to be ready in September. 
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Bigger Ad Budgets Pay Off When 
Sales Drop, Rockwell Report Shows 


PirtssurGH—A policy of fight- 
ing reduced sales and tightened 
markets with increased, rather 
than reduced, advertising and sales 
expenditures is paying off for the 
Rockwell Mfg. Co., W. F. Rockwell 
Jr., president, reported to his 


stockholders in the company’s 1949 
annual report, just released. 

The report is also significant in 
that it is one of the very few in 
which a company management has 
defined its marketing policy and 
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accomplishments as a factor in 
maintaining profits and increasing 
assets. 

Two paragraphs from the an- 
nual report highlight the aggres- 
sive Rockwell policy. The share- 
holders are told: 


a “As sales tightened during the 
past year, the sales force was ex- 
panded and the advertising appro- 
priations were increased. It is our 
belief that well planned sales and 
advertising programs are the only 
solution to our problem in a period 
of shrinking markets. Although ad- 
vertising expenditures are con- 
stantly compared with sales for 
control purposes, the size of adver- 
tising budgets is dictated by the 
cost of the job to be done and cur- 
rent evaluation of results, rather 


than by an arbitrary expense-to- 
sales percentage figure. The defi- 
nite rise in sales during the latter 
part of 1949, which is continuing 
in early 1950, confirms this pro- 
gram.” 


= In evaluating the future, Mr. 
Rockwell also reports to his stock- 
holders: - 

“In summary we believe there 
will be a good market for our prod- 
ucts in 1950. We offer quality prod- 
ucts in each of our many lines, in 
all cases fairly priced. We feel that 
we have selected the best method 
of distribution for each product. 
Our. sales organization is well 
trained and aggressive. Effective 
advertising, geared to the specific 
prospective markets for each prod- 
uct, is extensively used to sup- 
port direct sales effort. The suc- 
cess of this combination in 1949 
is demonstrated by comparison of 
your company’s sales, and earnings 
of competitive companies. We be- 
lieve we can improve our com- 
petitive position in 1950 in many 


eS ics. aah 5 “2 


of our lines.” 


a While many business economists 
and marketing executives have 
long decried the practice of sharply 
trimming advertising and sales ap- 
propriations when sales dipped, 
few companies are known to have 
heeded their advice. Especially has 
this been true in the industrial 
goods field. 

Consequently, an exclusive ApD- 
VERTISING AGE story (Oct. 10, ’49) 
quoting Mr. Rockwell as an ad- 
vocate of a more progressive mar- 
keting policy created wide interest. 
Mr. Rockwell at that time stated 
that as a matter of company prac- 
tice, advertising and sales bud- 
gets were kept flexible to quickly 
meet changing conditions, so that 
extra effort could be put behind 
specific products where competi- 


tion, changing markets or new 
products indicated it would be 
profitable. 


a Since then, the most spectacular 
example of Rockwell thinking in 


The Nestle’s Instant Cocoa and Chocolate Bar 
television enmmercials, produced for Cecil & Presbrey, Inc. by 
_ "The Jam Handy Organization, offered problems which ars solved — 

by the techniques of full animation and stop motion. 

To get entertainment values in commercials — to make 

television do a selling job — progressive advertisers and 
agencies are invited to supplement their own staff efforts 
with specialized, professional help. 
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action was the manner in which 
the company introduced a new 
lubricant for its Nordstrom plug 
valves last fall. 

The new lubricant, called Hy. 
permatic, was put on the mar. 
ket with a campaign embracing 
spreads in a long list of business 
papers, a publicity campaign 
covering newspapers, news 
magazines, business papers and 
the financial press, advertis- 
ing in financial newspapers, 4 
coast-to-coast tour of demonstra- 
tions in key cities, regional sales 
meetings, direct mail, point of sale 
material and other dealer material, 
all in addition to the regular Nord- 
strom sales promotion budget. 


a “This campaign demonstrates the 
marketing flexibility we try to 
achieve,” Mr. Rockwell points out, 
“One of our research laboratories 
had been working for many years 
for a lubricant that would work 
automatically in our Nordstrom 
valves. Once we were convinced 
we had found it—once it had been 
thoroughly tested and proved—we 
wanted to put it on to the market 
as quickly as possible, and to gain 
acceptance for it in the trade, not 
gradually, but immediately. 

“An extra sales and advertising 
appropriation was granted as soon 
as a fully conceived program was 
presented and the campaign was in 
full swing in a matter of less than 
two months. We feel that as com- 
petition gets keener, the premium 
on flexibility and fast action will 
be increasingly great.” 


= Mr. Rockwell finds nothing re- 
markable about discussing mar- 
keting plans and policy with stock- 
holders. 

“As we see it,” he says, “it is our 
responsibility to inform our share- 
holders on the more important 
factors in our business operation. 
A few years ago, for instance, 
when inventories were a matter 
of major concern in most com- 
panies, we dwelt on our inventory 
position and plans at some length 
in our reports. 

“Today, our inventories are under 
close control and at substantially 
lower levels, and marketing is a 
principal management concern. It 
is taking a greater share of execu- 
tive time than it did a few years 
ago, and we believe that our stock- 
holders are interested in that fact.” 


w Sales of Rockwell Mfg. Co., in 
common with those of many con- 
cerns in both the industrial and 
consumer fields, declined in 1949 
from 1948 when accumulated post- 
war demand was still unsatisfied 
for some products. Sales in 1949 
were $60,739,000, compared with 
$70,540,000 in 1948, but despite re- 
duced prices on some commodities, 
close operational control resulted 
in earnings of $3.15 per share in 
1949 compared with $3.12 in 1948. 
As a per cent of sales, 1949 net 
profit was 9.7% compared to 8.2% 
in 1948. 

The company’s products include 
such varied articles as Delta, Cres- 
cent, Multiplex and Delta-~-Home- 
craft power tools; Nordstrom and 
Edward valves; Pittsburgh-Equi- 
table water, gas, petroleum and in- 
dustrial meters and gas regula- 
tors; Ohmer taxi meters, fare reg- 
isters and cash registers; V & O 
presses; Rockwell packaging ma- 
chines; castings, refrigeration 
hardware and other miscellaneous 
products. 


Advertises New Mattress 
Windsor Mattress & Equipment 
Co. is advertising a new type of 
mattress, the Heated Slycon, to 
the furniture trade in Canada. 
Elton M. Plant Advertising Agency, 
Windsor, handles the account. 


Alice Carey Joins Lesly 


Alice Carey, former managing 
editor of two fashion magazines, 
has joined the staff of Philip Lesly 


Co., Chicago, public relations. 
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SAYS LAWRENCE L. ESTERSON 
VICE-PRESIDENT OF 
CAT’S PAW RUBBER COMPANY 


rtising 
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a certain logical steps an advertiser can take that make a lot of sense. 


“There’s no surefire formula for advertising success, but there are 


<a “Here at Cat’s Paw, we and our advertising agency have found it profit- 


— able policy to segregate mass magazines by editorial appeal . . . picture, 
ss news, service, comic, confession-fan, farm, general and fiction. 
our 
share- 
sre ““POPULAR’s Fiction Appeal suits our purposes well because people 
re buy these all-fiction magazines for one purpose—to read. Proof of that is the 
n Tr 
com- 30% ‘noted’ Starch rating of a 28-line Cat’s Paw. ad in the Popular Group. 
entory 
length 
aoe **Since our job is to register Cat’s Paw Heels (and Soles) in the minds of 
atially as many millions of men and women we can get for our dollars, POPULAR’s 
Be f effective combination of fiction appeal plus high readership at low cost is 
‘xecu- 
years 
stock- 
fact.” 


a good ‘buy’ for us.” 
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9 net 
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MORE AND MORE ADVERTISERS ARE BUYING POPULAR’S FICTION APPEAL 
Big advertisers like GILLETTE and UNITED ARTISTS. Successful smaller unit 
users like STAR BLADES, BROMO SELTZER. Coupon counters like BELTONE 
HEARING Alps. Cartoon users like WHEATIES. Color pages and black and white 
. . . food, drugs, liquor, wearing apparel, tobacco . . . they’re all here... 
buying POPULAR’s fiction appeal to sell 2,150,000 men and women . . . at 
the record low of $1.20 per page per thousand. For all the facts, get your 
copy of, “The 8 Magazine Avenues to the Mass Market.” 
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MAGAZINES OF ADVENTURE, ROMANCE, MYSTERY, SPORTS, RAILROADING, DETECTIVE AND WESTERN TALES. 


aging 205 EAST 42ND STREET, NEW YORK 17, N.Y. «© 333 NO. MICHIGAN AVE., CHICAGO 1, ILL. + 427 WEST FIFTH ST., LOS ANGELES 13, CALIF. 


Lesly Prepared by Royal & deGuzman 
Ss. 
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Shields Named to PR Post 


William A. Shields has been 
named public relations officer of 
Montreal Locomotive Works Ltd., 
Montreal. He was formerly a part- 
ner in a Toronto public relations 
concern. 


Kassebaum Joins Ideal 

Ideal Publishing Corp., New 
York, has appointed Karl Kasse- 
baum, formerly merchandising 
manager of the Lane Co., as east- 
ern advertising manager of Ideal 
Women’s Group. 


Names Peterson & Kempner 


Peterson & Kempner, New York, 
has been retained to handle the ad- 
vertising of Miracaloy Corp., New 
York, manufacturer of steel hard- 
ening compounds. Trade publica- 
tions and direct mail will be used. 


Patten Joins Farm Magazine 

Curtis Publishing Co., New 
York, has added Raymond B. Pat- 
ten, formerly eastern advertising 
manager of Farm Implement News, 
to the sales staff of Country Gen- 
tleman. 


RALPH W. RUNNELS 
Advertising Director 


DAVID R. HAWORTH 
National Advertising Mar. 


BURKE, KUIPERS & MAHONEY, INC. 
National Representatives 
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With Apologies to Toni 


You'll see HER in Houston Stores 
after she sees YOU in The Post 


Advertising Age, April 3, 1956 
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OUTDOOR CHAIRMAN—Following his 
election as honorary chairman of the Na- 
tional Outdoor Advertising Bureau, Henry 
T. Ewald (right), president and chairman 
of Campbell-Ewald Co., received congrat- 
ulations from Herbert S. Gardner, chair- 
man of Gardner Advertising Co. The 
silver coffee service was presented to Mr. 
Ewald by the board. 


Toy Sales Prospects 
Gain; Prices Steady 


NEw YoRK—Toy manufacturers 
are looking for a 1950 production 
considerably higher than last 
year’s $300,000,000 (manufacturers’ 
value), on the basis of orders’ and 
commitments received at the two- 
week American Toy Fair, which 
closed here last week. 

Orders placed and attendance at 
the show, including 11,000 buy- 
ers, broke all previous records, 
according to Arthur M. Raphael, 
president of Toy Manufacturers of 
U. S.-A., sponsor of the event. 
The wares of some 1,200 manu- 
facturers were displayed. 

Responsible for the high volume 
of orders, he said, are present store 
inventories, reportedly the lowest 
in years, and chain and variety 
stores’ plans for large-scale spring 
and summer promotions. 


s There is general recognition in 
the industry now, he said, that 
year-round promotion is the best 
means of expanding volume. Fa- 
cilities for handling Christmas 
business are already overtaxed, he 
added. 

Considerable research progress 
in serving children’s needs at all 
ages was evident in the new lines 
shown, said Raphael. Prices quoted 
were at or below 1949 levels. 

Manufacturers’ estimates of the 
increase in orders over last year 
ranged from 15% to 25%. 


‘American Builder’ Sets 
New Closing Dates 


Coincident with a change of 
printers the American Builder, a 
Simmons-Boardman publication, 
Chicago, has established new clos- 
ing dates for advertising, effec- 
tive with its May issue. The new 
dates are: preferred positions and 
color, 3rd of preceding month; 
b&w, 9th of preceding month. Be- 
ginning with the July issue, a 
three-column format will be 
adopted. Ad sizes available will 
be full-page, %, %, % and % of 
a page. There will be no rate in- 
crease. 

The magazine from May on will 
be printed entirely by letterpress, 
instead of the present combination 
of rotogravure and letterpress, and 
paper stock will be increased in 
weight and quality as soon as 
practicable. Kable Bros., Mt. 
Morris, Ill., has been printing the 
magazine. The new printer will be 
the Hughes Printing Co., Bristol, 
Conn. 


Sigma Names Buchanan 
Sigma Products Corp., New 

York, manufacturer of Breath-o- 

lator, has named Buchanan & Co., 


New York, to handle its advertis- 


ing. No media schedules have been 
set. Sherman & Marquette for- 
merly serviced the account. 


Hemmick Joins Jefferson Co. 
Budd Hemmick, formerly art di- 
rector of Good Housekeeping, has 
joined the Jefferson Co., New 
York, designer of art for industry. 
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Foreign Trade News 
Points to Possible 
Changes in Tariffs 


New YorK—A renewal of the 

old political battle on the tariff is 
indicated by recent developments 
here. 
A meeting jointly sponsored by 
the Export Managers Club of New 
York and the National Association 
of Manufacturers heard James E. 
Webb, Under Secretary of State, 
declare that tariff reductions are 
essential for stabilization of in- 
ternational trade. 

A meeting of the National Fed- 
eration of Textiles spearheaded 
what may develop into a coordi- 
nated drive against cheap Japa- 
nese imports of silk fabrics. 


s Arthur H. (Red) Motley, pub- 
lisher of Parade, returning from 
a ten-day trip to England with 
a group of sales executives (AA, 
March 27), emphasized in an in- 
terview that small business men in 
Great Britain are anxious to ex- 
port goods to the United States, 
and are making plans to crack the 
American market. 
Recommendations aimed at 
opening freer inter-European trade 
and of increasing United States 
imports from Western Europe were 
announced by the commission on 
European affairs of the Interna- 
tional Chamber of Commerce. 
These include establishment of a 
European Payments Union to make 
European currencies freely con- 
vertible, and complete abolition 
of quotas in inter-European trade. 


a C. D. Jackson, chairman of the 
commission, estimated the amount 
of increased imports of European 
goods necessary to supplement the 
proposals as between $300,000,- 
000 and $500,000,000 more than at 
present. 

Competitive effects of such im- 
ports, he said, would be more ser- 
ious for affected companies and 
individuals than so-called “pin- 
points of dislocation,” but he said 
he does not think they can affect 
our $150 billion economy. 

J. H. Drumm, vice-president of 
the National City Bank, told mem- 
bers of the Export Managers Club 
that the United States need not 
fear foreign industrialization, be- 
cause export of capital and mana- 
gerial know-how through rnanu- 
facturing and licensing agree- 
ments cannot help but improve the 
over-all volume of our interna- 
tional trade. 


Reid, Carlin to Liquidate; 
Accounts Go to Fred Lahr 

Reid, Carlin & Co., Indianapolis, 
will be liquidated shortly, and all 
accounts will be taken over by 
Fred W. Lahr Advertising Agency, 
Indianapolis. Virginia Crawford, 
media director, and Doan Helms, 
copy director of Reid, Carlin, have 
joined the Lahr agency in similar 
capacities, Tobin C. Carlin, vice- 
president of Reid, Carlin, has been 
named vice-president of A. L. 
Perkins & Co., Indianapolis. 

Accounts affected, all in Indiana- 
polis, include: Acme-Evans Co.; 
Acme-Goodrioh (Noblesville); 
American Travelers Life Insur- 
ance Co.; Cooper Industries; Gary 
Railways (Gary, Ind.); Indiana- 
polis Coliseum Corp.; Indianapolis 
Olympians; Indiana Bonding & 
Surety Co.; Independent Mutual 
Fire Insurance Co.; E. W. LaPlante 
Co.; MacAllister Machinery Co.; 
Marmon-Herrington Co.; OA 
(Evansville); WFBM-TV; and 
Watermaster Products Co. 


Frigidaire on 55 Outlets 

Frigidaire’s special Easter holi- 
day program starring Bob Hope, 
to be heard on the NBC intercon- 
nected TV network of 27 stations 
from 4:30 to 6 p.m., CST, on April 
9, has ordered an additional 11 non- 
connected stations to carry the pro- 
gram by kinescope, bringing the 
total number of outlets to 27 in- 
terconnected and 28 others. Foote, 
Cone & Belding is the agency. 
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Many other markets 
between and beyond 


*HOOPER SURVEY, JANUARY, 1950 


Metropolitan population of 16 Market Area— 1,247,000 (Approxi- 
mately the same as Baltimore's Metropolitan Area). 


Retail trading zone population of the 16 Markets numbers 1,843,556 
(Source: Audit Bureau of Circulations). x 
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Agencyman Airs Two Gripes 

To the Editor: This time I will 
make it my business not to be too 
busy to gripe. 

No. 1. Typical of cockeyed em- 
phasis on advertising news is the 
fact that the story of the Gruen 
account change is ignominiously 
buried on Page 46. This is in con- 
trast to Last Minute News Flashes 
advising us that Eaton and Holt 
have joined Erwin, Wasey. (Goody, 
goody!) On the other hand, news 
about the switch of a million-and- 
a-half dollar account from a New 
York agency to a small midwest 
agency gets what I consider to be 
a deliberate smothering. This is 
not my first observation of such 
treatment and, from where I sit, 
it certainly doesn’t stack up to be 
smart editing. 

No. 2. Who in advertising is 
qualified to act as God? This is my 
continuing impression with respect 
to the attitude taken by your editor 
of “The Creative Man’s Corner.” 
Certainly the editor of that fea- 
ture—if he or she, or it, can call 
himself qualified in perceptive ad- 
vertising—must recognize the fact 
that this ad scalded in your issue 
of March 20 is, in great part, di- 
rected to builders. This feature, in 
my opinion, is presumptuous, and 
more often unqualifiedly destruc- 
tive than educational. 

The value of your publication is 


This department is a reader’s forum. Letters are welcome. 


vitally important as a newspaper 
to disseminate news intelligently, 
with sound interpretation. 

IVAN FRANKEL, 

Luckoff, Wayburn & Frankel, 

Detroit. 

Nothing in AA—anywhere—is 
“buried.” The appointment of 
Stockton, West, Burkhart Inc. by 
Gruen, reported in the March 20 
issue, was accurately forecast by 
AA in Private Lines, Feb. 27, 
which said: 

“Grey Advertising Agency, New 
York, is going to lose the Gruen 
Watch Co. account, which it ac- 
quired three years ago from Mc- 
Cann-Erickson. Gruen has been 
pleased with Grey but the Cincin- 
nati company wants a top agency 
closer to home. Bernard Kliman, 
director of advertising, confirmed 
to AA last week that Gruen is in- 
terviewing several Cincinnati 
agencies.” 

As to Mr. Frankel’s second point: 
No god is the Creative Man; a mere 
human, he is often right, some- 
times wrong, always provocative, 


Audimeter, with Capital A, 
Is Nielsen Trademark 

To the Editor: We read, with 
a great deal of interest, your article 
entitled “Hooper Charts AM Loss 
to TV in Big Cities,” which ap- 
peared in your March 20 edition. 


~ THE LOUISVILLE TIMES 


Owners and operators of Radio Station WHAS and Television Station WHAS- TV 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


We have a little problem here 
on which we would like to ask 
your cooperation. The word Audi- 
meter, to which you have referred, 
is our coined word and is a trade- 
mark, For your information, the 
term is used in connection with 
our particular automatic electronic 
device which records listening 
habits of users of wave signal re- 
ceivers; or their viewing habits 
in the case of television. 

As you can imagine, we have 
spent a great deal of money in the 
technical and commercial develop- 
ment of these Audimeters and, 
consequently, the protection of our 
trademark is the equivalent of 
protection of this investment. 

During the past few weeks we 
have received a considerable 
amount of publicity attendant to 
our purchase of the Hooper net- 
work service and have been some- 
what distressed by seeing a rather 
frequent misuse of this trademark. 
In almost all such instances, the 
misuse has consisted of printing 
with a small “a” the word Audi- 
meter. We are advised by our 
patent counsel that unless we pro- 
test against this misuse and seek 
to protect our trademark rights, 
we may be’ in danger of losing our 
trademark Audimeter by having 
it transformed into a generic term. 

You will, no doubt, recall that 
the words aspirin and cellophane, 
which were very fine trademarks 
of Bayer and du Pont respectively, 
were lost to their companies by 
becoming generic through improp- 
er use. 

We would greatly appreciate it 
if you could, in some way, bulletin 
your staff to the effect that in 
writing articles in which the word 
Audimeter appears, it should be 
capitalized and preferably, as it 
first appears in the text, it should 
be followed by the words “elec- 
tronic recorder” as follows: “Aud- 
imeter electronic recorder.” 

One other point; in your memo 
would you be good enough to ask 
that no other device developed by 
any other individual, or company, 
be referred to as the Audimeter. 
No other company or individual 
has the right to use this word. 

I am sorry to trouble you about 
this but I am sure you will under- 
stand the importance to us. Thank 
you for your cooperation. 

A. C. NIELSEN, 

President, A. C. Nielsen Co., 

Chicago. 

eee 


College Students Take Part 
in CofC Marketing Meetings 

To the Editor: We appreciate 
your editorial of March 13 con- 
cerning our sixth National Mar- 
keting Conference in Detroit. We 
are grateful for the constructive 
criticism and suggestions contained 
therein. 

For some years we have en- 
deavored deliberately to obviate 
“talking to each other” during our 
marketing conferences. With this 
in mind the conferences have been 
held in cities where there is at least 
one university. Our consultation 
with local cooperating groups in- 
cludes the deans of the universities, 
and arrangements are made where- 
by university marketing students 
will be permitted to attend the 
conferences and be given proper 
class credit for such attendance. 

At Detroit we had the coopera- 
tion of the University of Michigan, 
Michigan State College, Wayne 
University, University of Detroit, 
Detroit Institute of Technology, 
and the University of Toledo. Total 
attendance was 726, of whom more 
than half were university students, 
including their professors and 
deans. They remained throughout 
each session and participated in 
the floor discussions which fol- 


an a era 


lowed. In some instances the stu- 
dents were required to prepare 
class papers based upon the ad- 
dresses which were presented at 
the conference. 

We believe that it is most im- 
portant for these future American 
business leaders to receive facts 
about business operation and man- 
agement from outstanding author- 
ities in the field of distribution, as 
represented on our programs. 

Cuas. M. Isaac, 

Manager, Domestic Distribu- 

tion Department, Chamber of 

Commerce of the United 

States, Washington, D. C. 

We didn’t know about the stu- 
dents, and agree that it is im- 
portant and valuable to get the 
facts of business life across to 
them. Our editorial, undoubtedly 
jaundiced because of attendance at 
umpty-ump conferences and con- 
ventions, probably pointed an un- 
necessarily rude finger at this 
meeting, without intending to do 
so, We were inveighing against the 
constant repetition of generalities 
—and the relative lack of specifics 
—which occur at conventions in 
general. 


Old-time Montage Operator 
Reports to Roger Porter 

To the Editor: On Page 39 of the 
March 6 issue you printed a “pri- 
vate horror collection” photo of an 
advertising montage by Roger M. 
Porter of Cummings, Brand & Mc- 
Pherson of Rockford, Ill. 

This was clever, I’ll admit, but 
here’s one for you that came from 


FIRS! 


the roto section of the Chicago 
Tribune, May 23, 1948. 

Took about ten minutes, but 
everyone who has seen it has en- 
joyed a good laugh. 

I’ve been doing these montage 
things from time to time and find 
them most amusing—especially to 
convince friends that advertising 
has more to it than meets the eye 
of the innocent reader. 

EMIL CARL ZUNKER, 

Julian Frank & Associates, 

Chicago. 


Can't Lick Socialist Trend 
with Wisecracks, He Says 

To the Editor: The Warner & 
Swasey advertisement which The 
Creative Man lauded (AA, March 
13), tells so eloquently what we 
like to hear. It “rings the bell” 
with us because it has that dry 
humor and is clear of “flag wav- 
ing” as you state. Most convincing 
it is, indeed, to all of us who know 
and believe in private enterprise. 

But, did it ever occur to The 
Creative Man that this adver- 
tisement, wherever it appears, 
completely misses the objective at 
which it is aimed? No good can 
come of such an advertisement 
aimed at business men, because 
we have long been sold on our 
system. 

It is obvious, therefore, that if 
it is to accomplish its objective, it 
should persuade those minds drift- 
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ing toward national socialism or 
communism. 

An analysis of the message 
shows that it cannot convert the 
socialist mind to private enter. 
prise. In the first place, it offends 
the socialistic-minded reader by 
referring to him as a mouse and 
tells him that his political idols 
are the boys who set traps for him, 
Even if we believe that to be true, 
this is the worst psychology in the 
world to use. It is as effective as 
telling a pupil that his teacher is 


J. KENNETH STAATS 


Advertising 
Manager 
Marion 
(Ohio) Star 


Here is the 
farm picture in 


MARION, OHIO 


The 1600 farms in Marion 
County alone had an average 
income last year of $8,465. The 
Central Ohio average was 
$6,235. The state average was 
$4,782. These figures were sup- 
plied by the Federal Bureau of 
Agriculture. 


Here is a vast buying power— 


Marion County that is blan- 
keted by the Marion Star. 


Extension Agent 
Makes Prediction 


In talking with our County Ex- 
tension Agent, he said, “This 
year our farmers are going in 
heavily for all sorts of elec- 
trical equipment.” He also said 
that our farm assets have in- 
creased 140% over 1940 and lia- 
bilities have increased but 11%. 


Where Does the Money 
Come From? 


The bulk of their income comes 
from hogs, dairy farming, soy 
beans and poultry. Marion 
County is among the first six 
counties in the state in hog 
production. 

For a regular schedule or a 
test campaign, this is one mar- 
ket that gives you “more for 
your money.” My time is your 
time when you want anything 
done in Marion. 


OUR 7 PAPERS 


CANTON (OHIO) REPOSITORY 
STEUBENVILLE (OHIO) HERALD-STAR 
SALISBURY (MD.} TIMES 

These 3 represented by 
Story, Brooks & Finley, Inc. 
MARION (OHIO) STAR 

EAST LIVERPOOL (OHIO) REVIEW 
PORTSMOUTH (OHIO) TIMES 
SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 
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misleading him. 

How much better it would have 
peen for the Warner & Swasey Co. 
to give a factual analysis. Ex- 
aggerations don’t convince people, 
especially when you tell them that 
the Russians cut the value of the 
workers’ money by 9/10 without 
explaining that they did not re- 
duce the workers’ buying power 
by 90%. Misrepresenting the facts 
convinces nobody. 

The statement, “Something for 
Nothing” is another exaggeration 
that does not convince those who 
need to be reconverted. No social- 
ist leader in the world, anywhere, 
has openly promised something for 
nothing. It is we who have put 
that interpretation upon it because 


little he knows about copywriting 
and uses that little with discretion, 
while the youngster knows at the 
start more than he will know 
50 years hence. 

I have groaned for years over 
my inability to solve the problem 
of how to serve the poor, exploited 
small advertiser and still make 
a modest stipend out of it. I get 
a bigger kick out of helping that 
little fellow grow than I ever have 
had in helping the bigger fellow 
grow greater. 

Now the oldster’s biggest fault 
is to go on and on interminably 
in writing and speech, boring all 
within sight. So I must prove that 
in spirit I am only a young man, 
by signing off right here. 
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Syllogism tor the Week 

To the Editor: One of adver- 
tising’s commonest headline errors 
is being featured by Esquire in \ 
your eminent journal, the New 
York Times and elsewhere. The 
headline reads, “No advertising 
sells like advertising in the ser- 
vice magazines.” A syllogism de- 
veloped from this premise would 
read: 

No advertising sells like adver- 
tising in the service magazines. 

Advertising in the service maga- 
zines sells merchandise. 

Therefore, no advertising sells 
merchandise. 

If this is the case, most of us 
would choose no advertising as it 


won, The ONLY monthly 
Se publication in the 
Home Furnishings field, covering 
both branches of the Furniture Industry. 


Fin RNITURE DY AcE 


FURNITURE AGE 


PUBLISHED MONTHLY BY THE HO. RENO” COMPANY 


costs a great deal less. 
J. EVERETT BENNIE, 
Madison, N. J. 


53. N. BROADWAY * CHICAGO 40, ILLINOIS | 


we realize that’s what it may 
amount to in the end. 

But when you tell a socialist so 
many things that are not true, you 
can’t hope to convince him. You 
might as well tell Catholic bishops 
and cardinals the Pope is a faker. 
Even if you believe so, it is the 
poorest psychology possible if 
you’re trying to convince. 

If you are analyzing ads from 

the standpoint of accomplishing 
intended objectives, you have 
completely missed the boat in 
your praise of this message. On 
the other hand, if you are analyz- 
ing ads on the basis of what you 
delight in seeing and reading 
yourself, you are entirely correct. 
It has always been my belief 
that advertising should be judged 
on the basis of accomplishment. 
Praiseworthy letters which the 
company occasionally receives 
from business men are no criterion 
whatever because these business 
men are all sold on private enter- 
prise and the American way of 
life. 
Why spend advertising dollars to 
get compliments from _ business 
men, when the avowed objective 
is to try to stem the trend toward 
socialistic thinking? Only an un- 
biased analysis of the two systems 
soberly done without puns, humor 
or wisecracks can convince those 
who have been led to look for a 
pot of gold at the end of a rain- 
bow. 


HERBERT STALKER, 
Flint, Mich. 
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It means *1,472 Food Sales per Syracuse Family 
($559 above the national average) For a total of 


$114,067,000° 
For Food Advertisers! 


When Mrs. Syracuse shouts “Come and Get It” she sets a bountiful 
table for her busy, active family. Her grocery bill is sweet music to 
Syracuse’s food retailers who ring up an annual total of $54,644,000. 
Then add $59,423,000 rung up in the retail trading zone and you 
have a grand total of $114,067,000.. That’s truly big business! 


/ 
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HarRM WH8ITE, 
President, White Advertising 
Agency, Cleveland. 

eee 

Ad Writer Is ‘Abashed’ 
To the Editor: Having conceived 
and written the “He'll Never Be 
President” advertisement, concern- 
ing which the Creative Man’s Cor- 
ner had such kind words, I was 
abashed—to put it mildly—by Mr. 
Fewsmith’s letter in your March 
13 issue. 
To the best of my conscious 
knowledge, I never saw the very 
similar advertisement which Mr. 
Fewsmith’s agency did in 1944. 
The moral of it all would seem 
to be that no matter what the 
gimmick, it’s been used before. 

MEL SALZMAN, 
Assistant Director of Publicity, 
United Jewish Appeal, New 
York. 


We don’t question the maternal instincts of housewives in other 
key markets. But we know that this high family buying power 
gives Central New York housewives a real break when they set 
their table for this healthy, growing family. 


When you are planning your next consumer campaign 
include this important market where you get FULL 
COVERAGE AT ONE LOW COST! Over 215,390 
concentrated daily circulation gives the most complete 
coverage of this important Central New York area. 
“Come and Get It.” 


*From 1948 figures reporled by U. S. Dept. of Commerce 


HERALD JOURNAL — POST STANDARD 


eee 
Finds Woolf in Agreement 

To the Editor: “No!” I said to 
myself, after reading James D. 
Woolf in the current AA: “You 
are not a sour pussed old has been, 
out of touch with modern ‘sales 
psychology.’ Your refusal to use 
the prevailing asinine cartoons and 
other forms of supposed humor in 
your advertising has been sup- 
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Worries an oldster is that he is (Sunday) (Sunday) 


ALL BUSINESS 


tempted by no less a person than 
1S LOCAL 


the old Devil himself to admit 
that he is a has-been, when the 
facts are that he probably is smart- 
er than the young squirts and has 
amore expert sense of humor and 
how to use it, with proper re- 
Straint, in advertising. Because as 
you know, a man of 70 knows how 


MOLONEY, REGAN & SCHMITT 
el 
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Educating Staff 


Make Seagram Display Millions Pay 


20-25% of Budget Goes 
Into Promotion; Division 
Men Run Most of the Show 


New York—Seagram Distillers 
Corp. allots between 20 and 25% 
of its advertising budget to pro- 
motion, of which displays are a 
major part, and considers that its 
primary problem is the education 
of salesmen in its proper use. 

In 15 years of working with the 
medium, Seagram has learned 
many of its faults—what elements 
of waste and inefficiency there are 
in it—and also its huge selling ad- 
vantages and flexibility, says 
George E. Mosely, advertising 


manager. 

A distiller, operating with un- 
usual requirements and prohibi- 
tions on the type and use of ad- 
vertising, must employ an unusual 
degree of flexibility. A distiller 
cannot, for instance, set up a dis- 
play program with the same 
assurance as can a soap maker, 
and he cannot assume that any of 
his promotional material is univ- 
ersally usable. 


ws Seagram has achieved this flex- 
ibility and kept a coordinated pro- 
motion program in an ingenious 
way. Early in the ’40s, the com- 
pany set up a system of division 
promotion managers. There are 


“Our ad in PSN outpulled 4 other 


Automotive Trade Papers . 


_ And, 


ae i SPs, 


Mr. Getsinger’s advertising 
success through “Transporta- 
tion Supply News” is not un- 
usual — it is typical of the 
response advertisers get every 
month. 


TSN’s blanket coverage of all the 
buyers in the entire transportation 
oll and TSN'’s easy-to-read, easy- 
to-reply-to format assures tangible re- 
sults from sales producing inquiries. 


To sell individual industry segments, 
such as: railroads, motor transport 
companies, bus lines, etc., or to sell the 
entire transportation market, tell your 


the results exceeded 7 eS 


singer 
Transport Coolers, | 


it 
‘ 


Wy Seacvacaeag | 


story to over 100,000 transportation 
men who read TSN each month. 


Write today for specific market data 
to help you plan an effective selling 
campaign in TSN—the only tabloid 
transportation publication. 


Your 3 or 6 time test schedule in TSN will convince you best. Start it with the 
next issue — forms close 10th of month of date of issue. 
TSN is affiliated with Traffic World, a $20 a year ABC transportation news weekly, founded in 1907. 


Transportation Supply News 
: 418 S. MARKET ST., CHICAGO 7, ILL. 


TSsenam | 


ow DUTY TO SERVE YOU 


INFINITE VARIATIONS—Seagram has played the 7 Crown theme in an awe-inspiring 

variety of point of purchase material. Here are a three-dimensional sign which 

includes the name of the bartender on duty; an ornate clock in which the figure 
“7” is highlighted, and a giant floor stand that holds 15 fifths. 


five: 

One each is assigned to the 
eastern, southern, central and 
western districts, and there is one 
for state stores. They report to 
New York, and draw their budget 
and function from Seagram head- 
quarters in the Chrysler Bldg. 
But in operations in the field they 
are autonomous to a considerable 
degree, and they are responsible 
for allocation of material, and sell- 
ing promotion material to salesmen 
and sales managers. 

Twice a year they come into 
New York for a week-long session. 
They see what’s coming up in dis- 
play, report on the success of var- 
ious materials they have used, and 
get a wholesale opportunity to 
speak their minds on what they 
need, and criticize what they get. 


@ Seagram is chary of cramming 
any material into the division men, 
and generally the division pro- 
motion men are free to say what 
they’ll take, and the timing of the 
various displays is left largely to 
the judgment of the division pro- 
motion man. 

This is possible because Sea- 
gram has a clear-cut philosophy 
about display: 

1. Windows are most important. 
Seagram plans for month-in and 
month-out promotion; it’s expen- 
sive (installation alone is a sub- 
stantial item) but it’s basic in Sea- 
gram selling. 

2. These windows are regarded 
as an advertising medium, and 
Seagram tries to place them on a 
traffic basis. 

3. Just “windows” aren’t good 
enough; Seagram knows the out- 
lets it wants, both in package 
stores and bars. 

4. The company, in a compli- 
cated series of market checks (of 
which more later) establishes a 
rating on how well the state men 
are covering the windows and how 
well they do in placing Seagram 
display material. It isn’t a chance 
operation. 


# Then come the interior displays, 
the signs, and a host of other gim- 
micks. 

For the past two or three years, 
Seagram has used a “planned pro- 
motion” technique. Using a spread 
in magazines as a base, for ex- 
ample, the illustration and copy 
will be repeated in three weeklies, 
Staggering insertions so that the 
ads run for a three-week period. 
The copy is also run in newspapers 
over a three-week period, etc. 
Liquor business papers are used 
on a similar schedule, and 
then the copy, in display form, is 
moved into store windows and in- 
teriors. On the average, Seagram 
runs about five of these promo- 


tions a year, interpolating them 
with the company’s regular mag- 
azine and newspaper advertising. 
To measure the effectiveness of 
its advertising and promotion, 
Seagram has evolved a unique re- 
search system. Set up by Frank T. 
Hypps, it is a system of continuing 
surveys, reaching every major 
market every 90 days, and is 
drawn from a sample ranging 
from 8% to 20% of each market. 
The field staff is composed of 40 
researchers, all college-trained. 
It has proved to be an attractive 
job; most of the men are picked 
off by other companies or distrib- 
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utors after a couple of years, and 
Seagram has also discovered that 
graduates of the research foree 
make fine salesmen. 

Briefly, each survey covers 
basic facts about the market and 
area: employment, payrolls, pop- 
ulation shifts. It lays heavy em- 
phasis on what the trade says 
about liquor companies. It traces 
the strength of “market pull”—or 
which brands the customer asks 
for most frequently by name. 


= It tells which distillers are 
making deals. It tells how the 
trade is receiving the deal, and if 
the retailers are pushing the 
“dealt” brands to the detriment of 
the undealt. It talks bluntly about 
how salesmen and missionary men 
are doing. 

It also compares, market by 
market, the advertising linage 
used, the outdoor used, the display 
used. A Seagram sales executive 
can see exactly what his competi- 
tion is doing with these media, 
and how he stacks up. 

Copies of relevant sections of 
the report go to the headquarters 
executives concerned with the 
various phases of the program, 
and additional copies go to the 
men in the field. The report is 
terse, frank and unsparing. It is 
often critical: The field men did not 
like it in the beginning; they ac- 
cept it now, in the belief that it 
mirrors a good job just as accu- 
rately as a bad one. 


w Seagram thus has a good check 
on how good a job is done with 
its display material. And this has 
enabled the company to do a good 
job of selling it to distributors. 
And, as a matter of fact, Seagram 
does just that. It has found that 
selling display material to dis- 
tributors (i.e., the distributor pays 
for the display) has real benefits. 

First, the distributor is more 


FARMER. 


readers. 


(Write for your FREE copy of Upper Midwest 
Food Sales Survey. Breakdowns of markets and 
sales of the Dakotas and Minnesota) Mi 


TOP SALESMAN 
IN THE DAKOTA MARKET! 


If you were to step into 7 out of 10 Dakota farm homes 
TODAY, you would find a copy of THE DAKOTA 


THE DAKOTA FARMER is more than “just another 
farm publication’’, it is the preferred farmers’ periodical of the 
DAKOTAS ... and it is read with commanding authority. 

THE DAKOTA FARMER reaches over 70% of all 
Dakota farm families—over 100,000 subscribers. 

: You can effectively present your sales message to this 
rich 4 billion dollar market with advertising in THE 
DAKOTA FARMER... at the lowest cost per thousand 


J. P. MALONEY 
Advertising Manager 
1019 N.W. Bank Bidg. 
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.;ago, a clock was designed which 
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conscious of display value. Sec- 
ond, he takes real interest in 
learning how to put displays into 
use. Seagram has a special terri- 
torial merchandising crew which 
not only works on Seagram mat- 
erial, but shows the distributor 
how to use the material he has 
paid for. 

Not all distributors pay for a 
portion of their displays, because 
some state laws prohibit it. In 
cases where a distributor is pay- 
ing for promotional material, Sea- 
gram will divert more money in 
those markets to additional ad- 
vertising. 


a Seagram, which has as a credo 
that “salesmen must become mer- 
chandising men,” is pleased to re- 
port that in several cases where 
distributors have asked their 
salesmen where they can cut costs 
(now that the bloom is off the 
rose in the liquor business), the 
salesmen have insisted that dis- 
play expenditures remain intact. 
And the company has another en- 
couraging report: wholesaler 
salesmen, who work wholly on 
commission, have been known to 
pay for displays themselves. 

To a large degree, Seagram dis- 
plays are field-designed. Seagram 
salesmen pass along their wants to 
Seagram’s division men, and the 
ideas from the division men come 
to the home office. This gives a 
sort of pre-testing pattern. An 
item which works well in one 
territory is usually picked up by 
the others. The most popular 
Seagram display, a 7 for Seven 
Crown, made from a solid ma- 
terial resembling artificial snow, 
came from the field. 


s Similarly, when southern divi- 
sion men wanted a permanent shelf 
piece for retailers several years 


had to have bottles displayed with 
it. The clock was unusual; it had 
a good movement, but the face was 
metal and the sides were card- 
board lithographed to simulate ma- 
hogany—Seagram had _ sadly 
learned that better clocks dis- 
appeared from retail stores and 
wound up in rumpus rooms. The 
clock caught on, has been used all 
over the country, and still is in use. 
“We don’t master mind,” Mosely 
insists; “the ideas come in from 
our salesmen. We want to sell.” 
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STANDS UP—One of more than a dozen 

variations of Seagram 7 Crown counter 

and window displays. This is the “plastic 
snow” version. 


To make it easier for their 
salesmen, Seagram maintains two 
complete display shops of its own, 
in addition to the material bought 
from independent companies. One 
Shop is in New York, to turn out 
Material adaptable to the pecul- 
lar requirements of the New York 
Market; the other is on the West 
Coast, where Los Angeles and San 

cisco frequently need rush 
material. 

The special shops cost more than 
buying from vendors, but they 
Will do limited quantities, their 
Schedules are flexible, and they’re 
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% Million Reflections... and be. 


NOT DONE with MIRRORS! 
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CLOSE HARMONY—This trade paper spread which ran in February gives a good 
idea of how closely Seagram ties up its window displays, magazine and newspaper 
advertising into ‘three-part’ promotions. 


proof of the two schools of thought 
on the subject. Installation com- 
panies handle window installing 
for two divisions, and in others 
Seagram keeps its own crews. The 
installation companies are less ex- 
pensive, they’re flexible, and they 
don’t represent overhead when no 
big display push is under way. On 
the other hand, a sizable school 
thinks the company’s own men do 
a better job, particularly because 
they work only on Seagram mat- 
erial, and they’re equipped to do a 
complete servicing job on any lo- 
cation. 

Seagram’s promotion program 
entails a terrific amount of record- 
keeping, shipping and billing. It 
has to operate on schedule, and it 
has to be planned well in advance. 

It is. Seagram’s Christmas dis- 
plays were ready to ship Aug. 
1. The magazine advertisements 
for Christmas, 1950, are all okayed 
and ready to run, and the pro- 
motional material is under way. 


s This planning and detail makes 
it possible for Seagram to preview 
its selling efforts for salesmen far 
ahead of time. Seagram, largest of 
the distillers, has a sales staff of 
400. It is primarily dependent on 
the efforts of 3,000 distributor 
salesmen across the country. In a 
series of regional sales meetings, 
the full story of Seagram advertis- 
ing and merchandising is brought 
to the salesmen. Seagram suspects 
that—although its brands account 
for 80% of a distributor salesman’s 
income—Seagram brands get only 
40% of his time. 

Every effort is made to sell the 
salesman on what the advertis- 
ing and promotion material will 
do for him. 

Seagram is convinced. It now 
devotes 10% more of its budget to 
promotion than it did in prewar 
budgets. Some of this is accounted 
for by Seagram quality: the com- 
pany pays top prices for art 
(“we’re sold on spending money 
and getting the best displays,” says 
Murray Koff, sales promotion 
manager) and has its research re- 
ports to show that retailers say— 
even while they’re pushing other 
brands—that Seagram displays are 
the best in the business. 


a Even with its boosted budget 
for display (and it runs into mil- 
lions of dollars) Seagram will hit 
a top of only 10% of available out- 
lets with displays, and—what with 
the influx of new brands and in- 
creased competition in the busi- 
ness—the life of a display is from 
seven days to four weeks. Accord- 
ing to Koff, “two weeks is very 
good.” 

But Seagram, a company which 
believes emphatically in building 
consumer demand for a _ brand 
name whisky, without regard to 
price or type, finds display fits its 
needs. Seagram doesn’t “deal”; yet 
Seven Crown, riding behind one 
of the most consistent advertising 


Specialized on Seagram work. 
installation, Seagram is 


campaigns in liquor history and 
capitalizing on apt display, has 


been the national leader consist- 

ently in the postwar period. 
Retailers, particularly liquor re- 

tailers, aren’t exactly advertising 


fans. They have been known to in- 
sist that advertising money would 
be better distributed in discounts 
to dealers; that more whisky 
would be sold that way. But Sea- 
gram banks on advertising and 
display to build its demand, and 
a hard-hitting sales program to be 
sure the product is where the cus- 
tomer can get to it. After that, 
things take care of themselves. 


Sets Macaroni Week Date 
National Macaroni Institute, 
Chicago, has set Oct. 5-14 as Na- 
tional Macaroni Week and plans 
a fall merchandising drive to boost 
sales of all macaroni products. It 
is expected that other food pro- 
cessors, whose products are used 
in the preparation of macaroni 
dishes, will support the drive. 


Goldberger to Ballonoft 


Robert A. Goldberger, formerly 
an account executive with Lang, 
Fisher & Stashower, has been 
named advertising manager of 
Ballonoff Metal Products Co., 
Cleveland. He succeeds Norman 
H. Stewart. 
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First Agency Group Plans 
Meeting, Adds a Member 


A seven-man executive com- 
mittee of the First Advertising 
Agency Group met in Cincinnati 
late in March to plan a program 
for the network’s summer meet- 
ing, to be held either in Detroit 
or on the West Coast. Appointed 
by President Thayer Newman of 
Newman-Lynde, Jacksonville, to 
act as joint chairmen for the three- 
day program were Robert Jenkins, 
Smith, Taylor & Jenkins, Pitts- 
burgh; and Al Aldridge, A. E. Al- 
dridge Associates, Philadelphia. 

The Biddle Co., Bloomington, 
Ill., was elected to membership in 
the group. 


Philleo Is Advanced 


Edward W. Philleo, formerly 
manager of the California district 
for GE X-Ray, has been named 
vice-president and general man- 
ager of General Electric Medical 
Products Co., Milwaukee, which 
markets GE X-ray equipment and 
noncompetitive medical and sur- 
gical apparatus outside the United 
States and Canada. 


FEI) 


of course home-planners have the last word!” 


By Jupiter and by Daniel Starch! Put your consumer sales 
literature in Home Owners’ Catalogs where it will 
pre-sell your building materials, equipment, ap- 
pliances or home furnishings to dominant buying 
factors: home-planners who have the cash—and the 


See Standard Rate 
& Data Service (Con- 
sumer Magazine 
Section) for com- 
plete information on 
Home Owners’ Cata- 


logs. 


last word. 


control.) 


Dr. Daniel Starch’s latest survey shows that the 
selection of what goes into a new home built to 
owner’s order is controlled by the husband or wife. 
(For certain products, as high as 91% to 97% of 
the cases studied showed husband-or-wife buying 


A Roman holiday of sales is celebrated by profit-wise 
manufacturers who insert their descriptive, detailed 
consumer folders or booklets in Home Owners’ Cata- 
logs .. . and get readership as high as 85% (shown 


by Starch survey) from known prospects in one of 


today’s most profitable markets. 


See how you can gain selling impact through Home 
Owners’ Catalogs . . . ask for a complete report of Dr. 


Starch’s findings. Write to Dept. V. 
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P&G Films More TV Shows 


Following completion of the first 
10 half-hour television films pro- 
duced for Procter & Gamble Co.’s 
“Fireside Theater” by Bing Crosby 
Enterprises, Compton Advertising, 
for P&G Productions, has exercised 
its option on 34 additional films 
to be produced by the Crosby or- 
ganization for showing next fall 
and winter. Shooting will start 
about May 1, with Frank Wisbar 
as producer and director. 
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Leventhal Advanced 

Simon & Schuster, New York 
publishing company, has elected 
Albert R. Leventhal, vice-presi- 
dent and director of sales, to the 
board of directors. 


‘Charm’ Appoints Adams 

Charlotte Adams, formerly food 
editor of Collier's, has been ap- 
pointed housekeeping editor of 
Charm, Street & Smith publica- 
tion. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY (e.2 


ADMINISTRATION 


POPAI Efforts 
in 1949 Prove 
Group's Worth 


Accomplishments Were 
Varied; Next Week’s 
Meeting to Draw 10,000 


New YorkK—Topping the list of 
the 1949 accomplishments of Point 
of Purchase Advertising Institute 
was its role in helping to establish 


a firm basis for mutual under- 
,Standing and cooperation between 


the New York State Liquor Au- 
thority and the graphic arts and 
allied industries, John M. Palmer, 
president of the institute, told AA 
last week. 

The authority’s ruling last fall 
banned the distribution of certain 
types of advertising material and 
severely limited the use of others, 
threatening the graphic arts in- 
dustries with curtailment of busi- 
ness and employment (AA, Nov. 
14, ’49). 

Acting as intermediary for inter- 
ested groups, the institute entered 
into discussions with the authority 
regarding their common problems, 
along with other groups, includ- 
ing trade unions, with the result 
that the ban was revoked and a 
liberalization of rules governing 


advertising specialties and brand 


PLUS COVERAGE. A cal- 
endar was offered to listen- 
ers of WGAR’s “Range 
Riders”. Local response 
was tremendous. But there 
also were requests from 
199 towns and cities outside 
the state of Ohio...from 
Canada, Maine, Virginia, 
Michigan! This is a plus 
coverage that national 
advertisers get on WGAR! 


WIDE AWAKE PROMO- 
TION. A WGAR-published 
newspaper, “The Dial”, is one 
of WGAR’s many promotional 
activities. Mailed to a select list 
of merchants throughout 
WGAR’s coverage area, it keeps 
about WGAR 


dealers informe 
personalities, programs, 
sors, and products. 


AN OUTSTANDING PROGRAM. 
Jack Dooley, specially trained U. of 
Iowa newscaster and Des Moines 
Radio News Award winner, takes 
over WGAR’s oldest established 
news program...the 11:00 PM 
News. This program is now availa- 
ble for sponsorship. Ask us about it. 


spon- 


Pa Bie 


the SPOT for SPOT RADIO 


A WGAR SPONSOR. Watkins 
Furniture Company of Cleve- 
land is a successful advertiser 
on WGAR. They are now 


for lsh - a 


in their seventh renewal of 
WGAR’s popular “Mayer of the 
Morning” program, Monday 
through Friday. You are in 


good company on WGAR. 


CRtA 


RADIO... America’s Greatest Advertising Medium - 
WGAR... 50,000 watts... CBS 


Represented Nationally by Edward Petry & Company 


Advertising Age, April 3, 19508 Advertis 


signs was accomplished (AA, Feb, 
27, ’50). 


ws The Point of Purchase Adver. 
tising Institute, or POPAI as it is 
called in the trade, is an associa- 
tion of designers, manufacturers 
and distributors of point of pur- 
chase displays in  lithographed 
cardboard, plastic, wood, metal, 
glass and tape. It has a member. ! 
ship of 112 companies. POPATI it- H 
self is a member of the Advertis- T 
ing Federation of America. ; 
The major purposes of the in- 
stitute have been officially sum- t 
marized as follows: ( 
1. To benefit both the user as { 
well as the producer of point of 
DEMONS! 
sion of SI 
stores thi 
lacquered 
demonstre 


sale advertising material. 

2. To promote a wider and more 
efficient use of advertising at the 
point of purchase, as a tool of sell- 


ing. 

3. To foster wider knowledge 
and appreciation of the accom- 
plishments and potentialities of — 
this medium of advertising among on | 
sales, advertising and management. Will ' 
Ceas 
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= So as to give the association as 
representative and effective a base 
as possible and thereby reflect the 
needs and conditions of adver- 
tisers and advertising generally, 
POPAI makes special efforts to 
enroll among its members adver- 
tising and merchandising execu- 
tives of the users of point of sale 
material. 

The Association of National Ad- 
vertisers recently appointed a dis- 
play committee to cooperate 
closely with the institute in dis- 
play research. 

POPAI serves also as a clearing 
house for its membership, as well 
as for advertising agencies and in- 
dustry generally, on all matters 
connected with point of sale ad- 
vertising material. It publishes 
news bulletins on the latest de- 
velopments in the field, dissemi- 
nates current surveys and special 
fact reports, provides continuing 
case studies, and makes available 
the findings of its committees on 
current problems. 
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@ It holds special get-together 
luncheon meetings six times a year 
at which members discuss common 
problems, exchange ideas and 
make plans for future activities. 

The institute was active in the 
field against the Langer bill and 
filed a brief protesting the meas- 
ure as being an interference and 
abridgement of the freedom of 
business enterprise and an un- 
warranted prohibition of the right 
to advertise. Last fall the institute 
helped to kill a bill before the state 
legislature in Illinois which threat- 
ened to impose a tax on lithog- 
raphing processes. 

Each year, POPAI sponsors an 
exhibit and symposium which fea- 
tures the newest products of the 
nation’s leading designers and 
producers of point of sale displays. 


@ The 1950 two-day exhibit and 
annual symposium, which will be 
held next week at the Waldorf 
Astoria Hotel here, April 11 and 
12, will be 50% larger than the 
1949 show and is expected to draw 
an audience of 10,000. 

A major feature of next week's 
show will be a presentation and 
discussion of the so-called tie-in 
theory, which calls for unified 
planning by advertisers, theif 
agencies and point of purchase 
specialists to insure successful con- 


sumer drives. 


‘Shoemobile’ Takes Shoes 
to Youngsters for Fitting 

A home service shoe-fitting bus- 
iness has been launched in Port- 
land, Ore., by Walket Home Shoe 
Service, operated by Cephas B. 
McCorkle. A “shoemobile” station 
wagon, with 570 pairs of nationally 
advertised shoes for children wh0 
are just beginning to walk, throug! 
age nine, will answer telephone 
calls to any point in the city. 

Advertising is being handled 


Mac Wilkins, Cole & Weber. 
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“la point of purchase stimulant to 


“Isales message, similar to a flash- 


“|five times a minute. The message 


“|more alert and better salesmen. 


Seles station, has begun telecast- 


Advertising Age, 


DEMONSTRATOR—The home shop divi- 

sion of Skilsaw Inc. is offering hardware 

stores this illuminated floor display of 

lacquered knotty pine, which features a 

demonstration bench where tools may 
be shown in action. 


Will Media Never 
Cease? Gasoline 
Pump is Latest 


New YorK—A gasoline pump 
that sells as it serves, by means of 
a moving, illuminated sign built 
into the top of the pump, has been 
introduced here by the Gilbert & 
Barker Mfg. Co., West Springfield, 
Mass. 

The new Sell-a-Vision pump is 


sales that fiashes a _ repetitious 


o-graph. As many as 55 characters 
can be accommodated on its tape, 
which repeats a sales message 


can be changed as often as de- 
sired and is intended to help 
make service station attendants 


= Use of the motion-message tech- 
nique in other point of purchase 
problems, according to I. C. Jacobs, 
vice-president and general man- 
ager, has yielded highly desirable 
results. “Such installations on sales 
racks in supermarkets in met- 
ropolitan New York,” he said, 
“have boosted sales of advertised 
items as much as 59%.” 

The new pumps will be adver- 
tised on the covers of the April 
issues of Petroleum Marketer, Na- 
tional Petroleum News and West- 
ern Automotive Service, and in full 
pages in subsequent issues of those 
publications for the remainder of 
the year, Mr. Jacobs said. Mc- 
Cann-Erickson is the agency. 
Message tapes for Sell-a-Vision 
pumps are opaque and are made 
of plastic impregnated fabric. They 
are endless and are 25%” high and 
57%” long. 

First deliveries are expected to 
be made in June. 


McCann-Erickson Has Rash 
of Spots Before Its Eyes 


McCann-Erickson, New York, 
Which recently placed an an- 
nouncement campaign on 50 radio 
stations for Clark’s teaberry chew- 
ing gum, reports an outbreak of 
Spot activity—AM and TV—at the 
agency. 

A spring drive for Tru-Val shirts 
will saturate the radio airwaves 
with musical jingles; Manufactur- 
ers Trust Co., New York, will start 
20-second chain breaks on TV sta- 
tions soon; and Junket Brands 
Food Division of Chr. Hansen’s 
Laboratory will make its TV debut 
with participations on CBS-TV’s 


KECA-TV, ABC-owned Los An- 


tee Tuesday nights, and now of- 


onally 


n who) P€r week. It went to a six-nights- 
srough| “Week operation only recently, 
>phone 


y. 
led by 


ers 32% hours of programming 


now is on every night. A new rate 
card, first change since the station 
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‘Black Light’ Signs 
Now Used Indoors 


Cuicaco—Lawter Chemicals, 
manufacturer of fluorescent paints 
for “black light” outdoor painted 
bulletins, has devised a silk screen 
technique for using the paints on 
indoor, point of sale displays. 

Regular counter, window and 
floor cards are printed or silk 


| seeened in regular colors. The 


Se oe 


fluorescent colors are added later 
by silk screening in either the 
main copy or other elements of 
the card. 

Under the illumination of six, 
eight or 15-watt portable black 
lights, the high-visibility fluores- 
cent colors are brought to life. 


Mrs. Casey to ‘Vogue’ 

Mrs. Kathleen Casey has been 
appointed merchandising service 
editor of Vogue, New York. 


ee 


If you make any of these products — 


Lubrication Engineering 


can sell them for you © WRITE FOR FACTS 
343 S$. DEARBORN ST. CHICAGO 4, ILL. 
The only Publication Devoted Exclusively to Lubrication 


Went on the air Sept. 16, 1949, has 
also been issued. 


ge of action 


Teen-age —that time in a 


lifetime when you run after 
the things you want! 
Teens need more because 
they.do more... want more 
y because they see more... 
get more because they 
have the stamina of youth. 
Their vitality can be 
industry’s inspiration — it 


! 


- inspired a vital magazine 
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Dealer's Plight Shown 


. ‘McCall’s’ McNamee Finds 
Retail Trade-in Tricks 
Manifold and Desperate 


New YorK—A New York re- 
tailer has this sign over a refrig- 
erator in his window: “Regular 
price—$299.95. But don’t pay any 
attention to that. Come in and get 
our cut rate price.” 

A southern appliance dealer 


by Modern Odyssey 


last December ran this ad: 


models. 


These are a couple of the many 
gimmicks and gadgets, shady and 
which appliance re- 
tailers are using to get their stocks 
moving out of the warehouses. 


legitimate, 


“A 
closing out sale of leading manu-, 
facturer’s 1950 models. All major 
appliances of this famous manu- 
facturer are included in this cut 
price sale.” And they were 1950 


They are all detailed in a 20-page 
report written by Albert P. Mc- 
Namee, special representative of 
McCall’s, titled “Appliance Retail- 
ing in a Buyers’ Market,” and just 
published by the magazine. 


s Behind the report is one of the 
most extensive one-man surveys 
ever undertaken. To get a nation- 
| wide picture, McNamee during the 
12 weeks ending Jan. 15, 1950, 
traveled some 9,000 miles by auto 
and another 2,000 by rail. He 
covered 25 states and the Dis- 
trict of Columbia, visited 122 cities, 
and talked with 959 dealers and 
many. distributors, sales exec- 
utives and home service women. 
He ended his odyssey with the 


BOAT CONSTRUCTION 


More boats constructed In the 
South In 1948 than in the rest 
of the nation combined. 


firm conviction that “this is a 
buyers’ market” (in extra-bold- 
face type). With few exceptions, 
he points out, appliances are 
available everywhere for inme- 
diate delivery; business is not 
coming easily; price is still a 
major deterrent to volume buying. 


|= “In this highly competitive buy- 


ers’ market,” says Mr. McNamee, 
“one naturally would expect to 
find the great majority of retailers 
engaged in aggressive, soundly 
conceived selling campaigns— 
really going after business with 
determination. Some are, yes. The 
vast majority, no. Some seem to 
have no more than a nodding ac- 
quaintance with sound merchan- 
dising practice. Many of them are 
opportunists, not merchandisers. 
They resort to any device or stunt 
in order to make the sale. . . . Some 
(believe it or not) are still wait- 
ing for Mrs. Prospect to seek 
them out. Fate has already caught 
up with some in this group. With 
tthers, it is just a matter of time.” 


ws He emphasizes, however, that 
despite the large stress placed by 
dealers on price or deals, “the gen- 
eral situation is such as to be 
heartening. More dealers than at 
any time since the war are fully 
aware that something must be 
done... . A great deal of what they 
are doing is admirable. Much can- 


some women 


Not the women you know, of course. Among your acquaintance, 
every female over 15 uses facial tissues by the bale. But beware 
of overconfidence in your personal cross-section of U.S. women. 


Because in one region, in a recent quarter, they used up tissues at 
the per-family rate of 720, while in another consumption sagged to 
only 260—less than three single tissues a family a day. 


It’s one more proof of the fact that you simply can’t match 
sales opportunity with advertising that merely follows population. 
For top performance in 1950, whatever your product, 


you need the medium that lets you balance pressure with potential. 


That’s why so many advertisers in 1950 are turning to newspapers— 
the medium that lets you concentrate your advertising 
the way you concentrate your salesmen, in recognition of 


| the inescapable fact that 


Burcat of A 


just don’t face the tissue 


All Business Is Local 


Mvertising * American Newspaper Publishers Association, offers 


a host of information on the new market-by-market approach to advertising. For your copy of the new 
booklet, “The Last Frontier of Profits,” write or wire us at: 370 Lexington Avenue, New York 17; 


; 360 North Michigan Avenue, Chicago 1, or 240 Montgomery Street, San Francisco 4. 


Sponsored by The Worcester Telegram-Gazette in the interest of more effective advertising. 
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= How it is being moved—to a 
price-conscious public—makes 4 
highly readable and sometime; 
startling narrative. 

There was not a town on his 
itinerary, says McNamee, where 
some sort of price-cutting tech- 
nique was not practiced. 

The trade-in device he found to 
be a major selling tool among 
many retailers as a blatant form 
of price-cutting, with such ads as 
these: 

“Your old washer is worth $100 
trade-in value toward this new 
automatic washer. Original 
price, age, or condition doesn’t 
count.” 

“Trade in anything. We'll give 
you $100 for it toward this TV re- 
ceiver. . Only $199.95 with 
trade-in.” 

“We'll give you this chest of 
famous—silverware. Value $118.50, 
It’s the trade-in value of your old 
refrigerator, if you purchase this 
‘brand name’ 1950 refrigerator.” 
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s Some dealers try to learn what 
trade-in allowance has been of- 
fered a prospect by a competitor, 
then outbid him, even if it means 
only a $20 profit. “There are so 
many dealers here we can’t af- 
ford to lose the sale,” one com- 
mented. 

The giveaway device, sponsored 
by the manufacturer, was con- 
demned by all the distributors 
and many of the dealers inter- 
viewed by McNamee. 

“Objections most frequently 
voiced by the retailer,” he writes, 
“were that these giveaways (which 
he must purchase) reduce his own 
net profit; they complicate the 
selling of the appliance; he has 
to sell not only the appliance, but 
the premium, too. Sometimes the 
prospect doesn’t want the pre-|s Vergil 
mium, but she expects the dealeritor of re 
to reduce the price of the ap-|son Co., 
pliance by the amount of the ad-jginning 
vertised value of the giveaway.|nopulati 
The woman who purchased the}yre Am 
appliance some few months agoinoted by 
comes in now and demands that}populati 
she too be given the premium. . . 1157 new 
The giveaway builds skepticism sisting ¢ 
in the prospect’s mind as to both), more 
the quality and price of the ap-hsteq yw 
pliance.” “standar 


which 


ws Other common devices, alter- 
nately praised and damned by re- 
tailers, are the coin meter, thelyy popu 
lucky key, rentals, free trials standa 
“old stove roundups,” etc. the shif 
The crux of the problem, as told county 1 
to Mr. McNamee repeatedly in allleompara 
sections of the country, may be alfrom pI 
superfluity of dealers. One obviouslis ayail< 
instance was that of a trading) He no 
area where there was a franchised}947 Ce: 
dealer for every 205 lighting cus-jthe 194¢ 
tomers. And in many other placeS,ipe avai) 
he adds, the proportion was ifjpolitan 
the neighborhood of one to 400. Anoth 
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tabulati 
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= How does all this sit with the 
dealers? Generally, says McNamee, 
their 1950 outlook was still one 
of confidence and optimism. At 
the time of his tour, business had 
picked up considerably from 4 
falling-off during the first three 
quarters of 1949. 

Noting that economic factors to- 
day are, for the most part, favor- 
able for large volume, Mr. Mc- 
Namee warns, nevertheless, that 
it will not be an easy job. 

“T believe,” he concludes, “an 
infinitely better selling job—and 
I mean SELLING with capital let- 
ters—has got to be done. The 
whole industry must organize it- 
self to do a more aggressive and 
intelligent job....” 
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Two Appoint Stantield 


KoolVent Awnings, Toronto, and 
Ethyl Antiknock Ltd., Toronto, 4 
newly formed subsidiary of Ethyl 
Corp. of New York, have placed 
their advertising with Harold F. 
Stanfield Ltd., Toronto. 
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a Advertising Age, April 3, 1950 


Sawyer Praises 
Advertising at 
Four A's Meeting 


(Continued from Page 1) 
Creative Man—Mr. Reeves re- 
yiewed the recent history of the 
Four A’s monthly interchange of 
opinion on objectionable adver- 
tising. 

As set up in 1946, this called for 
an internal procedure so that mem- 
pers might register their views 
on objectional advertising . with 
each other, with the association 
headquarters acting as an inter- 
mediary. 


s He admitted that participation 
has been declining in the past 
two years, and that a minority 


.iviewpoint has these criticisms to 


make of the plan: (1) It has no 
enforceability, since the Four A’s 
(2) 
objectionable advertising is the 
responsibility of either the media 
or the advertisers; (3) the pro- 
cedure is negative and stuffy— 
and should commend good adver- 
tising rather than condemn copy 
in bad taste; (4) the business is al- 
ready sufficiently clean. 

The committee has voted to con- 
tinue the operation, and will try 
to revitalize it. The first step was 
to ask member agencies to de- 
clare their current attitude. Other 
phases: Getting more key agency 
personnel into the operation of the 
interchange; expansion of the in- 
terchange to include non-Four A’s 
agencies; publicizing the program 


2 thelto keep business, educators and 
> haS legislators informed of the associ- 
,, = ation’s efforts. 
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s Vergil D. Reed, associate direc- 
tor of research, J. Walter Thomp- 
son Co., called attention to the be- 
ginning of the 1950 censuses of 


‘population, housing and agricul- 


thelture. Among the significant changes 
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noted by Dr. Reed are: Changes in 
population and housing data for 
157 new “urbanized areas,” con- 
sisting of central cities of 50,000 
or more and their densely popu- 
lated urbanized fringe; and the 
“standard metropolitan area” 
which will consist of an entire 
county or a group of contiguous 
counties. Every city of 50,000 and 
up population will be located in 
a standard metropolitan area. And 
ithe shift from township lines to 
county lines is expected to improve 
comparability, since more data 
from private and public sources 
is available by counties. 

He noted that the results of the 
1947 Census of Manufactures and 
the 1948 Census of Business will 


Another departure in the 1950 
Census of Agriculture will be 
tabulation of data for commercial 
farms and “other farms” by coun- 
ties. This “other farms” classifi- 
cation will embrace parttime 
farms, country homes with small 


2m 4lamounts of farm production, etc. 
three} Dr. Reed is also enthusiastic over 


the monograph program of the 


rs t0-!1950 censuses, as well as the Busi- 
avOFiness Census of 1948, under which 
ithe bureau will develop data of 
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erest to special groups. 


® In another research speech, Al- 
bert S. Dempewolff, Celanese 
Corp. of America, outlined for the 
agency men his approach to the 
second study of the Broadcast 
Measurement Bureau. In his book, 
BMB is a valuable tool. He con- 
ceded that its work was slow and 
“more costly than necessary,” and 


», and! he believes that the new organi- 


ito, 

Ethyl 
laced 
ld F. 


zation being formed can avoid 
both these faults if it will. 
He urged that BMB data be ap- 


Plied, adding that “that’s what the! 
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ANTINISTAMINE 


DISPLAYS FOR ANTIHISTAMINES—All 


of the antihistamine 
preparations use point of purchase display heavily. Here are 
counter merchandising units for Resistab, Inhiston and Antamine, 
while at the bottom is a scene in a Whelan drug store which 


“O67 ay \> 


olume of R 


surrender! 
em Dre COLD ~« FAST 


istab material in use as well as the 


+ ad. " 


of other display material which appears 


in a modern drug store; and a window display unit for Inhiston 
which has been widely used. 


stations are muttering about. They 


no conviction as to the degree to 
which the data are applied.” 

He said that, while the second 
study has only a little more than 
600 subscribers out of 2,000 sta- 
tions, the subscribers represent 
about 65% of the listening done 
in the country. He conceded that 
the immediate lack of non-sub- 
scriber data is a weakness. 


= BMB does give valid circulation 
data for station comparisons, Mr. 
Dempewolff said, and he sees five 
basic uses of the data: by station 
and network management, in buy- 
ing of network time, in buying sta- 
tion time, in serving advertisers’ 
merchandising or accounting prob- 
lems, and finally as a base for 
TV calculations. 

In connection with television, 
he pointed out that coverage maps 
show how much of a station’s au- 
dience is in TV range, and—in 
the case of WCCO, Minneapolis 
—50% of the audience is beyond 
television. This difference “makes 
such figures as Hooper published 
in ADVERTISING AGE March 20 
sound fairly unreasonable and 
points to the need for using Study 
No. 2 when you are making de- 
cisions,”’ he said. 


# Gordon E. Hyde, president of 
Federal Advertising Agency, told 
the meeting that the Advertising 
Research Foundation is in the best 
position to “safeguard the interests 
of advertisers and serve as a con- 
structive guiding force in the 
development of media.” He said 
the foundation, which sells no re- 
search services, is in a unique 
position to evaluate various meth- 
ods and techniques, and thus has 
“enabled manufacturers to spend 
their advertising dollars with in- 
creasing effectiveness.” 

The work of the Advertising 
Council was described by Louis N. 
Brockway, Young & Rubicam, who 
noted particularly the latest ef- 
fort to assist the Bureau of the 
Census by securing public cooper- 
ation, and noted that 1949 saw the 
council explore two new media, 
business papers and house maga- 
zines. So far, 115 business papers 
have pledged 800 pages of adver- 
tising in 1950, and 5,500 company 
publications are enlisted with the 
council. He told the agency men 
that “the agency makes its living 
100% from advertising, and should 
be more concerned about adver- 
tising’s good name than anyone 


else.” 


John P. Cunningham, vice- 


are seriously concerned about the | president of Cunningham & Walsh, 
size of their ante while they have 


told the meeting about the pro- 
gress his group is making on book- 
lets which will tell agency em- 
ployes more about the agency sys- 
tem. . 

Confessing “I am a bottleneck,” 
Mr. Cunningham explained that his 
group had experienced consider- 
able difficulty in (1) getting 
writers who had the apt and hu- 
morous touch he thought the book- 


booklets past the unbending Four 
A’s committee. 


workers a belief in advertising’s 
fundamental truths, to give all 
agency people more understanding 
and belief in other people’s jobs, 
and to make everyone want to do 
his job better. 


a The three booklets in process ex- 
plain the agency commission sys- 
tem, agency recognition and the 
cash discount. “You can see,” Mr. 
Cunningham quipped, “how easy 
it is to apply a whimsical, gay 
treatment to these frivolous sub- 
jects—and to get them through our 
rollicking, fun-loving committee.” 

The agency commission struc- 
ture booklet has been written sev- 
eral times, once by Frederic Gam- 
ble himself, and is now making its 
second run through the operations 
committee. Cunningham explained 
that the reorganization of Newell- 
Emmett Co. into Cunningham & 
Walsh was also a slowing factor. 

He promised that the booklets 
will come out; that they will be in- 
formative, sound, and sprightly; 
and that they will have the bless- 
ing of the “austere” operations 
committee. 

“The several heads of your Com- 
mittee-on-A gency-Training-Pro- 
gram-in-the-Area-of-Personnel 
are bloody but unbowed,” he con- 
cluded. 


m The problems of securing ca- 
pable personnel got considerable 
attention from the group. Mr. 
Brockway pointed out that agency 
presidents have come from many 
walks of life: Naval architects, 
trade paper editors, an ex-Royal 
Northwest Mountie, a telegrapher, 
a cooking oil salesman. He pointed 
out that the agency business hopes 
to attract better adapted people 
through aptitude testing. 

The progress of the Four A’s 
aptitude testing was reviewed by 
S. H. Giellerup, Marschalk & Pratt 
Co., who reported that in Febru- 
ary, 963 applicants in 23 cities 


paid $15 and took the tests. 


lets required, and (2) getting the| | 


The booklets were to give agency | | 


He also disclosed the results of 
a check on 1947 test-takers. That 
year, 220 took the exam, and 53 
were already in some form of ad- 
vertising; now 99 are. Further, 
there is substantial evidence that 
those who scored high in the tests 
got the jobs—most of those who 
scored well did 
get into adver- 
tising. There is 
evidence that 
people taking the 
test are more 
and more those 
who are well 
equipped for ad- 
vertising. In 
Cleveland this 
year, where 93 
people took the 
test, 67% were 
good risks for advertising, com- 
pared to 54% in 1949. 


Fairfax Cone 


@ The agency men elected the 
following officers: Fairfax M. 
Cone, chairman of the board, 
Foote, Cone & Belding, Chicago, 
chairman; Louis N. Brockway, ex- 
ecutive vice-president, Young & 


Louis Brockway Ralph Wolfe 


Rubicam, New York, vice-chair- 
man; and Ralph L. Wolfe, presi- 
dent, Wolfe-Jickling-Conkey, De- 
troit, secretary-treasurer. 
Directors at large elected were: 
J. P. Cunningham, Cunningham & 
Walsh; Gordon E. Hyde, Federal 
Advertising Agency; Earle Ludgin, 
Earle Ludgin & Co.; and Harry M. 
Stevens, J. Walter Thompson Co. 


Funsten Appoints French 


Oakleigh R. French & Associates, 
St. Louis, has been named to 
handle the advertising of R. E. 
Funsten Co., St. Louis. Trade ad- 
vertising is planned for Funsten’s 
pecans in the bulk, and consumer 
media for Funsten’s vacuum 
packed pecans. 


Sandura Appoir:ts L2an2 


Vincent J. Lane has been named 
sales manager of the Sandura- 
Wall division of Sandura Co., Phil- 
adelphia. He succeeds J. P. Van- 
Derhoff, who has been transferred 
to Los Angeles. 


BAM, TV Likely 
to Grab Spotlight 
at NAB Convention 


Cuicaco—Broadcasters will have 
an opportunity to obtain first hand 
information on the proposed oper- 
ation of the new Broadcast Audi- 
ence Measurement Inc., which has 
been authorized as the successor 
to Broadcast Measurement Bureau, 
when the National Association of 
— convenes here April 

Dr. Kenneth H. Baker, acting 
president of BMB and the most 
likely candidate for presidency of 
the BAM, will outline plans for the 
new $1,000,000 corporation, which 
is to be set up to provide radio with 
circulation figures. Lowry Crites, 
director of media, General Mills, 
and Linnea Nelson, chief time buy- . 
er, J. Walter Thompson Co., also 
will discuss BAM. 

Broadcast Audience Measure- 
ment is the only topic definitely 
scheduled for airing at the business 
session, to be held April 18 at 10 
a.m., but if past years are any in- 
dication, this session will be a 
highlight of the convention. Mem- 
ber stations usually take this op- 
portunity to air their pet gripes. 


m One problem expected to be 
talked about a great deal in the 
halls and corridors, if not actually 
on the convention floor, is the in- 
creased competition from tele- 
vision, with particular reference 
to the rising crescendo of adver- 
tiser demands for lower AM rates. 
Some sources also feel the sta- 
tions will be making a closer scru- 
tiny than usual of the operation of 
the association itself. As one AM 
station manager said, “These days 
we’re all being realistic about our 
expenditures—and that includes 
NAB dues. We want to know what 
we're getting for our money.” 
There have been recent resigna- 
tions from the NAB by such major 
independents as WQXR and 
WNEW, but NAB reports its net 
loss in membership in the past 
year has been only 30 stations. 


a A special board meeting will be 
held during the convention—time 
has not been announced—to name 
a man to fill the newly created 
position of general manager. W. 
B. Ryan, general manager of KFI, 
Los Angeles, reportedly will get 
the $25,000 job. Preceded by the 
engineering conference on April 
12-15, the convention proper opens 
April 16 with the unaffiliated sta- 
tions session. Dr. Sydney Roslow, 
director of Pulse Inc., will report 
on out-of-home radio listening. 
Radio as a mail order medium will 
be discussed by Cecil Hoge, part- 
ner of Huber Hoge & Sons. 

Advance registrations have been 
made for some 2,500 representa- 
tives of the broadcasting industry 
—which is about the average at- 
tendance—for the annual con- 
vention. 


‘L. A. Mirror’ Names ]WT 


The Los Angeles Mirror has 
appointed J. Walter Thompson Co. 
to direct its advertising. JWT 
handled the pre-publication pro- 
motion for the Mirror from mid- 
summer 1948 until the end of the 
year. Since then the account has 
been handled by Smith, Bull & Mc- 
Creery and then by Walter Mc- 
Creery Inc. JWT also will direct 
the advertising of Mirror Enter- 
prises Syndicate. 


Appoints Carl Hammons 

Carl R. Hammons has been ap- 
pointed promotion manager of the 
Los Angeles Herald-Express. He 
was formerly with the Long Beach 
Press Telegram in the same capac- 
ity. 


American Screw Boosts Coy 
John J. Coy, a sales representa- 
tive, has been named assistant 


sales manager of American Screw 
Co., Providence, R. I. 
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Sponsors New KECA-TV Show |poin 


Monarch Television Corp., Los 
Angeles, has signed to sponsor a 
new program, starring Don Hix, on 
KECA-TV, Los Angeles. It will be 
a musical program featuring guest 
singers and dancers. Charles Ross 
Advertising is the agency for Mon- 
arch. 


To Spartanburg Stations 
Stations WORD and WDXY- 
FM, Spartanburg, S. C., have ap- 


ted William Hall, formerly 
with Station WDUK, Durham, 
N. C., as program director. Al 
Willis, with the sister stations for 
the past two years, has been 
named director of news, special 
events and promotion. 


Appoints Frank McGrath 

Frank C. McGrath, production 
manager, has been named to the 
advertising sales staff of Canadian 
Business, Montreal. 


FRESH FRUITS AND VEGETABLES ARE BIG BUSINESS 


§ SIX BILLION 


This weekly newspaper—farm paper—business paper has been the 
spokesman of the produce business since 1893. A 57 man staff in 47 
produce centers provides readers with vital trade information. They 
build the readership that can be turned into more sales for you. 


PER YEAR 
= 


‘ca THE PACKER CJ 
me OE maa 


The 16,000 Commercial 
Growers, Shippers, 
Brokers, and Receivers 
who handle 90% of this 
volume read THe Packer, 
use it as a buying guide 
in the trade. These 
readers are Owners. 
They do the actual buying 
of harvesting equipment, 
packing house machinery, 
containers, packaging 
supplies, freighting, cars 
and trucks, and 


Get the facts on this fast 
PACKER Media File has them. Mailed on request. 


THE PACKER 


SECOND AND DELAWARE STREETS * KANSAS CITY 6, MISSOURI 


ing, big volume industry. Your 


Bigger by 120,590 (18.5% MORE) listening families in the 
daytime and 112,780 (16.1% MORE) listening families 


at night than in 1946... 


... WFIL is the only Philadelphia network station 
to show audience gains both day and night in 


BMB’s 1949 survey. 


WFIL has increased its actual listening audience by half 
a million people—both day and night—since 1946. Progress 
with Philadelphia’s most progressive station. Right now, in 
1950, WFIL will work night and day to carry your sales 
message to the largest BONUS AREA in BMB’s 


Philadelphia Report. 


Better Buy WFIL. . « serren suy THAN EVER... 


Represented ty THE KATZ AGENCY 


ABC AFFILIATE 


Sarnoff Shows 


Enthusiasm Over 
RCA Color Show 


By STANLEY E. CoHEN 

WasHINGTON—Newsmen Wed- 
nesday witnessed the first public 
showing of RCA’s direct-view color 
television tube—the tube which, 
in all probability, clears the way 
for early action on color TV stand- 
ards. - 

For months the significance of 
this tube has been discussed by the 
sponsors of the three color systems 
now being, considered by the Fed- 
eral Communications Commission. 

All three say this tube is “just 
what we need.” 

Brig. Gen. David Sarnoff, chair- 
man of RCA’s board, came down 
for Wednesday’s press showing. He 
was clearly and genuinely im- 
pressed with what his engineers 
produced. 

Later, for the record, he pre- 
dicted that this tube would be 
“the beginning of practical color 
TV for the home.” He could not 
predict how many months it would 
take to refine it for commercial 
production, but he said he is 
“neither so pessimistic” about color 
as Dr. DuMont, “nor so unrealis- 
tic” as CBS. 


w With evident sincerity he told 
reporters, “I have watched wireless 
and radio develop for over 40 
years, but I have never seen such 
ingenuity, such brainpower, so 
much developmental work, and 
such tremendous results as we see 
in this tube.” 

Reporters like myself, who have 
seen every one of the official dem- 
onstrations since the color hearing 
got under way, agreed that RCA’s 
direct-view tube produced far bet- 
ter results than anyone has a right 
to expect from a pioneer unit of 
equipment. In fact, it was the best 
picture yet produced on the all 
electronic dot sequential system. 

On Thursday, the tube was dem- 
onstrated to the trade. Next Thurs- 
day it will be shown officially to 
FCC and to the parties involved in 
the color proceedings. 

Two direct-view tubes were 
shown. One was a “three gun” tube 
involving 19 more tubes than exist- 
ing b&w sets. The other was a 
“one gun” tube, with only ten more 
tubes than existing sets. The 
single-gun tube performed less 
faithfully than the triple gun tube, 
but fit rather well into a standard 
table model set, except for a “stem” 
which protruded about ten inches 
out the back. 


# Elation over the tube permeated 
RCA engineers and executives. 
While explaining the tubes, Dr. 
Elmer W. Engstrom, vice-president 
in charge of research, restrained 
his enthusiasm with difficulty. His 
restraint collapsed entirely when, 
following the demonstration, he 
was reminded that it was just six 
months ago—Oct. 10, 1949, that he 
had promised to produce the tube 
—in six months. 

That day, Oct. 10, 1949, had been 
a day of humiliation for RCA. With 
leaders of the industry and the 
FCC looking on, its highly pub- 
licized “all electronic” system gave 
a disgraceful performance—all six 
sets producing conflicting versions 
of what was on the air. 

On Wednesday, General Sarnoff 
confessed RCA had been getting a 
“bad press.” But buoyed by the 
existence of the RCA direct-view 
tube, he launched into a facts- 
of-life talk. 


@ As he sees it, CBS has adopted 
RCA’s dot interlace, its sampling 
and its direct tube. “If they will 
give up field sequential transmis- 


sion, and accept dot sequential, the 


argument will be over.” 

He pounded away at “compati- 
bility,” the ability of RCA color 
to produce excellent b&w pictures 
on existing sets. Assuming 10,000,- 
000 sets are in use a year from now 
when color tubes begin to become 
available, he contended, broad- 
casters could go to RCA color 
without losing their established 
audiences. 


ws On Wednesday, he was unable 
to say whether the 10,000,000 sets 
would be converted to color, or 
whether it would be more practical 
to serap them for new sets. He 
estimated that RCA color sets 
would eventually sell for 20 to 25% 
more than comparable b&w sets. 

CBS struck back immediately, 
contending that RCA’s color tube 
would operate “most simply” in 
the CBS system. Asserting its sys- 
tem works “well and inexpen- 
sively” now, it insisted the public 
should not have to wait until the 
new tube is a commercial reality. 


Advertising Age, April 3, 198% 


Its position rests on the belief 
that color sets could be improved 
as color tubes become available 
without obsoleting color-disc mod. 
els which would come onto the 
market soon after CBS color is 
authorized. 

The compatibility issue un. 
doubtedly will be explored iy 
greater detail when FCC resumes; 
its hearing April 3. 


IMMEDIATE DELIVERY 
DUO-TANG Loose-Leaf COVERS 
and POCKET PORTFOLIOS 


Ideal for Catalogs, Price 
Lists, Manuals, Briefs, 
Sales Presentations, Re. 
ports, etc. Stocked in col. 
orful paper and imitation 
leather—11 x 812” sheet 
size, embossed border and 
panel, 3 std. Tangs, metal 
eyelets, sheets firmly com. 
pressed, up to 2.” cap. 
Send for sample cover and price list 
LOUIS FREY SALES ORGANIZATION 
84 Clinton St., Newark 5, N. J. 


America’s finest 
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Collins, Miller & 
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207 North Michigan, Chicago 
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Tailor your advertising to size 


FLEXIBILITY. Sales Impact to hit 
one town, ten towns or 1400 lead- 
ing cities and towns. . . advertis- 
ing pressure directed just where 
you want it, when you want it. 
Yes, that’s GOA flexibility! And 
it’s flexibility that will help you 
fit your advertising to your special 


Value is our business 


RICHMAN 
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distribution pattern . . . be it local, ~ 


regional or national. General Out- 
door Advertising Co., 515 South 
Loomis St., Chicago 7, Illinois. 
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3 WANT A NEW RADIO? 7 
uy Tt mow with | a 
Bank of Amerie 
© 
ON TIME—Bank of America is running 


a series, of which this is one, on front 

pages of the San Francisco Chronicle 

for its Timeplan financing, through 

Charles R. Stuart Advertising. 1. E. 

Townsend is vice-president of the bank 

in charge of its advertising and public 
relations. 


Minute Maid Names 
Bates; Will Use 
Sunkist for Juice 


New YorK—The account of Min- 
ute Maid Corp. has been taken over 
by Ted Bates & Co., with William 
H, Kearns as account executive. 
Doherty, Clifford & Shenfield had 
the account formerly. 

The Bates agency said no details 
are available now on the new ad- 
vertising program. It released an 
announcement by John M. Fox, 
Minute Maid president, and F. R. 
Wilcox of the California Fruit 
Growers Exchange, that the com- 
pany will process its frozen orange 


‘juice concentrate at the exchange’s 


plant in Ontario, Cal., starting in 
July. 

This will mark the first time 
such a product has been processed 
by the Sunkist organization. 


s Minute Maid will continue its 
juice concentrating operations at 
the Dameral-Allison plants in Co- 
vena, Cal., and at the Real Gold 
plants of Mutual Orange Distribu- 
tors at Redlands. 

The announcement added that 
Minute Maid is the largest selling 
frozen orange juice nationally and 
that the industry as a whole now 
accounts for more than 18% of all 
citrus sales. 


ocal, 
Out- 
outh 
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No Comment from 
T on Shaw Suit 


New YorK—Edward G. Wilson, 
general counsel and assistant sec- 
retary of J. Walter Thompson Co., 
old AA last week that the agen- 
cy had no comment for publication 
and would have none in connec- 
tion with the $450,000 damage suit 
filed a week ago in a Chicago 
federal court by John W. Shaw 
‘Advertising Inc., against the Ford 
Motor Co. and JWT for alleged 
unauthorized use of ideas in an 
ad campaign (AA, March 27). 

Mr. Wilson said that the agen- 
cy had not been served with pa- 
pers, but that Ford had. 

He made it clear that the case 
will be tried in a court of law and 
mot in the newspapers or the ad- 
vertising press. 


Names Herbert Fairchild 


Herbert B. Fairchild, who at 
one time was advertising manager 
and assistant to the general man- 
eger of the New York Sun, has 
ven named to represent Davis- 
Welaney Inc., New York, commer- 

printer. 


CBS Appoints Thompson 


Harlan Thompson, producer of 
né CBS “Ed Wynn Show,” has 
een named a production supervi- 


sor for CBS network television in 


Pollyw ood. 


Business Paper Ad 
Salesmen Form Club 


Cuicaco—More than 110 busi- 
ness paper advertising salesmen 
here have organized “The t.f. Club 
of Chicago.” 

Club objectives include: Devel- 
oping a cooperative and unified 
voice of the business press; rais- 
ing the stature of space selling and 
working toward better trade re- 
lationships with advertisers. 


R. S. Irvine of Thomas Pub- 
lishing Co. was elected president. 
Other officers include G. H. Tur- 
ner, Industrial Press Inc., vice- 
president and treasurer; G. A. 
Pope, The Foundry, second vice- 
president, and Mel Whitfield, 
Hardware Age, treasurer. 


Crystal Candies to Broyles 


Crystal Candies, Denver, manu- 
facturer of candy, has appointed 
the Gaylen E. Broyles Co., Den- 
ver, to handle its advertising. 


WREN 


The Right Spot i 
TOPEKA KANSAS 


WEEDO & COMPANY 


o« . and we know 


2,700 000 


nobody else. Cover to cover, it’s brimming with 


useful, stimulating home-planning, home-fixing, 


home-building ideas. So, if you have a home 
product to sell, you’ll find American Home delivers 


the most responsive magazine audience. Bar none! 


25600;000 of them! They wouldn’t 
miss an issue of American Home for love or money. 
Because it’s edited for ardent homemakers—and 
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Premium Sales for 
‘50 May Hit High 
of $1,250,000,000 


(Continued from Page 1) 
have filled the backlog of postwar 
demands. 

Probably the outstanding ex- 
ample last year of sales growth 
attributed to use of premiums was 
by Brown & Williamson Tobacco 
Corp. in the promotion of Raleigh 
cigarets. After restoring the coupon 


m7 
Wi 


TV ADVERTISING). 
FILM FOR LOW 
BUDGET ACCOUNTS 


FILMACK 
anicaee 


HA. 7.3395 


By 


to the back of every pack, sales 
more than doubled, according to 
J. H. Jeffries, premium buyer and 
market researcher for Brown & 
Williamson. This amounted, he 
said, to an added 1,000,000 cus- 
tomers acquired virtually over- 
night. 


# In the publication field, Harold 
J. Bean, vice-president and sub- 
scription manager of Curtis Circu- 
lation Co., Philadelphia, reported 
that Curtis spent $500,000 last year, 
and expects to spend even more in 
1950, on premiums. Some Curtis 
premiums are given as extras to 
people who subscribe, while others 
are given to subscription solicitors. 
Carl W. Helberg, president of 
Consumer Product Sales Co. here, 
stressed the fertile premium field 
open to home service companies, 
which already account for millions 
of dollars annually in this field. 
There is a vast premium potential, 
he said, for companies that have 
a salesman calling on a customer 
every two weeks all year long. 


Appoints Palm & Patterson 


Palm & Patterson, Cleveland, 
has been appointed to direct the 
advertising of the de-greasing and 
metal cleaning equipment of Circo 
Products Co., Cleveland. Trade 
publications will be used. 


STATE JOURNAL 
GROUP 

34 Journals 

Covering 42 States 


ALABAMA 
Journal of Med. Asin. of 
ARIZONA 
Medicine 
ARKANSAS 
Med.Society, Journal of 
CONNECTICUT 
State Med. Journal 
DELAWARE 
Med. Journal 
ofermcT OF Cousin 
Med. Annals of 
FLORIDA 
Med. Assn. Journal of 
GEORGIA 
Journal of Med. Assn. of 
HAWAII 
Med. Journal 
INDIANA 
State Med. Assn. Journal of 
lOWA 
State Med. Journal of 
KANSAS 
Med, Soc. Journal of 
KENTUCKY 
Med. Journal 
MAINE 
Journal of the 
MICHIGAN 
Stote Med. Soc. Journal of 
MINNESOTA 
Medicine 
MISSOURI STATE 
Med. Assn., Journal of 
NEBRASKA 
State Med. Journal 
NEW ENGLAND 
Journal of Med. (Mass., 
Hamp.) 
NEW JERSEY 
Journal of Med. Soc. of 
NEW ORLEANS 
Med. and Surgical Journal 
NORTH CAROLINA 
Med. Journal 
NORTHWEST MEDICINE 


Med. Assn., 


New 


Averages close to 90 per cent of 
physicians in 42 states covered. 


Important current medical papers 
coupled with state news of the pro- 
fession. 


A 
AKeree 
INTENSIVE 
COVERAGE 


of the 
Profitable 


DOCTOR 
MARKET 


+ 


HIGH READER 
INTEREST 


+ 


SINGLE 
ACTION 
HANDLING 


(Oregon, Washington, Idaho & One contract, one fit-all page size 
Alaska) 
(for as many Journals as you use), 


OHIO 
State Med. Journal one statement per insertion, and if 


State PR yy of you like, one order for electros and 
PENNSYLVANIA mailing, placed by this office. 
Med. Journal 


Write for our 29 convenient Space 
Budgets and choose the one that fits 
your requirements and appropriation. 


ROCKY MOUNTAIN 
Med. Journal (Colo., Utah, 
Wyo., New Mex., Mont.) 
SOUTH CAROLINA 
Med, Assn. Journal of 
SOUTH DAKOTA 
Journal of Med. 
TENNESSEE 
State Med. Assn. Journal of 
TEXAS STATE 
Journal of Med. 


VIRGINIA 
Med. Monthly 
WEST VIRGINIA 
Med. Journal 
WISCONSIN 
Med. Journal 


STATE i adele dine 
“ADVERTISING BUREAU 


of the American Medical Association 
35 N. Dearborn St., Chicago 10, Illinois 


DOES THE FIGURING—Dr. John W. Mauchly (left) and Prof. J. Presper Eckert 
(right) inventors of the Univac electronic computer, inspect the “mercury memory” 


assembly of the giant machine with Lt. Gen. 
First commercial installation of the device, representing a major 


vice-president. 


Leslie R. Groves, Remington Rand 


advance in mechanical computation, will be at A. C. Nielsen Co. (AA, March 27). 


Atlanta Papers’ 
Merger Details 
Not Yet Settled 


ATLANTA—Merger of the Journal 
and Constitution here (AA, March 
27) is expected to be completed in 
about 30 days. A new corporation, 
Atlanta Newspapers Inc., involv- 
ing an exchange of stock between 
the two present corporations, will 
be formed. 

An equivalent of 70% of the 
stock in the new corporation will 
be held by the James M. Cox 
interests, owners of the Journal 
Company. The Howell family, 
which has controlled the Constitu- 
tion since 1876, will transfer this 
control to Atlanta Newspapers 
Inc. in exchange for preferred 
(and non-voting) stock in the new 
corporation. The Grady and Rob- 
inson estates also have Constitu- 
tion stockholdings. 

James M. Cox will continue as 
publisher of the Journal and Clark 
Howell as Constitution publisher. 
The dailies, as announced last 
week, will continue to publish 
separately, and the Sunday edi- 
tions will be combined, when the 
merger is completed, into a single 
newspaper carrying the mastheads 
of both parent papers. 

Advertising representation for 
the merged papers has not yet 
been determined. The Journal is 
now represented by O’Mara & 
Ormsbee, the Constitution by 
Kelly-Smith. 


s Also uncertain at this stage 
is the magazine content of the 
forthcoming combined Sunday pa- 
per. The Sunday Journal now car- 
ries This Week Magazine, a locally- 
edited gravure magazine and a 
comic section. The Constitution 


jcarries The American Weekly and 


Puck—The Comic Weekly. 

Still pending is the disposition 
of broadcasting properties. The 
Journal operates WSB, a long-es- 
tablished 50,000-watt AM station, 
and WSB-FM and WSB-TV. 

The Constitution’s stations, all 
of which will be sold in accordance 
with FCC rules against duopoly, 
include WCON-AM, WCON-FM 
and WCON-TV. The latter, now 
under construction, was to start 
broadcasting in August. 


WCOP Is Boston ABC Outlet 


An item in “Along the Media 
Path” (AA, March 27) identified 
Station WLAW, Lawrence, Mass., 
as a Boston area affiliate of the 
American Broadcasting Co. Sta- 
tion WCOP actually is the Boston 
ABC outlet. Station WLAW main- 
tains studios in Boston, but execu- 
tive offices are located in Law- 


te a 


rence, Mass. 


Department Stores’ 
Needs in Training 
Salesmen Studied 


PHILADELPHIA—Responsibility for 
properly training a retail sales per- 
son rests equally with the manu- 
facturer and the retailer, according 
to spokesmen for 100 department 
stores across the nation. 

This is shown in a survey by 
John Falkner Arndt & Co. More 
than half the stores questioned 
have an annual sales volume of 
more than $10,000,000. 

Manufacturers take pride in 
their own salesmen, but forget the 
sales training of those who come 
in direct contact with the ulti- 
mate consumer, the agency’s sur- 
vey revealed. 

Too many manufacturers, says 
Arndt, appear to lean back on the 
statement, “What do you think I 
advertise nationally for?” 


s Three out of four store spokes- 
men told Arndt researchers that 
they are placing more stress on 
sales education than ever before. 
Without exception, every store 
wants help from the manufacturer 
because the latter knows his prod- 
ucts best and because he has more 
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money to invest in sales training 
materials than the average store, 

Highest on the list of sales aidg 
wanted by the stores are sound 
movies; 75% of the stores want 


other 70% want product demon- 
strations, and next on the list is a 
sales manual. Over 50% of the 
stores want sound-slide films, and 
another third would use results 
of research studies showing con- 
sumer reaction to products in use 


ISAAC CLEMENTS 


ents, 53, founder and president of 
the Clements Co., Philadelphia 
agency, died March 29 at his home 
in suburban Drexel Hill. 

Born in Fort Ann, N. Y., he was 
graduated from Union College, and 
began his career in advertising as 
a copywriter with the F. Wilbur 
Corman agency in New York. 

In 1925, he and Lincoln A. Roden 
established Roden, Clements Co, 
and seven years later he set up his 
own agency. His wife, Mrs. Alice 
Clements, is an executive of the 
company. 


FREDERICK L. McNALLY 
Cuicaco—Frederick L. McNally, 
61, retired official of Rand McNal- 
ly & Co., died here on March 24. 
Mr. McNally retired in 1938 as 
executive vice-president and sales 
and advertising manager of the 
publishing house, but had re- 
mained on the board of directors. 
He was a grandson of Andrew 
McNally, a founder of the com- 
pany. Among the survivors is his 
brother, Andrew McNally, chair- 


Nally. 


WARD H. MARSH 

Detroit—Ward H. Marsh, vet- 
eran Detroit automobile adver- 
tising executive, died on March 19 
at his home in Mio, Mich. Until 
his retirement last surnmer he had) 
been advertising manager of 
N.A.D.A. Magazine, official pub- 
lication of the National Automo- 
bile Dealers Association. 

Mr. Marsh began his advertising 
career with the John Deere Co,, 


tising manager for Burroughs Ad- 
ding Machine Co. 

He subsequently became presi- 
dent of McKinley, Marsh & Cush- 
ing Inc., agency handling the Ford 
Motor Co. account when Ford re- 
sumed advertising in the early 
1920s. 


sound film for sales training. An-}i 


PHILADELPHIA—Isaac W. Clem-| 
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MORE FURNITURE BUYERS 
SEE YOUR ADVERTISING 
WHEN IT APPEARS IN 
THE NATION’S LEADING 


Your most productive 


influential with the execiatives who buy forthe FurnitureandHome 
Furnishings stores that do 85.4% of the total industry volume. y 


HOME GOODS MAGAZINE fi 


(Write for yeur copy of “Execu- 
tive Reading Habits and Pref- 
erences in the Home Goods In- 
dustry” by Dr. Albert Haring, 
Indiana University.) 
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Summer Discounts 
for TV Considered 


New YorK—National Broadcast- 
ing Co. reports advertiser reaction 
to its continuity incentive plan for 
network television is very en- 
couraging. 

To avoid last year’s sustaining 
plight when most TV sponsors 
took a warm weather vacation, 
NBC has offered a 35% discount 
for the normal hiatus period of 13 
weeks, this special summer dis- 
count not to affect the annual re- 
ate. rf 
Among the advertisers giving 
serious consideration to staying 
on NBC-TV throughout the sum- 
mer are American- Tobacco Co., 
which would probably put a re- 
placement program in for “Lucky 
Strike Theater,” and R. J. Rey- 
nolds Tobacco Co., which may 
decide to air the “Camel News- 
reel” throughout the warm months. 

After the plan was evolved for 
video, NBC weighed the possibility 
of applying it to radio. However, 
for the moment: at least, the net- 
work has decided against this. 


s After NBC-TV’s announcement 
of its summertime discount, CBS- 
TV considered countering with a 
similar offer of its own. Columbia, 
at the present time, has decided 
not to make an extra discount 
offer. : 

ABC-TV, like Columbia, has 
devised no special plan to keep its 
advertisers on the year ’round. 
There is, of course, the traditional 
12%% annual rebate to adver- 
tisers who use radio or video 52 
weeks a year. 

DuMont Television Network is 
studying various proposals de- 
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signed to keep sponsors on the 
air this summer, but nothing con- 
crete has developed from the dis- 
cussions. 


CBS LEADS AM SALES, 
NBC LEADS IN VIDEO 
New YorK—Columbia Broad- 
casting System is leading the field 
in the radio billings competition 
for the first two months of 1950. 
Network radio billings, com- 
puted by Publishers Information 
Bureau: 


Jan.-Feb. Jan.-Feb. 

1950 1949 
ABC $ 6,707,026 $ 7,913,579 
CBS 11,732,703 11,199,738 
MBS 3,080,291 3,553,382 
NBC 10,938,567 11,156,045 


NBC raced away with network 
television billings, as follows: 


Jan.-Feb. Jan.-Feb. 

1950 1949 
ABC $ 434,082 $ 24,947 
CBS 1,166,420 240,025 
DuMont 123,530 
NBC 2,020,396 613,748 


//not available 


Reynolds Opens New 
Multi-Product Push 
with Editorial Ads 


RicHMonD, Va.—Beginning with 
the April issue of Better Homes 
& Gardens, Reynolds Metals Co. 
will run a series of unusual edi- 
torial style ads in the publication 
on a monthly basis. 

Copy is confined to the outside 
columns of two facing pages and 
ls patterned after the magazine’s 
eo department, “It’s News to 

e,” a 
_The two columns are divided 
into paragraphs; which are alter- 
nately indented and flush with the 
Margin. Each paragraph contains 
a brief pitch on one of the num- 
frous Reynolds products, such as 
aluminum packaging foil, roofing, 
Siding, gutters and downspouts, 
Casement windows and aluminum 
nails. 

Griswold-Eshleman Co., Louis- 
Ville, directs the account. 


ii i aie 2) 3 is eee 


Last Minute News Flashes 


Esso Starts Drive to Promote Its Dealers 


New York—Esso Standard Oil Co. last week broke a newspaper cam- 
paign featuring a new approach in its service station advertising. 
Theme of the series, “You get something more at your happy motor- 
ing stores,” emphasizes the retail store character of the 25,000 inde- 
pendent Esso dealers. Frequent insertions will appear well into the 
fall in about 800 dailies and weeklies, plugging parts and accessories. 
Esso’s 24-sheet poster for April will accent the same note. McCann- 
Erickson is the agency. 


Bowles Quits Union to Become Whitehall V. P. 


New YorK—Elliot Bowles, president of Union Pharmaceutical Co., 
Montclair, N. J., has resigned to become vice-president of Whitehall 
Pharmacal Co. as of April 1. John W. Beal, vice-president in charge 
of advertising, has been named general manager and acting head of 
Union. 


Bead-Form La France Bows in N.Y. 


New York—General Foods Corp. is introducing its new bead-form 
La France bluing in this market with 1,000-line ads in the Brooklyn 
Daily Eagle, Long Island Star-Journal, Long Island Press, Newark 
News, and World-Telegram & Sun. Daily radio programs are scheduled 
on WNBC, WOR, WCBS, WJZ and WNEW. Young & Rubicam is the 
agency. The product is being introduced nationally by market districts 
with a 1¢ offer. Initial introduction was made last December in Kansas 
City, Mo. 


‘Travel-Go-Round’ Added by ‘American’ 


New YorkK—“Travel-Go-Round,” two-year-old newspaper “shop- 
ping” column for vacationers, will be a regular advertising feature 
of American Magazine, starting with the May issue. It will appear in 
the same two-column format as in the 11 eastern and midwestern 
newspapers now carrying it. Space in American will be sold at $247 
an inch. Rate for the 11 dailies is $212. An average of six advertisers 
per insertion have been using the bi-weekly newspaper column. 


Metropolitan Group Appoints William Esty 


New YorK—The Metropolitan Group has appointed William Esty & 
Co. to handle its advertising. Walter Weir Inc. had the account formerly. 


Coty Ads on Muget des Bois Line Scheduled 


New YorK—Coty Inc. will feature its full Muget des Bois line of 
perfumes, toiletries and powders during May, starting with a page 
color ad in the May 1 issue of Life. Single-column, 180-line ads will 
run in 35 newspapers in 23 cities. Franklin Bruck Advertising Corp. 
is the agency. 


Strunsky Named Simon & Schuster Ad Director 


New YorkK—Robert Strunsky, former copy chief of the Columbia 
Broadcasting System, has been named director of advertising of 
Simon & Schuster. 


Longines Back in Radio; Other Late News 


Longines-Wittnauer Watch Co., through Victor A. Bennett Co., 
will return to network radio after a brief absence April 16, with two 
30-minute musical programs over CBS. 


e Shell Oil Co. started last week what it labels a “record” national 
campaign on Activated Shell Gasoline. Weekly insertions of 1,200 to 
375 lines will appear in 500 newspapers over a 21-week period. Like 
last year’s campaign, this one will be featured by humorous drawings. 
J. Walter Thompson Co. is the agency. 


e Fred K. Cody has been named Detroit manager of Quick’s sales 
staff. He was on the Metropolitan Group’s Detroit sales staff the past 
four years and previously was with McCann-Erickson and the General 
Motors public relations department in New York. 


e Vernon D. Beatty, advertising manager of Swift & Co., Chicago, 
who suffered a heart attack several weeks ago while on vacation in 
Arizona, still is in the hospital but his condition has improved. 


e Columbia Records, Bridgeport, Conn., will break a major magazine 
campaign for its long-playing discs with spreads in Life, Look and 
The Saturday Evening Post in May. It also will sponsor its first tele- 
cast—the last half of the Robert Q. Lewis show, starting April 20, 
over CBS. Total budget for the remainder of the year, through Mc- 
Cann-Erickson, is $2,500,000. 


e Albert Loomis, formerly with C. J. LaRoche & Co., has been ap- 
pointed director of service for Duane Jones Co., New York. 


@ Campbell Soup Co., which sponsors “Double or Nothing” Monday 
through Friday at 2 p.m., EST, over NBC, will also air the giveaway 
at 10:30 a.m. the same days, starting May 1. This represents some 
$3,000,000 annually in billings for NBC. Ward Wheelock Co. is the 
agency. 


e@ Whitehall Pharmacal Co., which has dropped “Hollywood Star 
Theater” (NBC), through Sullivan, Stauffer, Colwell & Bayles, from 
its network radio lineup, will divert the funds to an expanded spot 
radio schedule for Anacin, through Duane Jones Co. The company 
also is considering a spot TV campaign. 


e W. H. Carey, at one time advertising director of Fortune, has joined 
Newsweek in New York in an executive capacity. 


NBC Transfers McCray 
to Hollywood as AM Head 

Thomas McCray, radio program 
director for National Broadcasting 
Co., New York, will be transferred 
to the West Coast to direct AM 
operations in Hollywood. There is 
no indication as to how this ap- 
pointment will affect the current 
executive lineup in Hollywood, in- 
cluding vice-president Sidney N. 
Strotz, who heads the western di- 
vision. 

Also migrating westward is 
Thomas B. McFadden, manager of 


come manager of KNBH, NBC’s 

owned and operated Los Angeles 

a. \ uceme succeeding Harold J. 
ock. 


Seagram Establishes Fund 
Joseph E. Seagram & Sons, 
Louisville, has set up a $5,000 
grant at the University of Illinois 
for a study of “compensation and 
incentives for industrial execu- 
tives.” What effect taxes have on 
discouraging executives, what rules 
can be developed to determine 
what an executive is worth, and 


WNBC and WNBT, who will be-|similar questions will be studied. 


SPRINGTIME IS AFOOT—Repeating the 
New York Sun’s cooperative shoe pro- 
motion of last year, the New York 
World-Telegram & Sun ran this page, 


to which seven manufacturers and six 
retailers contributed. This and the Sun’‘s 
page were sold and prepared under the 
direction of Robert E. Yost of the news- 
paper. J. Walter Thompson Co., agency 
for the National Shoe Institute, supplied 
the copy, including the editorial “Foot 
Notes” at right. 


Sindlinger Sues 
Nielsen, Hooper 


PHILADELPHIA—Sindlinger & Co. 
and its subsidiary, Electronic Ra- 
dox Corp., filed a suit against A. 
C. Nielsen Co. and C. E. Hooper 
Inc. in federal court here on March 
30 accusing the latter two of mo- 
nopolizing the radio and televi- 
sion audience measuring industry 
and asking for damages of $1,500,- 
000 on three counts. 

In addition, Albert E. Sindlinger 
asked the court to invalidate any 
contracts between Nielsen and 
Hooper and their customers en- 
tered into after January, 1946, and 
to enjoin them from engaging in 
monopolistic practices. 

The court also was asked to en- 
join defendants, which also in- 
clude A. C. Nielsen, Henry A. 
Rahmel and C. E. Hooper, from 
interfering with customers and 
prospective customers, investors 
and prospective investors of Sind- 
linger, and from spreading mali- 
cious rumors and false statements 
about the plaintiffs. 


ms Sindlinger accused the defend- 
ants of attempting to prevent Har- 
old R. Reiss, an associate in the 
Sindlinger company and inventor 
of an improved device for de- 
termining, recording and assem- 
bling data for audience measure- 
ments, from obtaining a patent for 
his invention. 

Mr. Nielsen and Mr. Rahmel 
were accused of unlawfully and 
illegally filing for a patent “of 
such broad and general nature as 
to prevent” Mr. Reiss from ob- 
taining his patent. Moreover, the 
patent applied for by the defend- 
ants was not their own, the suit 
claims. 

The defendants also were ac- 
cused of monopolizing every con- 
ceivable practicable idea for radio 
and telephone audience research. 


Foote Takes Leave 
of Absence; Belding 
Is FC&B President 


New YorK—Emerson Foote, 
president of Foote, Cone & Belding, 
has left the agency on a one-year 
leave of absence, because of ill 
health. 

Don Belding, chairman of the 
executive committee, will assume 
the presidency of the agency. Fair- 
fax Cone continues as board chair- 
man. 

No other changes are contem- 
plated, and no successor to Mr. 
Belding as chairman of the execu- 
tive committee will be named, at 


Radio Listening 
Up Despite TV, 
Nielsen Asserts 


Hot Sprincs, Va.—Despite the 
inroads of television in TV cities, 
radio listening is actually 6% 
greater now than the average for 
the previous three years, A. C. 
Nielsen, president of A. C. Nielsen 
Co., asserted here yesterday. 

He based this assertion on an 
over-all decline in average list- 
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ening per radio home of 2.1%, 
plus an increase of 8.5% in the 
number of radio homes. He added 
that it will take a total of 11,400,- 
000 television sets in operation in 
homes to bring over-all radio list- 
ening down to the level it reached 
in the pre-television era. 

Mr. Nielsen’s assertions were 
made at a press conference here 
following a closed radio-TV ses- 
sion of the Association of National 
Advertisers, which was also at- 
tended by Frank Stanton, CBS 
president; Niles Trammell, NBC 
board chairman; A. N. Halverstadt, 
Procter & Gamble Co.; Marion 
Harper Jr., McCann-Erickson; 
Leonard Bush, Compton Adver- 
tising; Howard Chapin, General 
Foods Corp.; and Robert Brown, 
Bristol-Myers Co. 


m There was, however, a total 
decline of 37%—from 4 hours 8 
minutes to 2 hours 36 minutes per 
day—in radio listening in TV 
homes, Mr. Nielsen said. Evening 
listening in these TV homes de- 
clined from 1 hour 39 minutes to 
27 minutes, a drop of 73%. Day- 
time listening fell from 2 hours 
29 minutes to 2 hours 9 minutes, 
a drop of 13%. 

Mr. Trammell and Mr. Stanton, 
quoting set manufacturers, said 
that best estimates now indicate 
that there will be 7,600,000 TV 
sets in use at the beginning of 
1951, 11,500,000 at the beginning 
of 1952, 16,000,000 by 1953, 20,000,- 
000 by 1954 and 25,000,000 by 1955. 
Both agreed that these estimates 
are “extremely conservative.” 


gw Since radio is delivering more 
listening now than before TV, 
there are not likely to be any AM 
rate reductions in the immediate 
future, the network heads said. 
The advertisers on the panel, how- 
ever, emphasized that while they 
had no quarrel with the assertions 
that rate-per-thousand-listeners 
on networks are now lower than 
they were ten years ago, they are 
deeply concerned with the cost 
of reaching listeners and viewers 
in those major markets where tele- 
vision has cut sharply into the 
listening pattern. 

Some solution to this problem 
must be found, they implied, or 
advertisers who cannot afford to 
ignore major markets will find 
their costs of reaching listeners 
and viewers in that medium too 
high for practical application. 


least in the near future. 

M. Peter Franceschi, vice-presi- 
dent and secretary of Foote, Cone 
& Belding International Corp. (and 
vice-president and general man- 
ager of FC&B), has been appointed 
president of FC&BI. He succeeds 
Mr. Foote in that capacity. 


Nine-Man Panel Scheduled 
The Chicago chapter of the Na- 
tional Industrial Advertisers As- 
sociation at its meeting on April 
10 in the Builders Club will have a 
nine-man panel for a question and 
answer program. The nine men, 
dressed in caps and gowns, will 
answer questions which have been 
submitted for this meeting. 
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‘Admen’s Skill 
Needed in Cold 
War’: Peabody 


Tells ANA Nation’s 
Leaders Are Sold on 
Power of Advertising 


Hor Sprincs, Va.—So well has 
advertising done its public rela- 
tions job with the government that 
“responsible heads of our govern- 
ment, having seen advertising 


MEDIA EXPERTS—The panel which featured a recent program of New York chapter 
of the American Marketing Association included: (left to right, front row) Philip 
Everest, National Association of Transportation Advertising; William Beard, pres- 
ident, Associated Business Publications; Lionel Moses, vice-president, Parade Pub- 
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work with their own eyes and on 
their own problems, are more 
aware of and sold on its effective- 


If you ‘have [YOUNG] 


COSMOPOLITAN 


If you're selling people 
with ideas... 
suy COSMOPOLITAN 


America’s Most Exciting Magazine 


tion; C. D. McCormick, research director, Outdoor Advertising Inc.; Lee Brantley, 

advertising director, Crowell-Collier. Rear row: Paul Titus, Hearst Advertising Service; 

A. Edw. Miller, panel moderator, Life; Bernard Gould, Eutectic Welding Alloys Corp.; 
and H. J. Gediman, Hearst Advertising Service. 


ness than many responsible heads 
of industry,” Stuart Peabody, as- 
sistant vice-president of Borden 
Co. and chairman of the advertis- 
ing advisory committee to the Sec- 
retary of Commerce, told the ANA 
here last week. ; 

Borrowing a phrase from Sec- 
retary of State Dean Acheson, Pea- 
body talked of total diplomacy, 
and of advertising’s role in a na- 
tion involved in a cold war. 


= First, it would have to sell more 
goods than ever before; second, 
it would have to devote its skill 
‘o assuring the support and co- 
operation of the public with U. S. 
oreign policy—just as it did during 
the war; and third, it must tell 
America and the world about the 
contribution of business to their 
well being and security. 

Who will speak for business? 
Business can do it effectively on a 
plant city and community level, 
but it is boxed on a national scale 


and national features. 


NO WONDER 
CONTINUES TO GROW! 


party 151,104 


The 
OAKLAND TRIBUNE 
Welcomes 


America’s Fastest - Growing 
Sunday Magazine 


(Effective April 2nd) 


The Sunday Tribune now offers nine big sections 
of reading enjoyment, including a 16-page standard 
size comic section and hundreds of outstanding local 


THAT TRIBUNE CIRCULATION 


TOTAL NET PAID CIRCULATION 


(A.B.C. Publisher's Statement, Sept. 30, 1949) 


Oakland 22 Tri 


SEPOC ATER (REED) WlRtPROTe tet were enitie gi PRERD CRE ROO RULE BEWE FOREGE ShArCE i 


CRESMER & WOODWARD, INC. 
| Representatives Including Sunday Magazine 


sunpaY 166,881 


ine 


department to advertisers, 


Associations, Mr. Peabody said, 
are too often committed to defen- 
sive action. 

His nominee for a business spokes- 
man is the government. “I know 
the theory has been advanced that 
the administration is throwing 
crumbs of encouragement to busi- 
ness because it knows it must have 
high national income,” he con- 
tinued. “This may or may not be 
so, but...it is immaterial. If 
government will speak construc- 


tively for business I, for one, don’t 0. 


care what the motive is, as long 
as its speech is fair and persua- 
sive.” 


s He commended Secretary Saw- 
yer’s speech (reported elsewhere in 
this issue) and said Sawyer’s first 
statement to the committee was to 
ask its help in putting U. S. busi- 
ness in a better light. The commit- 
tee’s first assignment was a re- 
view of services provided by the 
with 
a view to the eventual establish- 
ment of an advertising unit. 

This study, now under way, in- 
volves a review of 4,000 publica- 
tions, and is in charge of Frederic 
Gamble, president of the American 
Association of Advertising Agen- 
cies, the Four A’s research com- 
mittee and 35 other advertising 
associations. 

Confessing that the committee 
is feeling its way, Mr. Peabody 
said: “We expect to suggest things 
to him [Secretary Sawyer] which 
will help bring about a better un- 
derstanding of business by the 
public and perhaps even bring 
about a better understanding of ad- 
vertising by business.” 

He said he could not speak for 
a committee of “highly individual 
individuals,” nor on its agenda, but 
“for myself, I can say that I be- 
lieve this liaison of advertising 
with a potentially powerful ad- 
vocate of business holds great 
promise” for our economic sys- 
tem. 


@ Earlier, the joint ANA-Four A’s 
committee on improvement of pub- 
lic understanding, through Faustin 
J. Sonon, Owens-Illinois Glass Co., 
issued a brief statement outlining 
its position. It reaffirmed its prin- 
ciples on plant and community ac- 
tivities, including the U. S. Cham- 
ber of Commerce’s “American Op- 
portunity” and work kits. It will 
continue to sponsor the Advertis- 
ing Council campaign, and it en- 
dorses the “American credo” of 
Freedoms Foundation Inc. It has 
terminated an arrangement with 
Harding College. The committee 
will consult with others who wish 
to work on economic education, 
and clearly says it is not a spon- 
soring group, its job being to “de- 
velop and express a program, not 
to implement it.” 


BUCKINGHAM OUTLINES 
NEW ANA BUDGET STUDY 
Hot Sprincs, Va.—A. O. Buck- 


ingham, former vice-president of 
Cluett, Peabody & Co. and past 


chairman of ANA, told the ANA 


ee 


National Nielsen-Ratings of Top Radio Shows 
Week of Feb. 19-25, 1950 
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All tigures copyright by A. C. Nielsen Co. 
Current Previous Homes Current 
Rank Rank Program (000) Rating 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (4,203) (10,7) 
1 1 Lux Radio Theater (CBS) .........05ceceeecees 10. 25.7 
2 3 ’s Scouts (CBS, Lipton) ........... 21.6 
3 2 Jack Benny (CBS, Lucky Strike) ........... 21.3 
4 1l ss Mr. ~Keen (CBS, Whitehall) .................. 19.9 
5 9 ter (CBS, Sterling) ..............++ 7,463 19.0 
6 4 F. B. L In Peace and War (CBS, P&G) 306 18.6 
7 8 Amos ‘n’ Andy (CBS, Lever Bros.) ......... : 18.4 
8 5 My Friend Irma (CBS, Lever ores) yey . 7,188 18.3 
9 6 Charlie McCarthy Show (CBS, Coca-Cola) .... . 6,992 17.8 
10 19 Life with Luigi (CBS, Wrigley) ............... 6,953 17.7 
11 4 ‘Fibber McGee and Molly (NBC, S. C. Johnson) ... 6,717 17.1 
12 18 Red Skelton (CBS, P&G) ............0-.00c0ee 6,678 17.0 
13 13 You Bet Your Life (CBS, DeSoto-Plymouth) ...... 6,481 16.5 
14 22 Bing Crosby Show (CBS, Chesterfields) ........ 6,403 16.3 
15 10 Mr. Chameleon (CBS, Sterling) ................ 6,364 16.2 
16 7 Walter Winchell (ABC, Kaiser-Frazer) 6,285 16.0 
17 17 Inner Sanctum (CBS, Emerson Drug) 246 15.9 
18 25 Fanny Brice (NBC, Tums) ............... 6,246 15.9 if Philip 
19 12 Dr. Christian (CBS, Chesebrough) .............. 6,206 15.8 st the ir 
20 21 Suspense (CBS, Auto-Lite) ................006 6,167 15.7 Eve 
presslv 
EVENING, panne’ werey (AVERAGE FOR ALL PROGRAMS) Gzev) (7.1) baign to 1 
1 a cas Socdiucecteots 14.2 + h 
2 H pron Ranger (ABC, General Mills) .............. aoe 12.2 +ojphat the 
3 4 Se SY EE Ns oe cceccevccescenves 4,714 12.0 +05io the ec: 
WEEKDAY | (AVERAGE FOR ALL PROGRAMS) 2.719) (6.9) ployment 
2 6 Arthur Godfrey (CBS, Nabisco) ............... i592 12.2 FM 
3 2 Romance of Helen Trent (CBS, Whitehall) ...... 4,478 11.4 _° . 
4 20 Arthur Godfrey (CBS, Gold Seal) .............. 164 10.6 irector c 
5 3 = Pepper Young’s Family (NBC, P&G) ............ 4,085 10.4 ax Rese 
6 4 Wendy Warren (CBS, General Foods) .......... 4,046 10.3 . 
7 9 Aunt Jenny (CBS, Lever Bros.) ............... 4,046 10.3 ive mont 
8 10 = Our Gal, ‘Sunday (CBS, Amer. Home Prods.) ..... 3,850 9.8 ram beir 
9 5 Right to Happiness (NBC, ) 3 9.7 - 
10 18 Rosemary (CBS, P&G) ...................... 3,810 9.7 il and 
ll 16 —s—~ Perry Mason (CBS, P&G) SS os ane 9.5 ould be 
12 13° Ma Perkins (CBS, P&G) ............ 9.4 ide pub 
13 15 _—Big Sister (CBS, P&G) ............. 9.2 ide pub 
14 7 Backstage Wife (NBC, Sterling) 9.1 Last ye 
15 17 — Guiding Light (CBS, P&G) «0.000002. c 9.0 ors hand 
AY, SATURDAY (AVERAGE for ALL PROGRAMS) (2,632) (6.7) etail val 
1 2 Armstrong Theater (CBS) ............cecceeee 5,814 14.8 About $4 
2 1 Grand Central Station (CBS, Pillebory) fe OAS 5,696 14.5 20) roducts ¢ 
3 3 Stars Over Hollywood (CBS, Armour) .......... 5,617 14.3 ilies 
U 5 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,571) (4.0) bbserved, 
1 1 True Detective Mysteries (MBS, Williamson) ...... 3, 13.7 +0654 billi 
2 2 Shadow (MBS, DL&W Coal-Grove Labs.) ........ 4, 12.3 +og7" Olon 
3 3  ~=Martin Kane, Private Eye (MBS, General Foods) .. 4,674 119 +23}otal cons’ 
Federal 
last week that if companies had| Establishes Ad Code he contin’ 


to absorb prewar selling cost ra- 
tios today, there would be no 
profit, and outlined a new ANA 
study to determine how high a 
percentage should be spent on ad- 
vertising. 

Preliminary studies show that 
an inverse ratio exists between ad- 
vertising and selling costs, he said 
(in other words, as advertising 
expenditures rise, selling costs 
drop). 

The study, which Mr. Bucking- 
ham promised will be aimed at de- 
termining the most profitable 
function of advertising for an in- 
dividual company and “not to 
make a case for advertising,” will 
be made under the supervision of 
Mr. Buckingham and Al Brown 
vice-president of Best Foods and 
chairman of ANA’s advertising ap- 
propriation committee. 


A voluntary, truth-in-advertis- 
ing code has been drawn up by 
the Yakima Retail Trade Bureau, 
in conjunction with the Better 
Business Bureau, and has been dis- 
tributed to advertisers, media and 
agencies. Under 15 headings, the 
code sets out guides to show what 
is considered false or misleading 
advertising. One of the major sec- 


tions covers comparative prices, fai 
manufactt 


and sets out definitions of such 
terms as regular price, value, val- 
ues up to, clearances, former price 
and special price. 


Bieber Joins Lawson Co. 

Fred J. Bieber, formerly a vice- 
president of the Casco Products 
Co., Bridgeport, Conn., has been 
appointed assistant general man- 
ager of the E. P. Lawson Co., New 
York, manufacturer of paper cut- 
ting machines and bindery equip- 
ment. 
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obacco Group 
Plans Strategy 
“sg for Tax Fight 


Cuicaco—The problem of taxes 
+lil_and what to do about them— 
+2¥h id the spotlight at the annual 
Qiinecting of the National Associa- 
+2apion of Tobacco Distributors here 
—Lgfast week. 
+l) Prom Monday until Friday, var- 
+Ljjous speakers suggested ways and 
—Léineans of solving the tax head- 
= che. Parker McComas, president 
+libf Philip Morris & Co., suggested 
pagpnat the industry undertake an im- 
pressive public relations cam- 
(+0.2jbaign to tell the American public 
+ojphat the tobacco industry means 
+0590 the economy in terms of em- 
+ fy bloyment and taxes. 


Bey F. M. Parkinson, executive 
+27pirector of the National Tobacco 
+06f5x Research Council, organized 
+L2five months ago, outlined the pro- 
+0)pram being followed by the coun- 
+L7fil and suggested facts which 
+lipould be used in an industry- 
taj ide public relations drive. 

—01) Last year, the tobacco distribu- 
+ljors handled merchandise with a 
+ ,@fetail value of about $6 billion. 
+26About $4.2 billion were tobacco 
Bey products and about $2 billion were 
undries. Cigarets, Mr. Parkinson 
'+0.3)pbserved, accounted for nearly 
By 4 billion at retail, about 3.8% of 
+23}otal consumer goods expenditures. 
——| Federal tobacco tax collections, 
he continued, yielded $1% billion 
1949, as compared with about 
60,000,000 in 1900. State taxes in 
reau,}949 were almost $400,000,000, as 
ettertompared with $140,000,000 in 
| dis- i943. City cigaret taxes, he said, 


| 5 ire assuming greater importance. 


hat 
what} The cost of an individual pack- 


ige of cigarets, Mr. Parkinson 
aid, adds up as follows: The 
manufacturer’s sale price is about 
¢; the federal tax is T7¢; 
lhe state tax ranges from 1¢ to 
’¢ per pack—an average of about 
’¢—and, in addition, there are 
many city and county taxes. The 
Wholesaler and retailer receive a 
otal of about 3¢ for their com- 
bined distribution efforts. 

“What was originally deemed 
b ‘nuisance’ tax,” he declared, “‘has 
rown into an economic and so- 
ial menace. That menace must 
pe met—now and here.” 

The tobacco tax research group 
lready is carrying the story to 
tivic and business groups, and is 
histributing literature to legisla- 
ors, tax commissions and educa- 
ional and civic groups. However, 
t appears that the NATD intends 
© do more, and by the time its 
hext convention takes place, a 
ull-fledged public relations cam- 
baign may be under way. 

The tobacco distributors associ- 
tion displayed a new aggressive- 
ess. Sparked by Joseph Kolodny, 
ynamic NATD president, the 
up heard proposals for improv- 
ng business procedures; distribu- 
g promotion material to re- 
ilers more effectively; stepping 
Pp candy merchandising activi- 
ies, and pushing sales of cigars, 
ipes and smoking tobaccos. 


artis- 
p by 


Richard C. Pinney, chairman of 
e NATD committee on relations 
vith candy manufacturers, empha- 
ized the importance of the to- 
‘cco wholesaler in the candy dis- 
tribution setup. At the present 
time, he said, 53% of candy and 
Confectionery products are sold 
through wholesalers, and tobacco 
distributors account for more than 
three-fifths of the 53%. 

#{ But he added that the tobacco 
- Wholesalers are disturbed about 
‘the seeming indifference of the 
Manufacturers of candy and con- 
onery products (essentially 


RAF tate 


food products) to the obvious mis- 
treatment and abuse to which their 
merchandise is subjected. There is 
an apparent complacency on the 
part of these manufacturers re- 
garding the sort of distributors 
they have and the methods used in 
handling the merchandise.” 

The association also attended 
a pipe merchandising clinic, in 
which promotion techniques were 
illustrated and discussed. The ma- 
terial eventually may be adapted 
to a sales training program. 


Connor Appoints Stanton 


W. G. Stanton, formerly adver- 
tising director of the Montreal Her- 
ald, has been appointed advertising 
manager of J. H. Connor & Son, 
Ottawa manufacturer of domestic 
and commercial laundry equip- 
ment and dry cleaning equipment. 


Muzak Enters 45rpm Field; 
Helen Wallace Resigns 


The transcription division of 
Muzak Corp., New York, has en- 
tered the 45rpm_ record field. 
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as director of sales and service of 
the transcription division. She will 
continue with Muzak on a con- 
sulting basis. 


Facilities are now available to the 
raue Lor recording, processing and 
pressing. 

Helen S. Wallace has resigned 
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Ph: WH itehall 4-2930 
53-59 E. IMlinois St. 
Chicago 11, Illinois 


FOR ALL PURPOSES 


Shorp, clear, crisp! Prompt Delivery’ 


Ex CUSTOM-MADE jewelry to home workshop 
equipment, there is an endless range of products for 
which printing does an important merchandising job. 
And, whether you are concerned with the production or 
the actual use of printed messages, you can count on 
Oxford Papers to make them more effective. 

Every paper bearing this famous name has been devel- 
oped and perfected through long, practical experience in 
meeting the needs of printers and their customers. The 
range of Oxford coated and uncoated grades covers vir- 
tually every requirement for offset, lithography, letter- 
press and rotogravure printing. Each has been designed 
to assure top notch performance on the press, and to give 
the finished job that extra quality which counts so much 
in extra sales. This means you are sure of the right paper 
for a better job when you specify Oxford Papers for . 
brochures, enclosures, catalogues, instruction manuals, 
advertising inserts, labels, or box liners and wraps. 


Oxford Papers 
Are Good Papers to Know 


It will pay you to remember these 
Oxford grades—and use them when 
planning printed promotions. These 
six cover a wide range of uses—and 
your Oxford Paper Merchant can tell 
you about others which bring the 
extra effectiveness of Oxford quality 
to every type of selling-in-print. 


POLAR SUPERFINE MAINEFLEX 
ENAMEL ENAMEL 
MAINEFOLD ENGRAVATONE 
ENAMEL COATED 
CARFAX ENGLISH ENGLISH FINISH 
FINISH LITHO 
* a * 
Your Oxford Paper Merchant 
Is a Good Man to Know 


Printers and their customers have 
learned from experience that their 
Oxford Paper Merchants are mighty 
good men to know. For these mer- 
chants make a business of helping 
users get the greatest value from their 
investment in paper. Their genuine 
interest in your needs and problems 
and their practical knowledge of paper 
can be a real help with any of your 
production problems. An Oxford Paper 
Merchant is as near as your phone in 
any of 68 principal cities from coast to 
coast, and, of course, you can count on 
him for prompt delivery of the right 
paper for your needs. Get in touch 
with him today, and ask for a copy 
of the Oxford Paper Selector Chart. 
Or, write direct to us. 


Oxford Miami Paper Company 


23 East Wacker Drive, Chicago 1, Ill. 
Oxford Paper Company 


230 Park Avenue, New York 17, N. Y. 


MILLS AT RUMFORD, MAINE, 
AND WEST CARROLLTON, OHIO 
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With long range radar equipment the pilot 
reaches his objective with minimum flying 
time and fuel consumption. Similarly, long 
range planning in advertising and selling can 
help you increase present volume and build 
an increasingly stronger market position. 
From first-hand experience in the Chicago 
market the Chicago Tribune has developed a 
selling and advertising procedure that man- 
agement can rely on to get needed dealer 
outlets and consumer preference. Rich in 
results when used in the Chicago market, 


the plan is usable in any sales territory. 

Because it is based on well known trends 
in retailing and consumer buying, the plan 
can secure for your line larger retail store in- 
ventories and better store display. It can get 
for you a greater share of the day-to-day buy- 
ing of consumers. 

This plan calls for no upset of present suc- 
cessful operations. As a matter of fact, it will 
strengthen them. It follows well-defined major 
management policies. It satisfies those who 
have to give close attention to the balance 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


sheet and who bear the responsibility of long- 
range company planning. 

If you are interested in getting the details 
of this consumer-franchise plan, a Tribune 
representative will be glad to discuss them 
with you. Ask him to call. 


Chicago Tribune representatives: 


A. W. Dreier, 810 Tribune Tower, Chicago 11: E. P. Struhsacher, 
220 E. 42nd St., New York City 17: W. E. Bates, Penobscot Bldg., 
Detroit 26; Fitzpatrick & Chamberlin, 155 Montgomery St., 
San Francisco 4; also, 448 S. Hill St., Los Angeles 13. MEMBER 
FIRST 3 MARKETS GROUP, AND METROPOLITAN 
SUNDAY NEWSPAPERS, INC. 
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